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THE NATIONAL NEWSPAPER OF MARKETING 


Tax Case Reveals Complete Details 
of B&W Cigaret Premium Operation 


Court Document Almost 
a Textbook on Premium 
Operation and Costs 


Cuicaco, Sept. 5—A wealth of 
the kind of information that is 
normally considered top secret— 
dealing with coupons and pre- 
miums—has been unearthed in a 
decision of the tax cour; of the 
U.S. 

The decision, promulgated late 
in February this year, is almost a 
textbook on the operation of the 
profit-sharing coupon business, 
with intimate sidelights on the 
cigaret business. 

The case involves a claim for 
taxes, based on a difference of 
opinion between Brown & Wil- 
liamson (Raleigh, Kool, Viceroy) 
and the Commissioner of Internal 


Revenue over the “amounts to be 
subtracted from sales as necessary 
for redemption of the proportion of 
cigaret coupons issued by petition- 
er during taxable years which 
would eventually be redeemed.” 


s The Commissioner of Internal 
Revenue asserted that Brown & 
Williamson tax returns for the 


years 1940 through 1944 involved a | 


deficiency totaling $1,834,135.16, 
due to the fact that the cigaret 
company had computed its net in- 
come upon the basis that 90% of 
the cigaret coupons issued would 
eventually be presented for re- 
demption. 

B&W claimed on its tax returns 
the following amounts for redemp- 
tion of coupons, as part of its ad- 
vertising expense. The company’s 
computations were made on the 

(Continued on Page 62) 


Here Are Answers to Questions on How to 
Order Printing Plates Under CMP Rulings 


WASHINGTON, Sept. 5—These 
days, an advertiser, agency or 
publisher ordering printing plates 
is likely to be asked, “How about 
a rating?” 

Suddenly, Direction 1 to CMP 
Regulation 5 has become a matter 
of major importance to adver- 
tisers and publishers. 

Direction 1 to CMP Regulation 
5 is the official jargon designating 
the special procedure developed 
by the Printing and Publishing 
division of National Production 
Authority to assure a fair dis- 
tribution of printing plates at a 
time when photoengravers are 
finding it increasingly difficult to 
obtain metal. 

Part of a comprehensive control 


system which goes all the way 
back to copper in its pure form, it 
is one of the few NPA regulations 
which specifically involves adver- 
tisers, advertising agencies, print- 
ers and publishers. 

A special procedure to distribute 
printing plates was developed, 
NPA explains, because it is becom- 
ing increasingly clear that copper 
will be critically scarce for the 
foreseeable future. 

At the present time, the nine 
manufacturers who supply the 
bulk of the nation’s photoengrav- 
ing “blanks” are getting quarterly 
allotments of copper under the 
Controlled Materials Plan. But 
without some form of a “ration- 

(Continued on Page 94) 
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IN 111 DAILIES—Coty Inc. says this copy 

to run in 111 newspapers and five mago- 

zines is the first perfume contest of 
record. (Story on Page 18.) 


Admen Wonder... 


Is Skelton Show 
Forecast of New 
Net AM Pattern? 


New York, Sept. 7—Network 
radio, which some observers feel 
has limited itself by being too set 
in its ways and overly reluctant to 
change its sales patterns, seems 
to have had a change of heart. 

The sales departments of the 
major networks, now completely 
divorced from their TV counter- 
parts, this week were busy forg- 
ing new tools with which to fight 
for their share of the advertising 
dollar. 

First result of these super- 
secret sessions was an announce- 
ment by the CBS Radio Division 
of a new plan for one-time spon- 
sorship of nighttime network ra- 
dio. The program selected for this 
innovation: The Red Skelton show 
—in the markets outside the 

(Continued on Page 101) 


Ex-Jones Men Claim 
$6,000,000 Billings: 


No Mennen Agency | 


New York, Sept. 6—The newly 
formed Scheideler, Beck & Werner 
agency—which seems to have 
sprung full grown from the brow 
of Duane Jones—will officially 
open its doors next Monday, with 
“close to $6,000,000" in billings al- 
ready stowed away in the shop. 

Joseph Scheideler, president of 
the new agency, who apparently 
is spacing out announcements of 
newly corraled accounts, has thus 
far admitted to having these for- 
mer Duane Jones Co. clients: Man- 
hattan Soap (maker of Sweetheart 
toilet soap, Blu-White flakes and 
Blue Barrel laundry soap), G. F. 
Heublein & Bro. (A-1 sauce and 
A-1l mustard) and Marlin Fire 
Arms (razor blades and firearms). 

The Mennen Co., an account 
which Mr. Jones last week re- 
signed (along with Marlin, Muel- 
ler’s macaroni, Kiwi shoe polish, 
Tetley tea, Tabasco sauce and 
Bonomo Turkish taffy) told AA 
today that “not more than half a 
dozen” agencies were being con- 
sidered to handle the account. It 
was learned that Scheideler, Beck 
& Werner is not among the agen- 
cies under consideration. The de- 
cision on the winning agency is 
expected Sept. 30. 


e Mr. Scheideler today gave a 
rundown on the occupants of key 
posts at the agency, and said the 
complete staff runs to some 80 peo- 
ple “with additional personne! still 
under discussion.” 

Paul A. Werner, who held down 
a v.p. job with Duane Jones Co., 
was named executive v.p., and 
Joseph Beck, an account exec at 
Jones, becomes v.p. and treasurer. 
Eugene Hulshizer, who served as 
secretary and account exec at the 
Jones company, and who was 

(Continued on Page 8) 
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Senate Passes 
Postal Boost; 
Magazines Hit 


WasHIncTon, Sept. 7—The Sen- 
ate early this evening passed a 
$400,000,000 postal rate increase 
bill, as reported out by the Senate 
postal committee, but amended to 
double the second class rate in- 
crease for magazines. 

Before voting, the Senate re- 
versed a previous action which 
would have limited the increase 
in third class to 1%4¢, instead of 
lle¢ over a two-year period, as 
recommended by the committee. 

The unexpectedly large increase 
for magazines came on a spectac- 
ular reversal of form by the Sen- 
ate. Immediately after defeating 
an amendment by Sen. Paul Doug- 
las (D., Ill.), calling for a three- 

(Continued on Page 101) 


OPS Rules Agencies 
and PR Firms Exempt 
from Price Control 


WaAsHINGTON, Sept. 6—Advertis- 
ing agencies and public relations 
firms are taken out from under 
price control by a _ regulation 
signed by Price Stabilization 
Chief Michael V. DiSalle today. 

Official announcement of the ex- 
emption will be delayed until 
Monday or Tuesday because of an 
OPS procedure which ties up reg- 
ulations for three days after they 
are officially signed. 

The exemption for agencies and 
public relations firms was recom- 
mended by the OPS services and 
export-imports division more than 
a month ago, after representatives 
of advertising groups protested 

(Continued on Page 101) 


Highlights of the Week’s News 


Single-shot sponsorship of Skelton offered by 
indicates 
changes in radio network selling, and per- 
haps in the composition of radio networks, AA 
Ce Page 1 and Page 12 


CBS in move that 


editorializes 


The Senate finally passed a $400,000,000 postal 

rate increase bill late Friday, but not before 
tacking 6n an 
amendment doubling the second class increase 
for magazines originally recommended by the 
gery: Page 1 
That fuss about agencies filing price schedules has 

finally been resolved by an OPS order eliminat- 

ing advertising agencies from price regulation 
vimanas Page 1 


hitting hard at magazines by 


Senate postal committee 


restrictions 


A big push for macaroni products will get under 


way next month, with many 
tying in related products in 
PE cnicneksdewedcados valpsacces'e 


Industrial Surveys Co. releases latest data on TV 
set distribution by region, city size, type of 


family, etc. 


Community development advertising pays off, 
even though dollars-and-cents figures are hard 
to come by. The University of Santa Clara’s 

39 


bureau of research studies 


their advertis- 


important 
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was in order . 
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Eye & Ear Dept. . 
Getting Personal 


It’s fine to tell admen to stay healthy longer by 
taking it easy, but just how do you do it in a 
business which exists on emergencies?, asks an 
adman in Voice of the Advertiser 

ANA comm.‘ti<e issues another report on radio 
rates, but it doesn’t add up to much because the 
committee wouldn't buy 
listening and viewing at reported cost of $10,- 

Mutual Life Insurance Co. of N. Y. tells how it 
selected an ad agency when it decided a change 


That much-prophesied raw materials shortage is 
actually showing up now. Cutbacks are certain 
for many products using critical materials in 
the months ahead 
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Last Minute News Flashes 


Magazine Volume at Alltime High, MAB Says 
New York, Sept. 7—Magazine advertising for the first eight months 
of 1951 has hit a new alltime high of $313,000,000, the Magazine Ad- 


vertising Bureau said today. This represents a gain of 9.1% 


and in- 


cludes all general and national farm magazines included in Publishers 


Information Bureau service. Sunday 


newspaper supplements and 


sections, which had a loss of 1.8% (their total take is just under $40,- 
000,000 for the period), are not included in the magazine figure. 
U. S. Distribution Set for New Pepsodent Permanent 


New York, Sept. 7—Shadow Wave, a new home permanent being 
tested by the Pepsodent division of Lever Bros., will start national 


distribution about Oct. 1. 


Described as “a genuine self-neutralizing 
product which requires no rinsing,” 


Shadow Wave will retail for about 


$2, including new style curlers with built-in end papers. Tests have 
been going on for a year in Los Angeles, San Francisco, Omaha, Grand 
Rapids and Syracuse. McCann-Erickson will handle the account. 


Continental Distilling Appoints Cecil & Presbrey 

PHILADELPHIA, Sept. 7—Continental Distilling Corp. has appointed 
Cecil & Presbrey, New York, to handle advertising for its new Select 
Brands division, recently organized to distribute luxury-class whiskies, 
including Old Classic and Embassy Club. The agency formerly handled 
the Old Classic account. Stress will be put on newspaper space. 


]WT Gets Alexander Smith Account Jan. 1 


Yonkers, Sept. 7—Effective Jan. 1, J. Walter Thompson Co., New 
York, will become agency for the three divisions of Alexander Smith 
Inc., including the Sloane-Blabon linoleum products division currently 
being handled by Geyer, Newell & Ganger. Anderson & Cairns re- 
signed the Smith account last month (AA, Aug. 13). 

(Additional News Flashes on Page 101) 
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Macaroni Makers Going All-Out 
Next Month to Push Sales Higher 


By JARLATH J. GRAHAM 

PALATINE, ILL., Sept. 6—For ten 
days in October the nation’s con- 
sumers are going to see and hear a 
lot about macaroni, spaghetti and 
egg noodles, when National Maca- 
roni Week gets under way. 

Sales of macaroni products dur- 
ing the week (Oct. 18-27) are ex- 
pected to reach record levels, with 
individual manufacturers in all 
sections of the country planning 
heavy concentrations of newspa- 
per, radio and television advertis- 
ing, according to Robert M. Green, 
secretary of the National Macaroni 
Institute, which sponsors the week. 

Producers of other foods that 
combine well with macaroni prod- 
ucts will join in the promotion by 
tying in their food items with the 
macaroni products in magazine, 
radio and television advertising. 


Some of the large food producers 
expected to join in with the cam- 
paign during October include 
Campbell Soup, Pet Milk, Hunt 
Foods, Carnation Co., Westgate- 
Sun Harbor Co., Swift, Wilson, 
H. J. Heinz, MclIihenny Co. and 
Kraft Foods. 


s The campaign will feature four- 
color macaroni-plus-another-food 
ads in Good Housekeeping, Ladies’ 
Home Journal, Life, McCail’s, The 
Saturday Evening Post and Wo- 
man’s Home Companion, all placed 
by the cooperating food producer. 

Merchandising aids to be made 
available to retail grocers include 
shelf talkers, posters, recipe leaf- 
lets, and other point of sale ma- 
terial. More than 600,000 four- 
color shelf talkers featuring each 
of the three principal macaroni 


products—macaroni, spaghetti and 
egg noodles—are being made avail- 
able to retailers by the National 
Macaroni Institute through manu- 
facturers. 

The ad and merchandising pro- 
gram will be supplemented by an 
intensive publicity drive aimed at 
getting special attention for mac- 
aroni products in newspapers’ food 
columns, regional magazines, and 
radio and television homemakers’ 
programs. 


@ Special stories, photographs and 
recipes are being distributed to 
daily and weekly newspapers and 
farm publications. Institutional 
publications in the hotel, restau- 
rant, hospital, school and other 
mass feeding fields also are being 
furnished special material, includ- 
ing quantity recipes. 

The nation’s railroads will join 
in the promotion by featuring mac- 
aroni products on dining car menus 
from Oct. 18 to Oct. 27. 

Pointing out to retailers that 
macaroni products seldom are 


| 


f 
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“Back! That’s our direct pipe line from lowa. Handles response from our 
advertising in the Des Moines Sunday Register.” 


Here’s a market that really means business—more than 
5 billion dollars a year of it! And the great thing about it 
is that it’s such an easy, inexpensive one to reach. 

The Des Moines Sunday Register takes you everywhere 
in the state. Reaches 2 out of 3 of all lowa families. Think 
of it! In 79 of the total 99 counties, you get coverage ranging 
from 50% to 100% of these better-buying families . . . 


least 21% in the others. 


As a farm market, lowa has long been the leader. As an 
urban market, it’s even better. Here, spending tops big cities 
like San Francisco, Boston, Cleveland. 

All this is yours at a milline rate of only $1.76 in the Des 


Moines Sunday Register. 


at 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


ABC CIRCULATION March 31, 1951: 
Daily, 374,303—Sunday, 540,836 


THE DES MOINES REGISTER anv TRIBUNE 


Gardner Cowles, President 


Represented by: 


Scolaro, Meeker & Scott —New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—los Angeles, San Francisco 


| 
| 
| 
| 
| 
| 
| 
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Be sure o' serving 


MAC 


Recipe 


BREA 


TIE-IN AD—One example of how a food 

manufacturer—in this case the maker of 

Breast-O'-Chicken tuna—features both his 

item and a macaroni product in magazine 

advertising during Notional Macaroni 

Week. (For more about Breast-O’-Chicken 
see Page 38.) 


eaten alone, Mr. Green emphasized 
that every sale of macaroni, spa-_ 
ghetti or egg noodles will mean ad- 
ditional sales of tomatoes, cheese, 
eggs, meat, fish, etc. 

“... Through tie-in displays and 
clever merchandising,” he said, 
“the smart retailer can make Mac- 
aroni Week a sales booster for the 


| entire store.” 


e Consumption of macaroni prod- 
ucts in the U.S. has risen steadily 
since the close of World War II 
(during the war the industry hit 
its peak, due to rationing of other 
foods), and this year consumers 
bid fair to gobble up approximately 
1 billion pounds of the products 
the Italians call “pasta” (a term 
American manufacturers shy away 
from because of its connotation of 
stickiness) . 


Here are production and con- 
sumption figures on macaroni 
products for several representative 
years (“macaroni products” is a 
generic term that applies to mac- 


aroni, spaghetti, vermicelli—thin 
spaghetti—and egg noodles): 
YEAR PRODUCTION CONSUMPTION 
(IN 000 LBS.) «iN 000 LBS.) 
940 623,405 10.690 
*1943 982.540 979,400 
*1945 1,069,275 1,057,004 
7 31, 857, 
#1948 1,139,747 916.832 
1949 5.4 32,9; 


1950 957,469 950,268 
*The two peak producing and consuming World 
War II years when rationing of other foods boosted 
macaroni products’ sales. 

During the first six months of 1948 the U. S. 
exported almost a quarter of a billion pounds 
of macaroni products, while importing some 700,- 
000 pounds. 

Source: National Macaroni Institute 


e Production and consumption this 


| year are running about 70,000,000 
| Ibs. 


ahead of last year, the Na- 
tional Macaroni Institute estimates. 
It predicts that the final consump- 
tion figure for the year will top 
1950's total by 15%. 

In 1940 (population, 132,000,000) 


'the per capita consumption of mac- 


aroni products in the U.S. was 
about 4% lbs. Today, it is approxi- 
mately 6% Ibs. (population, 150,- 
700,000) . 

That’s a pretty fair increase, in 
the opinion of Bob Green, the in- 
stitute’s secretary—but he thinks 
it can, and will, go much higher. In 
fact, he predicts that in 5-10 years 
per capita consumption will double. 

There’s no reason, he says, why 
proper promotion can’t increase 
consumption to the levels reached 
in countries like France, where 
it is 14 lbs. per person, and Swit- 
zerland, where it is 20 lbs. (He es- 
timated that potatoes, which oc- 
cupy a spot in the average U.S. 
diet comparable to that filled by 
macaroni products, are consumed 
at the rate of 130 lbs. per capita. 
In Italy, which is hardly compar- 
able because of the extreme popu- 
larity of “pasta” there, the con- 

(Continued on Page 102) 
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“20 mul Tham Gand paooucts 


* These national advertisers make it 
a point to determine the progress of 
a new program in a few markets be- 


fore they proceed. 


% The Burgoyne store panels tell in 
advance the degree of success they 
can expect from the new product, 


package, price or promotion. 


* In one or more of these represent- 
ative test cities, across-the-counter 
movement of your product and your 
competitors’ products tells the story. 


* What do you want pretested? Ask 


us for a test-city proposal. 


we double-check 
their sales ideas 
CHARLOTTE 


@ Sales-testeers like Char- 


lotte . . . largest market in 
the Carolinas . . . second 
only to Atlanta in wholesale 
sales in the southeast! 


@ Almost $1, billion retail 
sales in the home county and 
almost $900 million in the 
26-county trading zone. 


@ Charlotte grew in the last 


10 years . . . population up 
32% ... dwelling units up 
51% ... suburbs zooming 
too. 

@ The CHARLOTTE NEWS 
grew more .. . ABC circula- 
tion up 78% .. . «ty zone 


circulation up 81% 
91.7% coverage! 


@ The local advertisers’ 
preference for the NEWS 
clinches the case! 


Burgoyne rocery &> Drug Sudbee 


FIRST NATIONAL BANK BUILDING 


CINCINNATI 2 
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Young people are like adults ...except in one important 
respect. Like adults, they want to be strong and 
healthy, smart and popular (add other successful 
advertising appeals) . . . but they're much more receptive, more easily 
told and sold. Equipped as they are, with both the wants and the where- 
withal, they constitute a mighty market today . . . and promise to be 
continuing customers tomorrow. Incidently, their hold on their parents’ 
heart-strings gives youngsters a mighty grip on the family purse- 
strings, too! 


There's probably a proper place for your product in their favorite 
reading material . . . the comics books! 


National 
Comics 
Croup 


Represented by 


Richard A. Feldon & Co., Inc. 


205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Bauer & Black's Top Secret Bandage 


Set for Debut in Mid-Atlantic Area 


Bauer & Black 
lift the veil of 
has shrouded the 


Cuicaco, Sept. 6 
next week will 
which 


secrecy 


We are now moving to our new plant 
in Nassau County. To avoid delays on 
current production and deliveries, we 
are moving only one department at a 
time in accordance with a pre-arranged 
plon. Why are we moving? To make 
ourselves better equipped and 
better able to serve you better. 


CONSOLIDATED °:: 


development of Curads—its new 
adhesive bandage. 

The hush-hush development—an 
elastic plastic that bends with the 
finger when it’s wrapped around a 
joint—will be heralded in large- 
space newspaper announcement 
ads, radio and television spots, 
window displays, banners and 
counter displays in the Middle At- 
lantic states 

Curads were introduced in the 
area late last month without fan- 


fare. Druggists who stocked up 
report that their initial orders in 
many cases already are sold out 


and that customers have accepted | 


Curads with enthusiasm. 


@ “Project bandage-that-fits-like- 
your-skin” got under way several 
years ago in the Bauer & Black 
laboratories here. A research team 
explored known chemical com- 


pounds endlessly to find a solution. 
Hundreds were made and rejected 
before a film material was 
covered with physical properties 
directly comparable to the human 
skin. 

In addition, the researchers de- 
veloped a new medication involv- 


dis- 


ing two compounds that will be 
either a bane or a joy to Leo 
Burnett Co.’s copywriters—tyro- 


thricin and furacin, 
bined effect 
gistic. 

Tyrothricin is an antibiotic agent 
and comes from sources similar to 
those producing penicillin, strepto- 
mycin and other antibiotics. It 
limited as an antiseptic, however, 
to certain classes of bacteria 


and their com- 


is known as syner- 


Is 


@ Furacin—pronounced “fury-sin” 
or “f'your-a-sin”—is a chemical 
antiseptic, which also is effective 
only on certain bacteria. The com- 
bined effect of the two is said to 
be more potent than the total 
potency of the two used separately, 


and this (of course) is where 
“synergistic” comes in. 
As a result, Curads are billed} 


| to 


Advertising Age, 


“the first 
bandages ever 


us sterilized skin-like 
made available to 
the public in drug store surgical 
supplies” and 
and treatment of minor cuts, sores, 
bruises and skin infections by first 
aid therapy.” 

(Johnson & Johnson, New 
Brunswick, N. J., now is taking or- 
ders for its new Band-Aid Plastic 
Strips which are flesh colored— 
Bauer & Black's Curads are white. 
J & J has the new Band-Aids in 
production and is set to promote 
the product soon with a national 
campaign including full pages in 
Collier's, Life, Look, Saturday 
Evening Post and Sunday maga- 
zine sections coast to coast, plus 
TV spots on most stations.) 

The individual bandages are ex- 
tremely thin, so that they can be 
worn comfortably under a tight 
glove, and are made of a fully 
waterproof plastic said to be soil- 
resistant and “easier to clean than 
one’s own skin.” 


@ Before making the final decision 
invade the mid-Atlantic area, 
Bauer & Black conducted a long 


THERE’S NOTHING ELSE LIKE IT IN CANADA 


THE STAR WEEKLY has a combination of unusual 


features that make it unique as a selling force in 


Every centre is covered. The Star Weekly offers broad, 


smallest hamlet. Wherever there are 60 or more English- 


speaking families there's a Star Weekly carrier boy— and 


good Star Weekly coverage. Your sales force is backed 
consistently across the country—with the heaviest con- 
centration where the population and sales are heaviest. 


Readers know what they're buying. Star Weekly readers 


They buy it because they like it and want it, as years of 


Advertisers know what they're buying. Advertisers know 


they're getting proven interest when they advertise in the 


the STAR 


Star Weekly. They know, from long experience and many 


keyed tests, how powerfully advertising pulls in the Star 


Weekly. 


Choice of rates. Star Weekly advertisers can use the Star 


Weekly to fit their budget by 


selecting from different 


sections at different rates. Whether it be one of the two 


Magazine sections, the Rotogravure or Comics, there is 


proven high readership per dollar. 


Your dealers know the story. Another good thing about 
advertising in, the Star Weekly is that your dealers know its 


effectiveness. They read it themselves, in many cases, and 


they've seen how Star Weekly advertising pulls customers 


into their stores. 


The Star Weekly offers value—to both advertisers and 


readers. And that is the reason it Carries more advertising 


than any other national publication in Canada! 


WEEKLY 


PUBLISHED AT 80 KING 


Montreal Office: University Tower 


STREET WEST, TORONTO, 


CANADA 


U.S. Representatives: Ward-Grithth Co. Inc. 
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series of consumer tests as quietly 
as possible. Results of the tests 
were so favorable that company of- 
ficials are much more than casual- 
ly enthused about prospects. Seems 
the final tally showed a consumer 
| preference ratio for Curads over 
| the regular adhesive bandages of 
| seven to one. 

Every TV station in the Middle 
Atlantic area is on the media 
schedule, and radio stations also 
have been lined up for a heavy 
schedule of spots. 

Newspapers will break with an- 
nouncement ads and then carry a 
steady volume of sales copy till 
December, resuming after the 
Christmas holidays. The company 
also is banking heavily on window 
displays, banners and counter 
pieces to help win consumer ac- 
ceptance for Curads 

George A. Percy, Bauer & Black's 
ad director, was reluctant to dis- 
close plans for marketing the prod- 
uct in other sections of the country, 


j but indicated that it would be 
| available nationally in the near 


future. 


Two-City Rybutol 
Offer to Get Big 


Saturation Drive 


New York, Sept. 
Corp. of America will launch a 
|campaign for Rybutol in Chicago 
land Los Angeles beginning Sept. 
| 32. 

In Chicago, all newspapers will 
| be used, with 22,800 lines running 
between Sept. 11 and Oct. 4, plus 
| 600 radio spots and 100 TV com- 
;mercials. This is in addition to 
|the shows already sponsored for 
| Rybutol—Chicago Cubs and “Mr. 
and Mrs. Kup” on TV, and Gabriel 
Heatter on radio. 

| In Los Angeles 34,000 lines of 
newspaper copy will be distributed 
among the newspapers, along with 
900 radio and 45 TV spots, in ad- 
dition to the company’s Lorraine 
Cugat TV show and the Chet Hunt- 


6—Vitamin 


ley show on the Don Lee Net- 
work. 
@ Copy for the campaign is 


| headed “The Next 25 Days Can Be 
the Most Important in Your Life,” 
and stresses “the most astonishing 
vitamin offer ever made.” There- 
after the company offers a 25-day 
supply free in a combination of- 
fer—a 25-capsule bottle (value 
$1.98) along with the 100-capsule 
bottle which is to be bought for 
$5.95. If the customer is dissatis- 
fied with the small bottle, he may 
bring back the unopened bottle of 
100 and get his money back. 
The company’s president, Mor- 
ton Edell, calls the new campaign 
| the heaviest “ever put behind an 
| established product.” Meantime, a 
|; company source placed the adver- 
tising budget as nearing a rate of 
$2,000,000 a year, “apart from this 
campaign.” The budget is said to 
have tripled in the past six months. 
Sales are reported to have passed 
$1,000,000 a month at the manu- 
facturer level. 
Harry B. Cohen Advertising Co. 
is the agency. 


4A’‘s Elects Henri, Hurst 

Henri, Hurst & McDonald, Chi- 
cago, has been elected to member- 
ship in the American Assn. of Ad- 


vertising Agencies. 
Graphi RAVERS 


PAINSTAKING CRAFTSMANSHIP 
FIDELITY OF REPRODUCTION 
PERSONALIZED SERVICE 


679 N. WELLS ST., CHIGAGO 10 ILL. 


WHiteholl 4-3450-1.2 
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She's 


(Export, cook f 
Nd , 
housowite) 


: — (Afull+time & 
as executive secretary ) 


| 


Mixing marriage and a career works out well for young 
Mrs. John Scartozzi. But being busy at an office all day 
and running a home keeps Mrs. Scartozzi on the go 
and leaves little time for reading. As she says— 


Rl en a at 


“Time is really precious when you've got a full-time 
job and a home to take care of. That’s why, with 

so little time for reading, Quick is a ‘find’ for me. 

I rely on it to keep informed and it’s the only 
magazine I read from cover to cover.” 


Po LO pap 8 acne 


enemas 


There are more than 1,100,000 active young men and 
women like Mrs. Scartozzi who turn to Quick each week 
for complete and interesting coverage of the week’s 
news. That’s why more and more advertisers are 
telling their story to this select audience. Quick offers 
advertisers frequency and full-page impact at by far 

the lowest rates in the weekly field. You'll be 

surprised to find how little it costs to run 

a year-long campaign in Quick. 


GARDNER COWLES, EDITOR 
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the pocket news magazine 
busy people depend on 


CIRCULATION—MORE THAN 1,100,000 
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Richfield Oil Gets 
Truman's TV Treaty 
Speech for $75,000 


San Francisco, Sept. 4—Rich- 
field Oil Co. grabbed off a bar- 
gain here tonight. 

For $75,000 it took over exclu- 
sive sponsorship on the West Coast 
of President Truman’s opening ad- 
dress at the Japanese peace treaty 


NATION-WIDE FIELD SERVICE 
USEFUL TO ADVERTISERS AND EDITORS 


Organization of 500 capable Photo-Re- 
porters provides effective way to obtain 
on-location photos, stories, testimonials 
and releases. For more information write 
SICKLES PHOTO-REPORTING SERV- 
ICE, 38 Park Place, Newark 2, N. J 


conference. 

In addition, the $75,000 bought 
the oil company exclusive spon- 
sorship of two other hour-long 
telecasts of conference night ses- 
sions, scheduled for tomorrow and 
Friday nights. 

Eleven California TV stations, 
three here and eight in Southern 
California, will carry the three big 
events, plus conference sessions, 
interviews and the like. Richfield 
gets the commercials on the whole 
works for the $75,000. 

By agreement between the na- 
tion's television networks (ABC, 
CBS, NBC and DuMont), all of 
the telecasts are pooled. They or- 
iginate in the San _ Francisco 
Memorial Opera House. Eight 
cameras and some 60 announcers, 


cameramen and technicians are 
operating from opera house boxes, 
from the lobby and from the front 
entrance. 


RCA Boosts Bennett, O’Brien 

Martin F. Bennett, a_ theater 
equipment sales _ representative, 
has been advanced to sales man- 
ager of that section of the engi- 
neering products department of 
Radio Corp. of America, Camden, 

. J. He succeeds J. F. O’Brien, 
who has been promoted to sales 
manager of the theater, visual and 
sound section. 


Quigley Elects Levy V. P. 
Raymond Levy, director of sales 
and promotion of Quigley Publish- 
ing Co., New York, since Septem- 
ber, 1950, has been elected a v.p. 


Advertising Age, September 10, 1951 


Henry von Morpurgo Indicted by Federal 
Grand Jury on 64 Counts of Mail Fraud 


San Francisco, Sept. 5—Henry 
von Morpurgo, head of the adver- 
tising and public relations organ- 
ization bearing his name, this 
week was indicted by a federal 
grand jury on 64 counts charging 
mail fraud. 

The indictment charges that Mr. 
von Morpurgo illegally deflected to 
his own uses large sums of charity 
money collected both by volunteer 
workers and through the mails. 

Total amount of the alleged 
peculations was not stated in the 
indictment, but Macklin Fleming, 
assistant U. S. attorney who pre- 


pared the case against von Mor- | 
| about how the money was being 


‘America’ s Fastest-Growing 
ancien Area 


—— or over in 1950) 
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Here they are -- the official census figures which prove 
Miami to be the fastest-growing major metropolitan area 
in the fastest-growing state 


An amazing record, this, but still only part of the story. 
Market-wise,Greater Miami's gains have been just as sensa- 
tional, -- a steady climb upwards wherein each succeeding 
year’s total topped the all-time high of the year before. 


And, more than keeping pace, is the spectacular gain 
registered in all classifications by The Miami Herald, the 
single medium delivering better than 98% coverage of 
its primary market along with the most extensive state- 


300,000 Po 


FF nouston 


123 


in the nation. 


wide circulation of any newspaper in Florida. 


MIAMI -- An International Market 


JOHN S. KNIGHT, Publisher 

STORY BROOKS & FINLEY, National Reps. 
A. S. GRANT, Atlanta 

Affiliated Stations - WQAM, WQAM-FM 


purgo, said that the amount in- 
volved “more than $94,000.” 

The first 58 counts of the indict- 
ment charge that Mr. von Mor- 
purgo gained control of the Sister 
Kenny organizations in northern 
California and disbursed their 
funds for his own use, “for ficti- 
tious supplies, work not performed, 
duplicate payments for the same 
work and overcharges.” 


e It was also charged that he 
counted all the moneys himself, 
either at home or in his office, and 
permitted no audit of the books; 
that he made false representations 


spent, and that he falsely claimed 
that he and his office received 
only $250 for their services to the 
organizations. 

The remaining counts of the in- 
dictment relate the agency head’s 
alleged activities “among persons 
and concerns desirous of placing 
homeless babies in suitable homes 
for permanent adoption.” It is 
charged that he sought to gain 
control of the adoption societies 
and to establish bank accounts in 
their names te which he would 
have access. 


s Before posting $10,000 bail, the 
41-year-old adman declared: “This 
matter was thoroughly gone into 
previously in the civil courts. It 
is nothing more than a dispute over 
the interpretation of various con- 
tracts that I entered into with the 
Sister Kenny organization. 

“When the full import and all 
four corners of this contract are 
examined by any jury,” he contin- 
ued, “I have no doubt that I will 
be completely vindicated. 

“As for the other counts, they 
are the culmination of a concerted 
effort by business and political 
enemies to ruin my life, my busi- 
ness and my reputation,” he as- 
serted. 


@ Last April, Mr. von Morpurgo 
settled a civil suit, brought against 
him by the National Sister Kenny 
Foundation, out of court. The foun- 
dation had asked for $150,000, 
which it claimed that the agency 
head had devoted to his own use, 
but withdrew the suit when he 
agreed to pay the foundation $19,- 
500. 

Among the persons and organi- 
zations listed as alleged victims in 
the current indictment are Gov. 
Ear] Warren, Sister Kenny, Sammy 
Kaye, Kate Smith, Bing Crosby, 
Bank of America, American Can 
Co., Continental Can Co. and 
Lucky Stores, as well as ten char- 
ity organizations, among others. 


ConsoLipaten 


WORKS CONFIDENTIALLY for 
individuals, groups, firms who 
need facts published in the daily 
press. We “spot” them in 
practically all daily and over 
6000 weekly English language 
newspapers—an inval 


service that costs little. 
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43) SOUTH DEARBORN STREET. DEPT. 17 
CHICAGO 5 ILLINOIS 
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T cooled my heels 
and got a HOT IDEA... 


— ~ 


ee ee 


I ment Say it with 
FLOWERS-BY-WIRE 


A swell idea blossomed from the receptionist’s roses. Hugh Crane appreciates 
the personal touch in business . . . so I congratulated him on his new 
job with Flowers-By-Wire. 


Next day I drove out to his office. Instead of cooling my heels in the 
reception room, I was ushered in on a red carpet. My flowers had 


glad-handed Hugh .. . later I rode down the elevator with a big order. 


Now Flowers-By-Wire is standard operating procedure with me. 


And my hot idea has shown up in my commissions, too! 


FLORISTS’ TELEGRAPH DELIVERY ASSOCIATION 
Headquarters: Detroit, Michigan 


FLOWERS-BY-WIRE ARE PERFECT FOR CHRISTMAS 


OnG ¥2 a Thousands of business firms have found FLOWERS-BY-WIRE the ideal 


Christmas Greeting. Just turn your list over to your F.T.D. Florist. He'll take it 


from there ...and supply the perfect touch for a“ Merry Christmas” to customers. 


Look for the famous F.T. D. Mercury Emblem. 
It identifies the right shops! 


FLOWERS ARE BEAUTIFUL BUSINESS BUILDERS! 
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Proprietary Group Warns Media of Dangers 
in Bill That Might Restrict Drug Sales 


New York, Sept. 5—Today a 
group of puzzled publishers and 
radio men turned up in the Hotel 
Biltmore, listened to four speak- 
ers attack a provision of the Hum- 
phrey-Durham bill, were told to 
take no action, and dispersed 
wearing somewhat bewildered ex- 
pressions 

Earlier, they had received a wire 
from Ben Duffy, president of Bat- 
ten, Barton, Durstine & Osborn, 
asking that they attend the meet- 
ing regarding “pending drug leg- 
islation before the Senate which 
may mean millions of dollars’ loss 
in advertising.” 


When you 
need 
RECENT 
BIRTH 
LISTS 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over SS years 
90 Fifth Ave., New York 11 
OR 5-3523 


At the meeting, Mr. Duffy, who 
is chairman of the Proprietary 
Assn.’s advertising advisory com- 
mittee, told the group that the 
meeting was “precautionary,” but 
that $75,000,000 in advertising was 
jeopardized by a provision in S. 
1186 which “in effect” grants to 
the Federal Security Administra- 
tor the right to determine which 
drugs may be sold, and which 
may be sold over the counter with- 
out prescription. 


es As officials of drug companies 
addressed the meeting, they also 
said they regard the right of the 
administrator to determine which 
drugs are dangerous “on the basis 
of opinions generally held among 
experts...to evaluate the safety 
and efficacy of such drugs,” as 
particularly dangerous. 

This is because of the word 
“efficacy,” which the Proprietary 
Assn, feels “opens the door to 


almost 
control 
sale of 
from a 
tion has been urging be sent to 
senators. 

The drug manufacturers 


unlimited and 
of therapeutics and the 
drug products,” to quote 
letter which the associa- 


arbitrary 


also 
blasted the National Assn. of Re- 
tail Druggists and its chief, John 
W. Dargavel, who was accused of 
having foisted the bill on the leg- 
islators to “further his political 
ambitions,” and the NARD of 
“browbeating its members into 
supporting it.” 


@ The rest of the bill, which is 
intended to clarify the problem of 
retail druggists in refilling pre- 
scriptions, apparently has full 
manufacturer concurrence. 

Earlier, the Durham bill in the 
House (HR. 3298) had a similar 
provision when it was reported 
out of the committee, but it was 
killed on the floor (AA, Aug. 13), 
and the association regards the 
House bill as a “piece of model 
legislation.” It hopes to alter the 
Senate bill similarly. 


Advertising Age, September 10, 1951 


When the media men began ask- 
ing the pane! of manufacturers 
what they were being asked to do, 
a quick huddle brought out this 
answer: for now, nothing. If and 
when the bill is reported to the 
floor containing the objectionable 
provision, the media men will be 
asked to contact their representa- 
tives. For the moment, they were 
furnished with the names of sen- 
ators on the health subcommittee 
of the committee on labor and pub- 
lic welfare. 


Nelly Don Uses TV 

Donnelly Garment Co., Kansas 
City, is offering dealers a 15- 
minute TV fashion show presenta- 
tion for its Nelly Don dresses. 
Produced by Calvin Co., Kansas 
City, the open-end film is provided 
free for local sponsorship. 


CBS Pacific Names Reitzel 

Rok Reitzel. formerly account 
executive of Station KCBS, San 
Francisco, has been named San 
Francisco sales manager of the 
Columbia Pacific Network, effec- 
tive Sept. 10. 


THE 


NIGHT 


Is 


When darkness falls, the light of knowledge 


brightens the hope of I.C.S. students through- 


out the nation. 


‘Today there are over 100,000 Americans who 


work in the daytime and pursue some 400 I.C.S. 


courses at night. Most important spurs are 


1) the desire for self-advancement, 


2) the 


nation’s defense need for trained skills. 


Persistent coupon advertising sparks ambi- 


tions, persuades many a reader to write in for 


information. I.C.S. salesmanship does the rest. 


We have been on the recruiting team of our 


client, International Correspondence Schools, 


since 1896. 


N.W. AYER & SON, 


INC. 


Philadelphia, New York, Chicago 
Detroit, San Francisco, Hollywood, Boston, Honolulu 


FOR LIGHT 


Ex-Jones Men Claim 
$6,000,000 Billings: 
No Mennen Agency 


(Continued from Page 1) 
named by Mr. Jones to the new 
board of directors after he fired 
five of his top men and did away 
with the old board (AA, Aug. 20), 
becomes secretary at SB&W. 

These men, along with Philip 
Brooks, Philip E. Genthner and 
James Frankenberry, all formerly 


Philip Brooks Eugene Hulshizer 


Jones account execs, will also 
function in executive contact ca- 
pacities. 

On the creative side will be 
Robert G. Hughes Jr., ex-v.p. and 
“copy chief at the old agency, and 
William J. McKenna, in print, TV 
and radio copy; Lester Rondell, 


lowrence Hubbard 


Robert Hughes 


art; and Walter Ware and Chester 
Gierlach, TV and radio production. 

Media finds Vera Brennan, on 
TV and radio, and Marjorie Lan- 
eve, publications and outdoor. 

Lawrence Hubbard, v.p. and re- 
search and merchandising director 
with Jones, will head research for 
the new company. 


@ Meanwhile, it was learned that 
Duane Jones has not yet filed his 
threatened $1,000,000 suit for con- 
spiracy against his departed top 
executives. . 

Robert Hayes, former president 
of the Jones agency, who was 
among the first fired by Mr. Jones 
“as the sequel to an ultimatum 
served without warning on me [by 
eight agency execs] to sell the 
agency at an absurdly low price— 
or else.” does not figure in the 
new agency setup. He told AA to- 
day that he is considering several 
offers. 

Don Gill, who resigned his v.p. 
post at the Jones agency, was also 
at the offer-considering stage. 

A spokesman for Mr. Jones said 
that the latter will continue to 
keep his agency open, and added 
that while Mr. Jones is resigning 
accounts, “some accounts are 
loathe to be resigned.” The spokes- 
man Said that highly placed people 
in the advertising field were talk- 
ing to Mr. Jones with the idea of 
persuading him to remain active. 


Fort & Co. Moves 
Fort & Co., Charlotte, N. C. 


agency, has moved its offices to 
416 Providence Rd. 


\A _ 
* "tis my story. e . 
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* widows —offer smoother reading — 
New Markets’* 


| cause no break in thought by jolts of 
| on your letter uneven spacing — give tension relief 
| bead ~ it's Free! § through emphasis of proper words 


JAY P. WALK, 11 E. Hubbard Street, Chicago 11, ill. 
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3 Adve rtisine 


in Los An 


FIRST SEVEN MONTHS 
OF 1951... 


The Los Angeles Times 
with 23,848,848 lines, published more 
than 40% of all newspaper advertising 
in this five newspaper metropolitan field. 
Charts below and on following pages 
analyze this leadership in 


“- 
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EXAMINER TIMES DAILY NEWS MIRROR 


Linage 
THE TIMES ..... 15,987,478 
Examiner ...... 10,442,155 
Herald-Express . 7,513,558 
Daily News .... 5,462,201 
The Mirror ..... 3,894,714 


Percent 


36.9 
24.1 
17.4 
12.6 

9.0 


TOTAL LINAGE.. 43,300,106 


DAILY TIMES ......... 10,748,775 
SUNDAY TIMES ...... 5,238,703 
DAILY EXAMINER ... 6,400,210 
SUNDAY EXAMINER. . 4,041,945 


TOTAL RETAIL ADVERTISING 


Linage 
THE TIMES ..... 12,231,035 
Examiner ...... 7,553,994 
Herald-Express . 5,196,740 
Daily News . 4,192,860 
The Mirror ..... 2,954,642 


100.0% 


24.8 
12.1 
14.8 

9.3 


Percent 


38.1 
23.5 
16.2 
13.0 

9.2 


TOTAL LINAGE.. 32,129,271 


DAILY TIMES ........ 8,131,160 
SUNDAY TIMES ...... 4,099,875 
DAILY EXAMINER ... 4,301,153 
SUNDAY EXAMINER. . 3,252,841 


100.0% 


25.3 
12.8 
13.4 
10.1 


TOTAL DEPARTMENT STORE ADVERTISING 
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EXAMINER ES HERALD-EXPRESS DAILY NEWS MIRROR 


Linage 
6,009,190 
2,826,698 
1,933,063 
1,949,061 

892,965 


THE TIMES 
Examiner 
Herald-Express_ . 
Daily News .... 
The Mirror 


Percent 


44.1 
20.8 
14.2 
14.3 

6.6 


TOTAL LINAGE. . 


DAILY TIMES 


SUNDAY TIMES 
DAILY EXAMINER.... 


SUNDAY EXAMINER . 


13,610,977 


100.0% 


12.1 
10.6 
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*Includes Automotive and Financial 
“This Week’ and ‘American Weekly” linage excluded from all figures. SOURCE: MEDIA RECORDS 


os EXPRESS DAILY NEWS 


Linage 


THE TIMES ..... 3,756,443 
Examiner ..... 2,888,161 
Herald-Express . 2,316,818 
Daily News .... 1,269,341 
The Mirror ..... 940,072 


TOTAL LINAGE.. 11,170,835 


DAILY TIMES........ 2,617,615 
SUNDAY TIMES..... 1,138,828 
DAILY EXAMINER.... 2,099,057 
SUNDAY EXAMINER . 789,104 


8.4% 


For the First Seven Months of 1951... 


THE LOS ANGELES TIMES published 
7,855,758 lines of classified —48.5% 
of the five paper metropolitan field. 
This is the largest volume of news- 
paper classified in America. 


THE LOS ANGELES TIMES was first 
in America among all morning news- 
papers in home-delivered circulation. 
More than 3 out of 4 daily Times 
readers take The Times at home. 


THE LOS ANGELES TIMES continued 
to lead its field in daily circulation, 
surpassing the second paper by 
44,017 copies. 


THE LOS ANGELES TIMES led in its 
field in 86 out of 113 advertising 
classifications listed by Media Records. 
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Advertising Age 
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Two Can Live Side by Side 


- The nine-city survey which ApverTisinc AGE reported last week, 
detailing what has happened to butter and margarine sales follow- 
ing legalization of yellow margarine in many states, deserves careful 
study by marketing men. 

The study was not a scientific marketing study, and is not pro- 
jectable for the country as a whoie. And it is still too early to be sure 
that the conditions shown by it will not change as time goes on. 

Nevertheless, the initial findings are not only interesting, but in 
a sense extremely exciting. They demonstrate that butter has suf- 
fered little if at all from free and open competition with margarine, 
and that what has happened in city after city is a broadening of the 
market, Butter continues to sell to those who always bought butter; 
but margarine has reached out for new customers where no customers 
existed before. 

This is an interesting demonstration of a number of things, such 
as: 

1. No product (with the possible exception of salt and sugar, and 
we're not even sure of them) ever seems to develop complete mar- 
Ket saturation. 

2. A “substitute” product, particularly when it includes a sub- 
stantial price differentiation, tends to bring into the market for that 
class of product a number of consumers who were not good prospects 
previously. 

3. Where there are debatable advantages between the products, or 
where there is any substantial differentiation between the products, 
it is often possible for both to expand their growth, side by side. 

This, of course, is not true where the newer or substitute product 
is so clearly superior to the product it displaces that technological 
improvement takes place. No one would argue, for example, that the 
horse and buggy could continue to expand its market in the face of 
competition from*the automobile, nor that silk stockings have not 
been pushed into the background by nylon. 

But for every such instance there are scores indicating that two 
products—or a dozen—can live side by side where only one bloomed 
before. And this is a wonderful tribute to the size and scope of the 
American consumer market, and an interesting demonstration of the 
fact that even in this remarkable day and age, practically no one has 
exhausted the possibilities of market expansion. 


Is a New Radio Network Pattern Coming? 


The controversy in which Columbia Broadcasting System and the 
National Assn. of Radio-Television Station Representatives are en- 
gaged is interesting to admen principally because it seems a straw 
in the wind indicating that a new type of radio network is not too 
far distant. 

The controversy involves a projected Red Skelton show for Norge, 
originally scheduled for spot placing in some 40 non-TV markets, 
which is said to have induced CBS to come up with an offer of a 
tailor-made network for the show. 

Admen have been saying for a couple of years that TV has changed 
listening patterns so sharply that the conventional radio networks, 
with their heavy emphasis on stations in the big cities where TV has 
made its greatest inroads, no longer make good sense, particularly 
for nighttime shows. And this is the principal reason why national 
spot radio has been doing very well lately, while radio network busi- 
ness has languished. 

A more flexible type of radio network seems an inevitable result 
of the situation, but there are difficulties which cannot be easily 
overcome. The current controversy, however, is an indication that a 
solution may not be too far off. 


©, 
wes 
tT TDS 

Yn . 


Advertising Age, September 10, 1951 


LA 


—Cluett, Peabody & Co. 


“Hello, there—big, strong and ‘Sanforized’!” 


What They're Saying 


Advertising and Inflation 

Some time ago a plan to impose 
a tax on advertising was being dis- 
cussed as a means of helping stem 
inflation. Supporters of the tax 
claimed it would tend to decrease 
the amount of advertising, which 
would reduce consumer spending 
and ease inflationary pressures. 

We have a different theory. We 
believe that our butter-and-gun 
economy will benefit if advertising 
budgets are maintained—even in- 
creased. 

Prices have risen sharply since 


| the Korean outbreak. Possibly the 


most important single factor in 
this rise has been the excess of 
purchasing power over things to 
be purchased. 

Much of this surplus buying 
power will be siphoned off in 
higher taxes. Much of it will be 
banked—invested in defense bonds. 
But, enough of it will remain to 
push prices even higher unless 
increased production evens up the 
difference between supply and de- 
mand. 

To maintain a strong civilian 
economy; to combat inflationary 
trends, the National Chamber has 
long advocated a policy of in- 
creasing civilian supplies. And, of 
course, we're working in that di- 
rection. Mobilization plans call for 
building up our defenses with the 
least possible interference with the 
civilian economy. Future months 
will see an increased output of con- 
sumer goods and services. 

And, to expand the market for 
this increased production, intensi- 
fied selling efforts and larger ad- 
vertising appropriations will be 
needed. 


—Advertising News Letter, Chamber 
of Commerce of the U.S., Washington. 


Chivalry for Advertisers 


Gold stars and seals of approval 
are old devices for encouraging ex- 
cellence in performance, and it 
may be that if offered by a high- 
ly respected, unbiased organization 
like the Better Business Bureau, 
they would be coveted honors. 

There is within each individual 


the instinct of chivalry, and those 
who practice it are always looked 
up to, respected, and quickly gain | 
the confidence of those about them. | 
If all of us will be just a little more 
chivalrous, I’m sure advertising 
will experience greater acceptance. 


—Leslie E. Prichard, chairman, Adver- 
tising Acceptance Committee, St. 
Louis Post-Dispatch, at the 37th an- 
nual conference of the Assn. of Bet- 
ter Business Bureaus, Colorado 
Springs. 


The Department Store Budget 

If a store has 300 major re- 
sources—which will be a top fig- 
ure with all but perhaps 50 de- 
partment stores—then it may tig- 
ure that those 300 major resources 
spend, in total, as much as from 
$10,000,000 to $25,000,000 annually 
in advertising right in the trading 
area served by the store. That will 
be from five to 20 times the 
amount spent for advertising by 
the store itself! Obviously, the 
store advertising will be vastly 
more productive if it is hitched on- 
to a supporting budget of $10,- 
000,000—than if it is put back of 
a resource total advertising bud- 
get of one-fifth or one-tenth that 
sum. 


—Retail Grey Matter, department 
store edition, published by Grey Ad- 
vertising Agency, New York. 


Inventories No Problem 

Backing up the contention that 
present high inventories held by 
retail stores don’t mean too much 
trouble ah@ge, Dr. Lawrence C. 
Lockley, new dean of the school 
of commerce at the University of 
Southern California, said on ar- 
rival in Los Angeles last week 
that these inventories “will be sold 
off fairly rapidly this fall and win- 
ter. Production figures don’t indi- 
cate that we have a larger inven- 
tory of goods than can be sold. 
Dr. Lockley, incidentally, is a 
professor with long business back- 
ground with E. I. Du Pont de Ne- 
mours & Co., and Curtis Publish- 
ing Co.—so his opinions should be 
considered particularly important. 


—Advertising At Work, published by 
the Advertising Assn. of the West, 
San Francisco 


|match The 
| any other publication in existence 


Rough Proofs 


The Old Professor says he will 
New Yorker against 


in the Long Paragraph marathon. 
e 

“No commercial announcements 
are to be made from the hearing 
room,” says the Senate Crime 
Commission, in announcing new 
rules for its attractive TV pack- 
age. 

Dignity must be preserved at all 
costs. 

. 

The main trouble with the rules 
being written for business by 
NPA, OPS and other government 
agencies is that the people they 
are addressed to don’t understand 
them, and the agency representa- 
tives out in the field usually 
haven't even heard of them. 

e 

Bernard Kliman, Gruen Watch 
Co. ad director, who is starting his 
own agency, says his move “does 
not affect the handling of the 
Gruen account by McCann-Erick- 
son.” 

This is just unusual enough to 
be news. 

e 

“Much of this matter,” says 
Postmaster General Donaldson, re- 
ferring to third-class mail, “is 
thrown away without being open- 
ed.” 

And lots of people won't even 
read communications from the Post 
Office Department. 


- 
About the only official mail 
which is always sure of being 


opened and read is the little white 
slip from the Collector of Internal 
Revenue reminding you to pony up 
before Sept. 15 

7 

Speaking of the manufacturer of 
household products, Good House- 
keeping says women “are always 
the majority of his customers and 
usually the majority of his stock- 
holders.” 

He just can’t get away from wo- 
men. 

e 

Frances Langford and Don 
Ameche, the original Mr. and Mrs. 
John Bickerson, are doing a new 
daytime show starting Sept. 10, 
and their fight fans hope they 
aren't planning to hang up the box- 
ing gloves. 

e 

Fortune says readers of an A. C. 
Horn ad “didn’t stop to think of 
it as an ad, but instead got en- 
grossed in what it was selling.” 

Maybe that’s a new thought for 
layout men and copy writers. 

- 

“In the name of American fam- 
ily health,” asks American Maga- 
zine, “what belongs in your medi- 
cine chest?” 

Let's see now—how about start- 


ing with Bayer’s aspirin, Alka- 
Seltzer and Hadacol? 
. 
Bill Veeck, impresario of the 


St. Louis Browns, borrowed a 
bright idea from James Thurber, 
and even though it was promptly 
squashed by the American League, 
his midget batter got a base on 
balls the first time up. 
e 

A New York agency man with 
an eye on TV confides that he 
“knows wipes, dissolves, fades, 
zooms, whirls, animation, titling.” 

And it will help if he also knows 
a client or two. 


Copy Cus. 
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a FM RAINS 


IN PHILADELPHIA'S VAST TRADING AREA, HALF THE 
SALES AND HALF THE PEOPLE ARE OUTSIDE THE 


CITY LIMITS. And you must cover this vital half. 


The Inquirer carries your sales messages to 
the 4,500,000 people who make up both 
halves of America's 3rd market. That's why 
The Inquirer should head your list. 


Twice a day, suburban 
dwellers pass through 
stations like this en 
route to or from city 
jobs. The Inquirer is 


A railroad center and ao center of steel fabricators who their standby. 


supply the nation’s railroads—two factors which help moke 
Philadelphia the world's most diversified industrial oreo. - 


The Philadelphia Prguirer 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, Jr., Empire State Bldg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. 
Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260. West Coast Representatives: 
FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 


Paha, We eee dee Sere, ee | ae 
a =o - ta é oF isa eee, a ae ce aa i = eee met Se tt _ 
eee ek a: got ae ee er i: 

| es ae: 
¥ st 
= ea _— Be 
Sr —_ . Z be 

f / ce : =n Pe 
A - ge ; |e — aie 

tt ‘ s a 

& a = a 

\ e me ae 

- ged 5 a 

\\\y cag Sot: ig B® ae 

\ | Z a - _-—a, = re 
ZZ ¢ m gee _ age 

{ \ ee eS st =< a be « 

' \y! \ — Ga 4 \Y ea oe * ing y 
8) = i So se aS 

\\1 _— —s el Me ge . 3 a : ~ a 

5 ——S> : a ae % SF ? ¥ “i as 
i 2 " ey : a 4 "h ; 3 i % ef 

4 -_ sw - pai: 4 ~ : Foal 63 ea i 4 : s 

\\\ = ' UT ; eo ae c | +s a az, ; 7. a 

= i te. win oe se | ~* se 

Me —. +3 

| , Bes 

Le eee a . 

tn he J I; | fe 2 ee. ; ia 
Pe peas oes MONE ial | : = 

' Oe 28 ee: * x is t pe yap 

3 — © 2A ss 

6 ag wa | > eae ae A 

é . N i. , , "— * - 4 * a $ if n “ a 4 ee oh 
ot 4 oe ee Se ae = ee es sie Sak: = 

= RR 1 ee “j10 Wet ee —— ae a: ee 

doemzemaal ceniaars: i ae a ae a siemens oe anit= = : M .< Ee 

Ln ee os>--— Sa ale = 4 tas 

a hia ‘ego “So a 2 ie — is ¥ ere a Ht " ¢ . Hy Be 

te eam = va een wer — ee ae 
St eee Se eae _ ee a —~—="s 5 a 

te* eee ae x i oe » 7 
ee - ~ - pe a - eh pay ee —_, [a + 4 x 
oo ——t—~—st pik : ° fj ha - a 

= eerie a wr, = SSC me 

= “ — By tars : “BR: - | re . -— 5 € ] ME 
a gat ge : ae 

— = ci. Sate Py —— ts & > a ae —— j aS, 

gi an pe - Bo ee ae ————— 4 tee 
ee ees at oe ‘e 
<=. Ee ae 1 te 

— Te ee ee ee —_—— a ‘3 

' ; : a ee ee ‘ een ” P : eck 

- Sea er as! gi 4 Ad “ ‘ ee ye 

eS ' Oe: z Piel - g ants \e ‘ ; < = aa 

—_ gle SS ——_ —aeo" eh 

atchgs on te > a | <o 

ar es . eke ae = <a, "if a eng oa 

ty FoF . 4 * . << a : oe - = . ‘ nat a i _— af ie . a 

ae | t ia Mx a AES . ; z oe an Ne Ae as a 

; < ne ~ : ae ~ . = dag : pe! 

‘ = eae ff ” << : < - » — SS oo" . i ® i a sae pr i E, i, 
~_— = ~ Sat 0lUlllCUf “hag 

1s 18" oe ee Z , 

now nga _ > 

nsec, nee Lo Se See Ges 

—s 

ADE Hlth be: 

4 Bt: 

{ * 

| eee ss 

2 

S,, 

“ie 

‘ 2 ae 

ah 

oe i . ae 
PEN oS aa Mae ce ea : Sener . * ; a 
iy er : Lo hs reek 4. ol ee i ae 


7) PAE RERpNES, one 


6 "Che New Fork Times. —S= 
THE NEWS OF THE WEEK IN REVIEW 


as oeapnox ore on 8 CEASE ren ume : 3 ae 4 ee 


525-7 : ise ae certs 1 


] FRESH AS A BREEZE... FRESH AS THE 


Sw e “OS Se i 


SS" The New fork Sim 
THE NEWS OF THE WEEb 


New Ton 


NEW YORK TIMES REVIEW § 


an ae 


aa oF ies 
: | 
as q 
‘ “a ALENT) 5 IRR RS 2 SR 2 TDS ol Oana 4 I 
2 “aes | 
> 
me ee 
eo F : i 
; = Sat r \ Bp ' e ~ Ww = ” . 3 SES Se eee 
x FS eat oe | sone 
ES = —— 7 , ; = : —— so | 
re | 
i 
. } 
a ) — e My COSTAE m= Fe semen rane—wmamt Yo rim 
4 = hau “eg | ee 
aa aS AE ie eae = A : 

— = : == pA ms 
' , = — —— 
a ¢ -* — ~ | ‘ a 
a =: Ss —_—_ we 
; ’ = jj) a TSR o ; 
,& Fe | Sz) & 
as - ; = nee OS = —— 

4 | 7 + . oad be 

a. | eae | HE ) re : 
a - ) - a > 
ms & - 

eg é 
rs é 
| — . ‘ : See ee 
. nceeneeiimalin aoe ee 
4 ed ke =] a 

iss ‘F "| The New Bork Ot = 

ie SSS as ; Soe 

THE NEWS OF THE WEEK IN REVIEW — ey 

30 Tans Se eer 

: > ED oy > —_ 

/ SEER r— wot. * —— 

: os ey Cee = 
- . oa ae a | > f ; 

SSS eee : 

Ri : ‘ =— 

ee ew I ee $i 


— a a 
m 
¥ 7 a= ee 
= — 
- 
cape ee ee 
+ Shy oes 
tee 5 ee : 
Sc 
: ? = 
come Arid aes 
a ——— 
“5 OSES Saree ease mee 
Rennie.” =~ 2 SEES SS ee mee 
wis ~~ == 
. 7 ba as 
~ eed = ee 
— er . 
ea = ee - = 


it 


8 


» | sre, | F 

P| === | 4) 
. PIN REVIEW 
f - a - = 


-— +—~——}| 


We close it six o’clock Saturday night. You can read it six o'clock Sunday morning. 
It has the tightest closing of all newsweeklies . . . the shortest gap between reporter and reader . ,» 
the tick of minutes and hours against days. 


When you pick up your New York Times next Sunday morning and open to the RZVIEW OF THE WEEK, 
you're reading news “fresh as the front page”. There are no holes, no blanks, no blind spots . . . “Yeah, but 


what happened yesterday?”. ..“Wasn’t that character shot Friday night”. . .“Didn’t the general gi Se 
i He WE fly back to Washington after that?” ... . 
r Only a daily newspaper could produce this kind of newsreview. Only a daily newspaper shop could gear in with 


such precision. Only a daily newspaper could distribute at such dizzying speed. 

But more than all this, only a newspaper like The New York Times, with its biggest-of-all newspaper 

staff of reporters and correspondents strategically posted all over the world, could create such a 
newsreview as the REVIEW OF THE WEEK. % 
You, yourself, measure the Review critically. Pick up the latest copy. Read the first page. Check the currency 
of the news. Go further . . . check the kind of reporting and editing that puts fact ahead of fancy, 
conciseness ahead of cleverness. There’s more news to the inch in the REVIEW OF THE WEEK .., 

no wonder busy people prefer it. 

But don’t stop here. Note how the gevigw not only catches you up in its summary with all the week's 
important news. . . but gives you also an informed interpretation of the news, and the background 

you need to understand the meaning of the news. You'll find the review or THE WEEK the most 
comprehensive and objective news review published today. 


SEE Ses 


_ ee All this . . . plus solid coverage of the 650 top industrial counties . . . plus top-level dominance of the key, 
PL ae creer New York market . . . plus the loyalty and respect of the influential Times audience all over America. 
This is the newsreview with newspaper impact, the newsreview with the power and prestige of 

» Scena The New York Times, the newsreview that can work wonders for you when its 1,100,000 is buil: on to your 
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Alderson Calls Ads, Research Instruments 
for Negotiation Between Marketers, Public 


PHILADELPHIA, Sept. 5—Adver- 
tising and merchandising can be 
instruments for mass negotiation 
if accurate market research tech- 
niques are employed to measure 
their effectiveness, according to 
Wroe Alderson of Alderson & Ses- 
sions, marketing and manage- 
ment counsel 

Writing in the August issue of 
“Cost & Profit Outlook,” external 
house publication, Mr. Alderson 
declares that there are too many 
companies that believe their ad- 
vertising pays dividends but have 
no way of proving it. Companies 
with trade and public relations 
programs frequently are in the 
same position, he adds. 


e “Any organization sending out a 
stream of messages to a mass au- 
dience must provide an adequate 
means for the recipient to talk 
back,” he asserts. “Obviously 
this cannot be done except on a 
sampling basis and even then the 
results are useless unless the in- 
formation is gathered by approved 
scientific methods.” 

Sales analysis sometimes can 
provide the answer, he admits, but 
contends that there is too large 
a margin for error if the market- 
ing director has only guesses to 
uide him in evaluating the fac- 
f. influencing the results. 

' “The difficulty in proceeding 
Without direct communication 
from recipients is even greater 
When the outgoing messages are 
aimed at intangible values such 

s good will of the trade and the 

Benerat public,” he declares. 


“If advertising and related ac- 
vities are properly balanced by 
arketing research they take on 
e aspect of mass negotiation,” 
» points out. “That means that 
formation and purpose on both 
des of the fence are given ade- 
jate recognition in the process.” 
) Mr. Alderson says that the in- 
formation about a company and its 
oducts, plus the arguments in- 
sree to persuade others to the 
Gompany’s point of view, make 
@p the substance of outgoing mes- 
Sages. Information about the as- 
Bects of consumer behavior influ- 
@cing public attitudes is among 
the types of data making up the 
return flow. 
“If the two-way communication 


A BUSINESS MARKET 
WORTH DEVELOPING! 


Kiwanians as Executives 


849 Owners 

28,823 Partners 

30,024 Officers of Corporations 
28,023 Directors of Corporations 
27,823 Managers 

11,209 Branch Managers 

4,003 Department Heads 

3,602 Sales Managers 

3,203 Superintendents 

2,602 Assistant Managers 


Kiwanians as Employers 


70,857 employ 1 to 4 persons 
30,225 employ 5 to 9 persons 
32,226 employ 10 to 24 persons 
19,016 employ 25 to 49 persons 
10,408 employ 50 to 99 persons 
12,410 employ 100 to 499 persons 
1,001 employ 500 to 999 persons 
600 employ over 1,000 persons 


TOTAL CIRCULATION 201,400 


Denial Starch Readership Study ond complete 
market information evoiloble on request. 


the KIWANIS magazine 


PUBLISHED FOR COMMUNITY LEADERS 
$20 N. Mithigon Ave. Chicago 11. Ill 


system is effective,” he concludes, 
“it may bring about changes in 
consumer behavior on one side 
and in the product and its pres- 
entation on the other.” 


Names McClosky Ad Manager 


Press-Gazette, Green Bay, Wis., 
has been named general advertis- 
ing manager, effective on or about 
Sept. 15. Mr. McClosky succeeds 
Dan C. Beisel, who shifts to the 
paper’s local advertising depart- 
ment. 


Kerrigan to ‘Apparel Arts’ 
Robert J. Kerrigan, formerly 

with Kastor, Farrell, Chesley & 

Clifford, has joined the advertising 


Advertising Age, September 10, 1951 


Woodman Joins Ketchum 

Robert G. Woodman, formerly 
with Carborundum Co., has joined 
Ketchum, MacLeod & Grove, 
Pittsburgh, as an account execu- 
tive in its public relations depart- 
ment. 


McCaul Joins Cocktield 

John L. McCaul, formerly with 
John McCaul Ltd., has been ap- 
pointed an account executive in 


Roberts Joins Wil Roberts 

Franklin S. Roberts, formerly 
radio-TV director of Harry 
Feigenbaum Advertising Agency, 
has joined Wil Roberts Advertis- 
ing, Philadelphia, in a_ similar 
capacity. 


Alonge to Maybelle Hall 


Alonge Watch Bracelet Co. has 
appointed Maybelle F. Hall Co., 


Philip A. McClosky, in the local sales staff of Esquire’s Apparel the Toronto 
advertising department of the Arts, New York. 


Brown & C 


office of Cockfield, New York, to handle its advertis- 
ing and promotion. 


Lets get the Sunday Picture 


In Focus! 


Bs. magazines have been... are... and will con- 
tinue to be one of the soundest places to spend your 
advertising dollars. 


Lest there be any fuzziness in the minds of admen about 
what the Sunday magazines deliver, about the relative 
merits of the various Sunday magazines—let’s sharpen 
the picture, clear it up, bring it into focus. 


You have three great Sunday magazines to choose from— 
This Week, American Weekly and Mighty METRO. 


Each of the three has a tremendous audience. 


One of the three has certain extras that the “other two” 
do not—extras which should help you decide which is 
your Sunday basic buy. 


EXTRA No. 1 — MIGHTY METRO IS HOME GROWN 
Of the three, only Metro is edited on the spot—not an 
import from New York. In Atlanta, it carries Atlanta 
pictures and stories. In Los Angeles, Metro is full of 
Los Angeles articles. This on-the-spot editing adds a 
mighty wallop—for people like to read about themselves, 
their neighbors, their home town. It’s a wallop you don’t 
get in the “other two”. 


EXTRA No. 2 —FAR GREATER CIRCULATION 
If you want to reach the most people—and do it eco- 
nomically —just look at the figures: 


METRO ..... + + Over 14,000,000 


(The world’s largest circulation) 

THIS WEEK . . . « « « « « Over 10,000,000 

AMERICAN WEEKLY + « « « « Over 9,800,000 
According to latest A.B.C. circulation figures 


EXTRA No. 3 — GREATEST PENETRATION 


In each of its publishing cities—and in more than 500 
other cities with a population of 10,000 or over— Mighty 
METRO gives you 50% -100% coverage! In the markets 
where most of America’s retail sales are made, Mighty 
METRO digs deeper than any other magazine! 


EXTRA No. 4 — HIGHEST READERSHIP — PROVED! 


In every pertinent, post-war study of Sunday-newspaper 
readership, Mighty METRO has topped the “other two” 
—highest readership of editorial columns, highest reader- 
ship of ads! 


EXTRA No. 5 — NUMBER ONE NEWSPAPERS 


Look at the list of newspapers (below) through which 
Mighty METRO is distributed. They’re the papers 
that are so invariably on “one-paper” lists—top papers, 
across the country, papers that the hard-headed, local 
retail stores use. Compare them, paper for paper, with 
those of the “other two”. It’s true that in certain areas 
This Week and American Weekly are also delivered with 
leading newspapers. But in the Nation’s top markets, 
neither comes near doing the job done by METRO! Can 
there, then, be any doubt which is your Sunday basic buy? 


If Metro is not now included in your plans, it will pay 
you to look into it thoroughly. For complete details 
about the Sunday picture, write or call any office of Metro 
Magazines—in New York, Chicago, Detroit, Los Angeles 
or San Francisco. 


Mighty Metro — with the world’s largest magazine audience — is an advertising medium composed of 28 Sunday Magazine Sections, 
each of which is individually owned, edited and distributed by a leading American newspaper. These newspapers are: 


ATLANTA Journal-Constitution 
BALTIMORE Sun 

BOSTON Globe and/or Herald 
BUFFALO Courier-Express 
CHICAGO Tribune 
CINCINNATI Enquirer 


HOUSTON Chronicle 
INDIANAPOLIS Star 
LOS ANGELES Times 
MILWAUKEE Journal 


CLEVELAND Plain Dealer 


Sales Offices for Metro Magazines and Metro Comics . . 


DES MOINES Register 
DETROIT News and/or Free Press 


MINNEAPOLIS Tribune 


NEW YORK News 
PHILADELPHIA Inquirer 
PITTSBURGH Press 
PROVIDENCE Journal 


METROPOLITAN SUNDAY NEWSPAPERS, INC. 


NEW ORLEANS Times-Picayune & States 


ST. LOUIS Globe-Democrat 
and/or Post-Dispatch 
ST. PAUL Pioneer Press 
SEATTLE Times 
SPRINGFIELD Republican 
SYRACUSE Post-Standord 
WASHINGTON Star 


- NEW YORK + CHICAGO + DETROIT + SAN FRANCISCO + LOS ANGELES 


gee I rr ee ee eee mee av eee a ee en ces E Bie Oe A a te 
i = : ; } ‘ A 
he | a bide a Pot = 
—a 8 =6Chlll — | 
| ee 
* 4 a 
; ’ 
ee } 
i . 
= j 
, A 
a : 
ee 
> | ) ee ! 
i ; 
4 +4 
ee i 
: BP | 
ei. ) 
— bs 
? q ee j 
: = = 
4 ' 
; tis | 
+ 
i 
x a 
| a | 
{ 
ae Os 
.— es | 
| a 
| 
s ee i} 
ee ee 
ri Ela mA AH oh Mi we A aE } 
| Pe 
| 
: | 
‘Jee moe i) Sa “i ‘< F ee ys ee Fe Weert 2g Err iy ee adie dee i Brie iE - os ! a rd ee eek nk eS ees 


Advertising Age, September 10, 1951 


Perspiration Knows No Season: Stopette 


Cuicaco, Sept. 4—A full-scale 
educational advertising and pro- 
motional campaign for Jules Mon- 
tenier’s Stopette spray deodorant 
is being launched this month, 
aimed at “the people in this world 
who think they perspire only in 
the summertime.” 

Using the theme, 
warmth of winter 
winter rooms, it’s 


“In the close 
wools. .. and 
summer as far 


as perspiration is concerned,” ads 
will run in Cosmopolitan, Good 
Housekeeping, Mademoiselle, Mc- 


Call's, 
Screen. 
In addition, educational com- 
mercials showing the need for a 
deodorant in the winter will be 
used on “What's My Line,” over 
CBS-TV, plus an extensive local 
cooperative newspaper drive. 


Screenland and Silver 


ete) 


Available for dealers will be 
counter cards, display materials, 
mailers, etc., and as an extra in- 
centive to wholesale drug dealers 
a 10% extra discount deal will be 
in effect during September. 

Earle Ludgin & Co. here handles 
the account. 


Zlowe’s Never Slow 

It’s only four months away, so 
Zlowe Co., New York agency, de- 
cided that now is the time to put 


people in the Christmas spirit. Last 
week, Christmas cards, picturing a 
cooling mountain snow scene, 
made the rounds. Recipients are 
given “Best wishes for a happy 
and prosperous Christmas selling 
season.” 


Joins ‘American Family’ 

Richard M. Gardner, formerly 
an advertising representative for 
Sports Afield, has joined the ad 
sales staff of American Family, 
Chicago. 


Make METRO 
your SUNDAY 


BASIC BUY! 


OVER 14 MILLION CIRCULATION! 


Columbia University Press 
Promotes Laskey, 6 Others 


Harold H. Laskey, sales mana- 
ger of Columbia University Press, 
New York, since 1945, has been 
appointed sales and advertising 
manager. Before joining Columbia, 
he managed the institutional de- 
partment of Doubleday & Co., and 
before that he was in charge of 
sales and advertising promotion 
of the publishing department, 
American Library Assn., Chicago. 

Other promotions at Columbia 
University Press include: Barbara 
Fuller, formerly assistant adver- 
tising manager, to publicity man- 
ager; Marianne Gregory, previous- 
ly a copywriter, to advertising 
and publicity assistant; William 
Snyder, formerly advertising as- 
sistant, now assistant advertising 
manager; Elizabeth Burke, pre- 
viously in charge of sales corre- 
spondence, to assistant sales man- 
ager. Louis Siri will continue to 
supervise personnel and will coor- 
dinate work in sales and advertis- 
ing, and Harriet C. Murphy, a 
department secretary, has been 
named senior assistant to Mr. 
Laskey. 


ARTISTS’ GUILD 


/ 
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Coty Contest Offers 
$10,000 to Samplers 
of Perfume Package 


(Picture on Page 1) 

New York, Sept. 5—Coty Inc. 
today broke slightly less than half- 
page ads in 111 daily newspapers 
in 100 cities to announce the “‘first- 


in-history” perfume contest, worth | 
$10,000 in cash to 308 winners. 
Coty, through the Franklin 
Bruck Advertising Corp., has also 
placed b&w pages in the Sept. 8 
New Yorker, the Sept. 10 Life, and 
September issues of Harper’s Ba- 
zaar, Mademoiselle and Woman’s 
Home Companion. A number of 
department stores which sell Coty 
perfumes are placing co-op ads. 


PLASTIC PLATES:- MATS 


a 


~ WABASH 2-1204 — 
< 


517 SOUTH JEFFERSON STREET, CHICAGO 7. ILLINOIS 


To enter the contest, women pur- 
chase a “prize package” contain- 
ing seven Coty perfumes. Each 
bottle holds about two-thirds of a 
dram. Coty’s regular line begins 
with a dram-size bottle. Price of 
the contest package is $2 plus tax. 


@ The ladies then try the fra- 
grances and write 25 words or less 
in answer to the auestion: “Which 
is your favorite Coty perfume 
and why?” The contest offers a 
$3,000 first prize and closes Oct. 
1. Reuben H. Donnelly Corp. will 
handle contest entries 

Coty believes this method offers 
women an inexpensive method of 
“sampling” perfumes and hopes 
they will thus become life-long 
users of one Coty fragrance or 
another. 


Nash Motors Names Paxton 

H. G. Paxton, with Nash since 
1945, has been promoted to nation- 
al business management manager 
of Nash Motors division, Detroit. 


Advertising Age, September 10, 1951 


Advertising in the Test Stage 


Ford Gum Tests 
TV and Sampling 


Lockport, N. Y., Sept. 5—Ford | 
Gum & Machine Co. is planning} 
a test sampling promotion in the! 
Buffalo area to boost sales of the 
candy coated ball gum dispensed 
through vending machines. | 

The company will take its ini-| 
tial step in television as part of | 
the promotion, using chain breaks 
and minute spots weekly over Sta- 
tion WBEN-TV. 

Ford recently selected a model, 
Phyllis Daye, to train girls to con- 
duct the gum sampling activities. 
Initially, Miss Daye will cover 
trade and service club conventions 
and will work with clubs to secure 
machine locations. She also will 
have responsibility for distributing 
pamphlets on proper gum disposal. 

Baldwin, Bowers & Strachan, 
Buffalo, is the agency. 


Chemists and Engineers Who Buy and Specify 
Must Have Workmaterial ... 


' ' 
Number of Editorial Pages 
for the DESIGN Function 
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Only INDUSTRIAL AND ENGINEERING CHEMISTRY gives 
the wealth of workmaterial required by every function within 
the chemical and process industries. 


The entire structure of the chemical and process industries is built 
upon the technical know-how that has been developed through 
the years. And the strength of American industry, in particular, is 


due in a large measure to the rapid dissemination of this technical 


information through its business publications. 


INDU 


An AMERICAN CHEMICAL SOCIETY Publication 


Advertising Management: REINHOLD PUBLISHING CORPORATION 


330 West 42nd Street, New York 18, N. Y. 


CHICAGO ®e 


CLEVELAND @ 


Results of an actual study and page count by an in- 
dependent consultant of the three publications serving 
editorially the chemical engineering field, January- 


RING 


The Workmagazine of the Chemical and Process Industries 


SAN FRANCISCO? 


tT ' 
Number of Editorial Pages 
for the DEVELOPMENT 
Function 


| 
Number of Editorial Pages 
for the RESEARCH 
Function 


1aec “es ogee 


The figures show that INDUSTRIAL AND ENGINEERING 
CHEMISTRY is the unchallenged leader in the presentation of 


technical and scientific information to 


the chemists and engineers 


who conceive, create and operate the plants of these great indus- 


tries. And these are the same men who constitute the 7-group 


buying and specifying team of officials, works executives, super- 


visors, engineers, research directors, 


chemists and consultants. 


That’s why I & EC is the foundation of your sales to the chemical 


and process industries. 


EOODT \ 


9-70¢c 


LOS ANGELES @ 


SEATTLE e 


"a 


DALLAS 


MISS FORDWAY—That's what Ford Gum's 
Phyllis Daye is called when she heads 
the company’s sampling activities. 


NEW OIL INDICATOR 
GETS TWIN CITY TEST 

Winona, MINN., Sept. 5—Oil-Eye 
Corp. of America is testing its new 
QOil-Eye oil level indicator for 
automobiles in the St. Paul-Min- 
neapolis area, via newspapers and 
television. The device, which at- 
taches to a car’s instrument panel, 
eliminates the necessity for check- 
ing the oil level in the usual man- 
ner with a dipstick. 

Full-page b&w ads were run in 
the Minneapolis Sunday Tribune 
and the St. Paul Pioneer Press on 
Aug. 26. The company also is using 
|TV demonstrations over Stations 
| WTCN-TV and KSTP-TV. The 
{country editions of both papers 
| carried coupons good for free in- 
| stallation at local dealers 
| Based on sales made during the 
past ten days, Oil-Eye Corp. is 
planning market-by-market intro- 
duction using a similar newspaper- 
TV technique. 

Firestone-Goodman Advertising 
Agency, Minneapolis, handles the 
account. 


TESTS FOOT DEODORANT 

East ORANGE, N. J., Sept. 4— 
Chiropody Prescriptions Inc. is 
planning test advertising this fall 
in Washington and Hartford for 
Poof, a new deodorant foot powder 
with anti-perspirant and fungicidal! 
properties. 

Media and space to be used have 
not been determined, AA was told, 
and no agency has been named. 


NESTLE RUNS 2 TESTS 

CoLorApo SprRINGs, Sept. 6—The 

| Nestle Co. is conducting a test cam- 
| paign for Nescafe in New York 
| and Los Angeles in which the com- 
pany offers 15¢ off on a 4-ounce 
jar ana 35¢ off on a 12-0z. package. 

A similar test was conducted in 
Chicago several weeks ago. Nestle 
is using weekly newspaper inser- 
tions and radio and TV spots. No 
coupons are offered and there is 
nothing to be sent in. 

Sherman & Marquette, Chicago, 
is the agency, and reports “no re- 
sults available” as yet on the 
Chicago test. 


Cadillac Names Sills, Brenan 

Cadillac Motor Car division has 
named George D. Sills, formerly 
district sales manager for the De- 
troit area, as organizational man- 
ager of its sales division, succeed- 
ing Norman Edwards, who has re- 
signed to enter the retail sales 
field in Green Bay, Wis. Larry M 
Brenan has been named to succeed 
Mr. Sills 


Full color at low cost 


TO SHOW MERCHANDISE, 
PROMOTE DISPLAYS, ETC. 


Use trne-to-life Perfex full color 
reproductions to spotlight your 
merchandising, sell your promotional 
materials. Ideal for sales manuals, 
portfolios, merchandising mailers. 
Practical even for small quantities! 
Representatives in principal cities. Write 


PERFEX COLOR PROCESS 
714 South Third St., Milwaukee 4, Wis. 


Ez > a 
a — | 
. a fe 
ez o i 
| i 6S 
| 1200 
, (a. Se 
zz o s ‘ \i woe 
\) 700 
| a Son ) 
jot i eg Pp 
| | - DESIG wd) to, in. 300 
: : 19 ea ii oa . -—~ 
4 ] Aus Ye. . | 
| ae: | cs Sou Se Ts ) 
3 1300 i eh 4 it a 1100 ; 
‘ eS, Be q 
~ # a On: La dL 800 . 
gf 700 500 
— 600 400 
: 500 300 2 
200 Pe . ) j 
190 ee ; 
. ES PA 
ik: OO —“C™SCSC‘CCSCiés i 
gz — 
, i 
2 Po SCS 
q A NN Ck - | 
| LOY STL: Dae a 
eS ee | 
eM - —— a 
, re ™“ aS ~- | 
ees . 


| 
| 


Affiliated with 6 Building Industry Magazines 


comprising the largest, most distinguished publications 
in the building industry: Building Supply News, 
Building Material Merchant, Ceramic Industry, 
Ceramic Data Book, Brick and 

Clay Record, Modern Brick Builder 

Send for our 64-page book... THERE'S MONEY 

IN REMODELING ... free to any manufacturer 

who asks for it on his letterhead. 


Oimoustaiar PUBLICATIONS, INC., CHICAGO 3 


A magazine, to be alive, should be a 

rubber band...not a rubber stamp. It should 
expand or contract, as occasion demands. 

It should be fresh and flexible. It should 

not say, ‘‘Me, too!” and parrot the opinions and 


ideas of others. From the day of its birth 


practical builder has kept alive and alert 

to the changing pattern of the light 

construction industry...has kept its pages 

virile and volatile ...has guarded constantly 
against hardening of the editorial arteries. Result? 
Every issue of Practical Builder 


is new-as-dew yet sound and seasoned. 


| construction 
| industry 
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Cone to Open Season for 

Chicago Advertising Club 
i The Chicago Federated Adver- 
es tising Club will open its 1951-52 
‘ season with a luncheon at the Ter- 
race Casino, Morrison Hotel, Sept. 
13. The speaker will be Fairfax M. 
Cone, president, Foote, Cone & 
Belding, who will give his “Mobi- 
lization—-For What?” talk which 
y credted exceptional interest at the 
; Advertising Federation of America 

convention in St. Louis in June 


Resigns Kaye-Halbert Account 

Calkins & Holden, Carlock, Mc- 
Clinton & Smith, Los Angeles, has 
resigned the account of Kaye-Hal- 
bert Corp., Culver City, Cal., TV 
manufacturer. 


Meyer Joins ‘Better Living’ 
Blake Meyer, eastern advertis- 
ing manager of Ahrens Publica- 
tions for the last 11 years, has 
joined the eastern advertising! 
staff of Better + re | New York. 


ONE TO FULL COLOR WITH Phofo Gelatin 


BROADSIDES e CAR CARDS ¢ WINDOW DISPLAYS e POSTERS 


IRVING WOOLF & CO. 


CwicaGoO 35 § 
LOS ANGELES 6/69 


DEARBORN ST 
LEXINGTON AVE 


| 


| 
| 
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Federal Reserve Figures on Department Store Sales 


WASHINGTON, Sept. 4—Sales of 
department stores for the week 
ended Aug. 25 were 3% below the 
corresponding volume for the week 
ended Aug. 26, 1950. 

Newly reieased Federal Reserve 
Board figures for the period from 
January to June, 1951, show per- 


|}centage gains all along the line. 


| influenced sales of July, 


These are all the more interesting 
when compared to the losses regis- 
tered during July, 1951. Figures for 
that month show the _ percent- 
age drop resulting from the Korea- 
1950. 

Among the districts reporting to 


the board for the week ended Aug. 
25 this year, only the Richmond 
area showed a gain, up 3%. The 
Minneapolis district recorded the 
largest loss, off 9%. Boston and St. 
Louis areas were both down 6% 
and the Philadelphia district regis- 
tered a 5% loss. 

Largest gains among the cities 
were recorded in Augusta, up 26%; 
New Orleans, up 19%; Wichita, up 
16%, and Erie, up 15%. The 16% | 
rise for Wichita marks the fourth} 
week in a row that city has showed | 
a gain. 

Atlanta led the cities in largest 


Many of America’s leading advertisers 

find the WGAR microphone one of the most 
effective ways to reach the rich 

Northern Ohio Market. 


Here’s Why... 


e POWER— 50,000 watts. 


Cleveland Press Radio 


COVERAGE AND MARKET— 39 counties with 
1,312,320 radio homes and an effective 
buying income over six billion dollars... 

98% coverage of all homes. 


NETWORK— CBS Radio Network. 


LOCAL PROGRAMMING -Winner of The 


| losses, down 15% 


Poll for local program | 


popularity five consecutive years. 


LISTENERS—S8 out of 10 


top rated shows. Total 


share of audience greater than the next 


two stations combined. 


listening to WGAR a total of 411,708 


An auto radio audience 


half-hours daily. 


© IMPACT—No double-spotting. Every announce- 
ment and program is showcased to 
increase advertising results. 


Choose the right sales tool for 


ort ‘ee 


ras 


4 
~ 


.- % 


selling your product or 
service. It's WGAR. 


, ") %& Represented Nationally by 
RADIO... AMERICA’S GREATEST ADVERTISING MEDIUM im a Edward Petry & Company 


| starting 


DEPARTMENT STORE 
SALES INDEX 


Week to Aug. 25, ’51* 
Week to Aug. 26, '50*..288 


p279 


Week to Aug. 27, '49*..252 
Week to Aug. 28, '48*..255 
Month of July, '51*....p240 
Month of July, °50 ..283 


j pPreliminary 


| *Not adjusted seasonally. 


over the corre- 
sponding week a year ago. St. Paul 
was off 14% and both Birmingham 
and Oklahoma City showed de- 
clines of 13%. 


™ Change from 
Previous Year 


o. Wk. 
Federal Reserve Jan.- of Aug. 
District and City June July 25 
UNITED STATES ® —6 —38 
Bosten District 5 = — 
New Haven J 6 7 
Boston 5 6 10 
Lowell-Lawrence 2 11 5 
Springfield 8 9 i 
ovidence & 16 2 
New York District rm oS 4 
Newark 4 9 1 
Buffalo 12 7 6 
New York 12 5 8 
naam il 3 8 
Syrac i2 8 2 
Philadelphia — *s—2a —5 
P 7 9 9 
Cleveland District m-th 
kron 15 13 i 
Cincinnati 6 16 7 
Cleveland 4 4 0 
Columbus 9 13 5 
Toledo i4 13 6 
Erie 4 12 15 
Pittsburgh ll 17 9 
Richmond District * —i % 
Washington 7 9 0 
Baltimore 8 8 7 
Atlanta District 7-4 —* 
Birmingham 7 15 ls 
Jacksonville 9 8 
jiami i3 i & 
Atlanta 9 18 15 
Augusta 23 4 25 
New Orleans 0 WW ig 
Nashville 2 io 7 
Chicago District i | 
Chicago 9 11 1 
Indianapolis 12 6 “ 
Detroit i4 15 a] 
Milwauk: 11 13 
St. Leuts District 5 Hi 
Little Rock 2 23 4 
Louisville 7 20 9 
St. Louis Area 6 -17 9 
Memphis 5 -15 1 
Minneapolis District i-wy — 
Minneapolis 6 18 6 
it. Paul i 26 —l4 
Duluth-Superior 4 -1§ —11 
Kansas City District ... 9-2 —! 
Denver 9 —20 1 
Wichita . 23 —13 16 
Kansas City 10 32 0 
St. Joseph 9 —22 0 
Oklahoma City 2—38 —13 
ulsa 8 —32 2 
Dallas District . s—% —2 
Dallas 7-4 -<~6 
El Paso 7 —18 0 
Fort Worth 7-3 -—8 
Houston 20 —11 3 
San Antonio . 4 —22 2 
San Francisce District... lo —21 v 
Los Angeles Area 9-2 -3 
Oakland , 10 —21 4 
San Diego “4-18 —1 
San Francisco 10 —15 1 
Portland —_— — | 
Salt Lake City 4-4 —l 
Seattle 16 —18 7 
Spokane .. 12 —16 6 
rRev 


ised. 
*Data not available 


Ballantine Backs TV Film 


P. Ballantine & Sons, Newark, 
which is a major sports sponsor 
on radio and TV during the base- 
ball season, will present a new ad- 
venture film series, “Intrigue,” 
over 12 eastern video stations 
in October. J. Walter 
Thompson Co. is the agency. The 
film, which is being produced in 
Europe, will be made available by 
Ballantine to other potential spon- 
sors in cities not included in its 
lineup. 


Rager Joins Simoniz Co. 

N. Rager, formerly with 
Erwin, Wasey & Co., has joined 
Simoniz Co., Chicago, as assistant 
advertising manager. 


Here's What We Read! 


If you want full iaformation about 
our coverage drop us a line asking for 
our Beeklet Ne. 60 which lists more 
than 2100 publications that we read, 
divided into four major a on 
Booklet also contains som: 
information about our ssuhes of han- 
diing clippings. Beeklet Ne. 50“ Maga- 
zine Clippings Aid Business” tells 
how the service is used by business 
organizations and their agencies. 
BACON'S CLIPPING BUREAU 
Business Papers @ Farm Publications 
onsumer Magar 
Deerborn St 


343 So Chicago 4 
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CATALOG PREPARATION 


Where can | find a staff of competent catalog designers? 

How can | find time for catalog layout and copywriting? 

How can | get good printing at the best prices? 

Where can | buy sufficient paper of the proper quality? 

Who is going to supervise production for me? 

If these are the questions you are asking, you will find your answers in the Catalog Preparation Staff 
of INSTITUTIONS CATALOG DIRECTORY. This staff of catalog layout artists, copywriters, and 
designers works only on mass-feeding and mass-housing products and knows your products, your markets, 
your channels of distribution. They can readily grasp and understand your sales features. When they 
plan your catalog, they start from the intimate knowledge of your customers. This complete catalog 


preparation service is available for the preparation of your catalog. 


CATALOG DISTRIBUTION 


How can | know who my best prospects are? 

How can | put my catalog in the hands of only my best prospects? 
How can | be sure they will keep and use my catalog after | send it? 
If they do keep my catalog, how can | be sure they can find it? 

Who is going to do the mailing for me? 


If these are the questions you are asking, you will find the answer by distributing your catalog through 
INSTITUTIONS CATALOG DIRECTORY. Once your catalog has been created, our knowledge of 
the mass-feeding, mass-housing industry places your catalog at the strategic points in the buying 
picture. You can be assured your catalog will be on duty and working for you throughout the year. 
A It cannot get lost, it cannot become misfiled, it’s always there, indexed, cross-referenced, bound along- 
side related products where the buyer will always see it at tht right time. ; 


USE THE COMPLETE SER OF..... 


Yistttult070s 


CATALOG DIRECTORY 


Layout and Copy Service: First a conference of key personnel in 
our Catalog Department to discuss a basic plan for your catalog in 
terms of the objectives it must attain. Then copy is written and 
edited. Layouts are made. Finally, a comprehensive layout is sub- 
mitted for your approval. Photographs and drawings are made as 
required. 


| 
| 
| 
| 
| 


Oririrs and Binding Service: The layout for your catalog now 

approved by you, the catalog is put into production. Printing and 
binding to your exact specifications is our responsibility. Volume 
printing and volume paper purchases enable us to offer a price 
you will like. 


' 3 [aoe Service: Through INSTITUTIONS CATALOG DI- 

RECTORY, your catalog material reaches 15,500 jobbers, whole- 
salers, dealers, consulting engineers, architects, governmental in- 
stitutions, leading hotels, hospitals, schools, restaurants, YMCA's, 
colleges, and schools; the strategic points in your buyer and speci- 
fier picture. 


Reprint Service: From the standing type of your catalog pages, 
with periodic revisions at little or no cost, we will supply at any 
time and in any quantity, separate up-to-date catalogs for your 

4 use. Special covers, if desired. These reprints and preprints are 
priced extremely low. 


Write today. Our representative will give you full details or Con- 
sult Your Advertising Agency. 


“INSTITUTIONS CATALOG. DIRECTORY 
Sa 1801 PRAIRIE AVE. = CHICAGO 16, ILL. 
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ADVERTISING DISTRIBUTORS OF AMERICA has been in “couponing”’ almost 
since the beginning—has originated a number of methods and variations which 
made this type of promotion lower in cost and more effective in results. Today, 
A D of A is the only organization of its kind operating with Offices and Plants 


permanently located in the major market centers of the United States and Canada. 


Out of long experience serving nationally known advertisers and their agencies on 
a myriad requirements having to do with distribution, merchandising, sales work, 
mailings, etc., we have perfected a plan that offers particular advantages to manu- 
facturers of FOOD & GROCERY PRODUCTS and DRUG STORE PRODUCTS. 
While this plan stems from our many years in couponing (in itself not “new’’), we 
have added merchandising and promotion refinements which go far beyond the 
original concept to reach and sell both consumers and dealers . . . through media 


they know and trust. 


Couponing is an effective means of securing immediate sales and distribution. (We 
have numerous case histories attesting to this... records showing sales increases fol- 


lowing couponing of from 12% toover 200% ; distribution jumps from 5% to 60%). 


by -— 


—s aye 


executives 


for QOD ax DRUG 


want to Know 


OUT COUPON PROMOTION 


THE AD oF A 
MONEY-SAVER COUPON PLAN 


This is the answer to higher costs of paper, 
printing, labor, postage. Dollar for dollar, 
it is perhaps the most effective promotion 
method of all. For it offers consumers a SAV- 
ING on well known products, creates heavy 
TRAFFIC for dealers and stimulates SALES 
to jobbers and wholesalers—all making for 
immediate sales, better distribution, wider 
acceptance by dealer and consumer. 


In essence the Plan comprises a collective 
mailing of several pre-valued coupons, each 
redeemable by the housewife at her regular 
dealer. (In turn, the dealer recovers the face 
value of the coupon from the sponsoring 
manufacturer.) 


A D of A facilities embrace 
every modern efficiency device. 
In each key market center 
these facilities are duplicated 
to render maximum prompt, 
effective, economical service to 
the large advertisers and their 
agencies. This New York City 
plant is typical of our numer- 
ous locations. 
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Q. 
A. 


Q. 
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Q. 
A. 


HERE ARE ANSWERS 


Why will these coupons show high redemption? 


Because today's Housewife is, above all, aware of the 
mounting higher cost of living; any savings she can 
make are vital to the family; even a few ies saved 
on a purchase will send her to stores far from her usual 
shopping haunts. And, since the collective redemption 
value of the coupons will represent from 40¢ to over 
$1.00 savings, she has great incentive for redemption. 


How do you merchandise these coupons to con 
sumers and dealers, etc.? 


Here is the A D of A Plan: In advance of the coupon 
mailing to consumers, each dealer in the entire territory 
is alerted by letter explaining the promotion and advis- 
ing stock-checking to meet sure-to-develop demand. 
Second letter reaches the dealer immediately before the 
campaign breaks; furnishes him with display materials, 
redemption instructions, etc. Simultaneous with the 
actual coupon mailing to consumers, we will place 
large-space ads in the leading local newspapers to ad- 
vise all of the advantages of redeeming coupons now. 
In these ads, participating products are pictured and 
described and the entire Plan is merchandised to both 
dealers and consumers, as well as jobbers, wholesalers, 
chain store and co-op headquarters, etc. As the Plan 
progresses, a second large size ad appears in the same 
papers urging immediate redemption. The third ad 
thanks the Homemakers of the community for their 
support, etc. and urges redemption of unused coupons, 
continued purchase of products promoted, etc. At this 
time, the third letter goes to dealers, preparing them 
for the next similar successful promotion via A D of A 
MONEY-SAVER COUPONS. 


Why is this better than mailing our own indi- 
vidual coupon offer? 


For one thing, there is the matter of cost. A D of A 
can do this collective job, with a minimum of four 
NON-COMPETING PRODUCTS in each mailing, 
saving about two-thirds of the cost of an individual 
coupon mailing. Beyond this is the excitement of the 
several valuable coupons arriving in one envelope, each 
worth money (fully explained) . . . collectively repre- 
senting a substantial saving on the week's purchases. 
And, of utmost importance is A D of A dealer contacts 
and newspaper advertising, merchandising the Plan to 
all concerned. In none of these could you, acting indi- 
vidually, execute a coupon promotion of this scope at 
a price comparable to the low, pro-rated cost of the 
complete job offered by A D of A. 


What mass markets can we cover right now? 


Initially, you may cover any one, several, or all of the 
major mass markets listed below: 


Atlanta 161,214 
Baltimore 339,127 
Boston. 799,784 
Chicago . 1,462,639 
Cincinnati 258,943 
Cleveland 358,583 
Columbus 126,632 
Dayton 114,317 
Denver 332,055 
Detroit . . 759,744 
Indianapolis . 147,064 
Kansas City . 219,371 
Los Angeles . 1,218,334 
NewYork . 2,487,461 
Philadelphia . 856,768 
Pittsburgh 516,024 
St.Louis . ‘—o 728,268 
San Francisco-Oakland 749,684 
Toledo . . .. 107,220 


Q. 
A. 


Q. 


> 


en 


Who pays the cost... and how much? 


Participating manufacturers pay for the entire promo- 
tion. A D of A handles every detail, from printing the 
coupon from your art and copy to mailing (including 
postage) ; all merchandising to consumers and dealers, 
chains, etc. by mail and in major local newspapers is 
included in the one flat price per thousand coupons 
mailed. There are no hidden charges—no extras ( except- 
ing those you, at your option, decide to contract for— 
such as redemption of coupons or field detailing and 
sales to dealers by A D of A. 


FOOD & GROCERY PRODUCTS (coupons redeem- 
able at Grocery Stores, both chain and independent) 
cost is $12.50 per thousand coupons mailed. This cost 
covers everything detailed above, plus personal contact 
of associations, chains, cooperatives and wholesalers 
at the headquarters level. 


DRUG STORE PRODUCTS (coupons redeemable 
at Drug Stores) cost is $13.50 per thousand coupons 
mailed. This cost covers everything detailed above, 
PLUS one personal, in-the-field contact by A D of A 
detail men who represent you to the druggist, check 
stocks, take orders and jobber name (for fulfillment), 
check displays, urge placement of display matter, etc., 
and make full report to you, daily. 


When may we make first test of the AD of A 
Mowey-Sarver Coupows Plan? 


Next mailing on both FOOD PRODUCTS and DRUG 
PRODUCTS is scheduled for NOVEMBER 10th, 1951. 
Following this, the schedule is: FEBRUARY 16, 1952 
and MARCH 15, 1952. 


How can we participate in these mailings? 


Simply call our nearest office listed below. Ask for 
MONEY-SAVER COUPON DIVISION and you'll 
be connected with the executive who will answer all 
questions and handle any assignment. 


One final question: What are the exact compo- 
nents of your Plan? 


For the rate quoted, each participant gets this com- 
plete service in each of the markets of his choice: 


1. We print full color (2-sides) coupon from your 
copy and art. 

2. We handle every detail of addressing and mailing— 
we pay postage. 


3. We make three mailings to dealers, one containing 
display streamer, redemption instructions and materials. 


4. We prepare and run, at our expense, three large- 
space newspaper advertisements, in major local news- 
papers, picturing and describing each participating 
product and urging reader redemption of coupon, etc. 


5. For the rate quoted on DRUG PRODUCTS, we in- 
clude one personal field call and make reports to you on 
independent druggists’ stock, etc. (Such service can be 
arranged, at additional cost, for FOOD PRODUCTS. ) 
We also personally contact wholesalers, association and 
chain store headquarters, etc. 


6. The participating manufacturer handles his own re- 
demptions (except where we are specifically employed, 
in which case the full charge for handling is $10 per 
thousand coupons. This includes cash rebate to dealer 
and accounting report to participant. As noted, this 
must be separately arranged and is optional with par- 
ticipant. ) 


7. Manufacturer tie-in ads merchandised to dealers ( by 
mail to Grocers, by personal call on Druggists ). 


Remember this: A D of A MONEY-SAVER COUPON Plan is all-inclusive. 
The rate-per-thousand coupons mailed is the complete cost —there are no 
extras of any kind except as you decide to employ additional outside services. 


For complete, no-obligation details, write, wire or phone: . 
MONEY-SAVER COUPON DIVISION 


ADVERTISING DISTRIBUTORS o: AMERICA 


400 MADISON AVENUE - NEW YORK 17, N. Y. - MURRAY HILL 8-6500 
809 MISSION STREET - SAN FRANCISCO 3, CALIF. - GARFIELD 1-1066 
624 SOUTH MICHIGAN AVENUE - CHICAGO 5, ILL“- HARRISON 7-0678 


Each key market center establishment of 
A D of A is a complete unit, geared to the 
handling of mass distributions, mailings, 


sales, contests, etc. Here is a picture of our - 


San Francisco plant and offices serving West 
Coast advertisers and agencies. 


Serving the mid-West, this Chicago A D of A 
plant and offices. Here, as in other key 
market locations, we handle all of 
services for national advertisers and their 
agencies ... everything from dry and wet 
packaging to mass mailings of advertising 
literature; from dealer and consumer re- 
search to actual field sales work. 


“A mark 
you can trust.’’ 
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‘Sports Afield’ 
Issues Consumer 
Preference Report 


MINNEAPOLIS, Sept. 5—A total 
of 63.4% of Sports Afield sub- 
cribers use a safety razor, while 
33% prefer an electric shaver and 
3.6% use a straight edge, according 


brochure STIVERS STUDIO 


67 MAIN ST + SAN FRANCISCO 5 CaLir 


to a report on the use of men’s 
SY N ° 

fA \ So with $1.00 art 

oa = $1 buys the prestige of top 

a agency art for your ad under 

our reproduction plan. Select 

A from 4900 subjects, pay $1 for 

e ' those y« sxe. Recognized agen 

~ \ cies, Natl Ad Mgrs. write for free 


You put a winning combination to work for you when you use Spot Movie 
Ads (Film Commercials) in theatres. Combinin 
in newspapers, magazines, billboards, radio and TV, S 
color to dramatize your advertising message in giant billboard size. 


toiletries issued by the publication. the consumer preference study. 


In addition to the toiletries 


Advertising Age, September 10, 195! 


To compile data for the classi- 
fication study, Sports Afield mailed 


study, the publication also has @ Highlights of the report include 5,000 questionnaires, tabulated the 


published results of a general sub- | the following: 
1. Schick was the favored elec- Highlights include: 


scriber classification study made 


1,417 (28%) which were returned. 


this year in cooperation with Na-| tric razor of 42.3%; Sunbeam of! 1. Ninety-two per cent fish; 87% 


tional Analysts Inc 
In the introduction of its toi- 
letries report, Sports Afield in- 


who use electric razors among 


shave lotion...We didn’t know.” 


to 5,000 readers and the tabula- 
tions were based on 987 replies 


Remington of 27.5% and hunt; 66% take pictures; 55% 
* were named by 1.3%. 
2. Gillette was the favored razor 
cludes a candid note as to why the; blade of 65%; 
|study was made. “We have been| of 20%; Gem of 10% and “others” | 
asked about the number of men were named by 5%. 

3. The favored shaving prepara- 
sportsmen, whether they use hair tions are Palmolive, 15.5%; Wil- 
tonics, deodorants, tale and after- liams, 15.4%; Colgate, 13.9%, and 
Mennen, 9.7%. Others have 5% or 
Double postcards were mailed fewer partisans. 


swim; 52% go camping; 39% usea 
motor boat and 20% trap or skeet 
shoot. 

2. A total of 60.5% own one car; 
246% own two cars; 8% own 
three cars; 1.8% own four cars; 
0.6% own five cars; 0.1% own six 
cars and 0.1% own seven cars. In 
addition, 4.3% don’t have a car. 

3. The publication found that 
the median time spent in reading 


Eversharp Schick 


4. Fifty-five per cent use tonic, Sports Afield was three hours. 
use talc, 66% use lotion and 
The results were incorporated in 44% use a deodorant. 


4. A total of 70% of the respond- 
ents own their own home. 


wie 


LBs 


all the best features of advertisin 
Movie Ads make use of sight, sound, action and 


uly and Brainc 


You can reach an audience of 40 million movie-goers, covering virtually all cities and towns with 1,000 
or more population. You can pick special markets, if you wish, even special neighborhoods on a completely 
selective theatre-by-theatre basis. 


Moreover, Spot Movies offer you splendid selective coverage in most TV areas. Spot Movies offer you 
a receptive — 
not reach at all! Cl 


National Offices: NEW YORK: 70 EAST 45th ST. © KANSAS CITY: 2449 CHARLOTTE ST. 
CHICAGO: 333 NORTH MICHIGAN AVE. * CLEVELAND: 526 SUPERIOR N.E. 
NEW ORLEANS: 1032 CARONDELET ST. * SAN FRANCISCO: 82! MARKET ST. 


audience equal to almost one-fourth of the national population in areas which TV does 


ip and mail the coupon now for more information. 


Advertising Bureau 


MEMBER COMPANIES: 


UNITED FILM SERVICE, INC, * MOTION PICTURE ADVERTISING SERVICE CO., INC. 


CEE EES Raa 


MOVIE ADVERTISING BUREAU 
P.O. Box 1223, G.P.O. New York 1, N. Y. 


Please send me more information about 
Spot Movie Ads in Theatres. 


NAME 


YOUR COMPANY 
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Phillips Promotes 
Soups in 3 Cities 

CAMBRIDGE, Mp., Sept. 5—Phil- 
lips Packing Co. this mcnth will 
begin a year-around consumer pro- 
motion of its new high-quality 
Phillips Delicious soups. 

The new campaign follows the 
re-design of the labels to maintain 
a family resemblance in all Phil- 
lips products. 

The Phillips story is summed up 
in the slogan, “Change to Phillips 
and Keep the Change,” which the 
company has adopted for all of its 
soup advertising. The opening 600- 
line ad, which wil] appear in Phil- 
adelphia, Baltimore and Washing- 
ton, shows a boy starting to the 
store on a bicycle with a note from 
his mother ordering six cans of 
Phillips soup. Headline in the ad 
shows the youngster calling out, 
“Hey Mom, Can I Keep the 
Change?” 


e “Happy Hank, the Phillips Piggy 
Bank,” a symbol of the savings ef- 
fected by purchasing Phillips 


| products, will appear in all ads. 
|In addition to quarter-page ads 


scheduled for the newspapers in 
the three cities, the company will 
use full-color pages in Sunday 
newspaper magazine sections in 
the same cities. 

Radio and television spots in 
these areas will be used to support 
newspaper space. 

Clements Co., Philadelphia, is 
the agency. 


McPherrin Named Publisher 
of ‘American Magazine’ 


John W. McPherrin, editor of 
|American Druggist since 1942 and 
recently appointed associate pub- 
lisher of Cosmo- 
politan (AA, 
June 18), will 
become publisher 
of American 
Magazine and 
vp. of the parent 
Crowell - Collier 
Publishing Co., 
New York, on 
Sept. 15, as re- 
ported exclusive- 
ly in AA, Aug. 27. 
He has resigned 
from Hearst 
Magazines Ine and. will 
also resign as president of the 
Society of Business Magazine Edi- 
tors at that organization's Sept. 
13 meeting in Washington. 
| Before joining the Hearst or- 
|ganization, Mr. McPherrin spent 
16 years in marketing and adver- 
tising, during which period he was 
associated with J. Walter Thomp- 
son Co. and Foote, Cone & Belding. 
He started his career, after leaving 
lthe University of Wisconsin, as a 
|reporter on the Des Moines Regis- 
| ter and Tribune. 


John McPherrin 


Quaker Changes Agencies 
for Flour and Macaroni 

Quaker Oats Co., Chicago, has 

| named Price, Robinson & Frank to 

handle advertising for its Quaker 
| and Aunt Jemima phosphated and 
self-rising flours and Quaker mac- 
'aroni, spaghetti and noodles. All 
|of the products have distribution 
primarily in the southeastern sec- 
tion of the country. 

The agency will take over this 
portion of the Quaker account 
from Ruthrauff & Ryan, Chicago, 
on Jan. 1, 1952. Price, Robinson 
& Frank also handles Aunt Jemima 
pancake and buckwheat flours and 
cake mixes, and Muffets. 


WANTED: 
NEW YORK OFFICE SPACE 
MIDTOWN LOCATION 


Highly rated out-of-town publisher 
desires 3 to 5 year lease on office 
space of 2,200 to 2,400 feet for edi- 
|torial and advertising departments 
Prefer lease to begin January-Feb- 
ruary, 1952. 
Box 7955 
ADVERTISING AGE 

| 11 E. 47th St. New York 17 
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Q SELECT YOUR 
OWN LIST 

OF CUSTOMERS 

AND PROSPECTS 


LE LE I OE 


COUNT THE RESULTS YOURSELF [} 
WHEN REPLIES COME IN 


Q ENCLOSE CARD OR STAMPED 
ENVELOPE FOR REPLY 


AND WE'LL PICK UP THE CHECK 


Now that Fail has come around again, you're 
probably working out your advertising sched- 
ule to the oil industry. If there is the slightest 
question in your mind about which oil paper 
is your best dollars and sense investment, 
let US spend OUR money to give you the 
proof. You want to know which oil paper 
your customers and prospects prefer and 
actually read. Ask them... yourself! Get 
their unbiased, uninfluenced replies . . . sent 
directly to you. We foot the bill. 


For over NINE YEARS we have made this 
offer because we are confident a Reader 
Duplication Survey or Readership Preference 
Survey will prove to you what they have 
already proved to so many others: 


The Oil and Gas Journal is the ONE oil 
publication in which to concentrate your 


advertising .. . to the extent of first doing a 
dominant, impressive job in the leading 
paper, before spreading your budget too thin 
in some of the “30 other oil papers.” 


We invite you to prove... AT OUR EXPENSE 


1. Which oil paper your own customers 
and prospects read and prefer. 


2. The very high percentage of duplica- 
tion you get in the second, third and 
fourth oil paper. 


Select your list from any or all divisions of 
the oil industry: drilling, producing, pipe line, 
refining, natural gasoline ...or from any 
occupational group within these divisions . . . 
in any geographical area. Select up to 500. 
Write your own letter. Tabulate the returns 
yourself. 
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JOURNAL 


TULSA @®@ OKLAHOMA 
NEW YORK @ PITTSBURGH @ CHICAGO @LOS ANGELES @ HOUSTON @ ENGLAND 


211 SOUTH CHEYENNE 
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3 Lamb & Keen Clients Air ‘Pietro’s Place’ 


PHILADELPHIA, Sept. 4—Three 
accounts handled by Lamb & Keen 
here will cooperatively sponsor a 


weekly half-hour drama-comedy 
show over TV stations in three 
cities this fall 

The show, “Pietro’s Place,” will 


be aired on WPTZ here, on WBAL- 


r'V, Baltimore, and on WGAL-TV, 
Lancaster, Pa. Sponsors are Key- 
stone Macaroni Mfg. Co., Lebanon, 
Pa. (San Giorgio macaroni prod- 


ucts); Wm. S. Scull Co., Camden, 
N. J. (Boscul coffee), and P. J. 
Ritter Co., Bridgeton, N. J. (Rit- 
ter’s catsup). 

“Pietro’s Place” was sponsored 
last year on the same stations by 
Keystone alone. This year each 
advertiser will get equal billing 
on the show, telecast Fridays from 
1:30 to 2 p.m. in Baltimore and 
Lancaster and from 2:30 to 3 here. 


Lamb & Keen produced the show. 


On the Buying Power of 

Growers, Packers and Handlers 
of the $6 Billion Fresh 

Fruit and Vegetable Industry. 


Top Impact 


THE PACKER 


National Fresh Fruit ond 
Weekly i 


Vegetable 


201 DELAWARE STREET 
KANSAS CITY 6, MISSOURI 


Now Foladare, Greer & Bock 
Harold J. Bock, who recently 
joined Foladare-Greer & Associ- 
ates, Hollywood public relations 
and publicity organization, in an 
advisory capacity, has been named 
an associate, and the name of the 
organization has been changed to 
Foladare, Greer & Bock. 


Bristol Co. Drive Set 

Bristol Co. of Canada, Toronto 
manufacturer of recording, indi- 
cating and controlling instruments, 
is using an extensive list of in- 
dustrial publications for its fall 
campaign. Aikin-McCracken Ltd. 
is the agency. 


Smith Names Robert Jordan 

Robert L. Jordan, formerly ac- 
count executive of L. Richard Guy- 
lay & Associates, New York, has 
been named to the newly created 
position of corporate publicity 
manager of Alexander Smith Inc., 
Yonkers, N. Y. 


Advertising Age, September 10, 1951 


Industrial Surveys’ TV Report Shows Set 
Distribution by Area, Income, Occupation 


Cuicaco, Sept. 5—The number 
of families with TV sets has in- 
creased from 24% in January to 
27% in July, according to a report 
compiled by Industrial Surveys Co. 
from its National Consumer Panel 
of more than 4,200 families. 

In each group—income, occupa- 
tion, education, family size, ete.— 
a larger percentage of families 
now have sets. The northeastern 
section of the country, with 45% 
of the families TV-equipped, leads 
the nation in TV saturation. A 
total of 27% of the families in the 
north central area have sets; 26% 
on the Pacific Coast; 13% in the 
South, and 10% in the mountain 
and southwestern area have sets. 

Most striking aspect of televi- 
sion’s coverage is the percentage 


SWING AG TO MIDWEST CONTINUES 
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...gains of Midwest Unit 
again exceed those of other 


advertising media! 
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Percent Gain or Loss in Advertising Expenditures 
for First Six Months, 
1950 and 1951 


Advertising linage of Midwest Unit Farm Papers in 
the second quarter of 1951 continued the strong 
upward trend of the first quarter. 

The Midwest Unit's gain again exceeded that of 
any other general category of consumer advertising 
media except television. 

Linage for these five localized farm papers serving 


93% coverage of the world’s richest farm market. One order, one plate and a rate discount up to 15%. 


meewonesied, 


NEBRASKA 


' 
ns 


the Midwest 8 states was up 8 per cent over the 
corresponding six months in 1950. For the four gen- 
eral farm publications linage was down 6.6 per cent. 

Average linage for each of the five Midwest Unit 
papers for the six months was 331,526 as against an 
average of 281,504 for each of the four general farm 


publications. 


Russ Building, Sen Francisco... 


ee Midwest Offices ot 250 Perk Avenue, New York .. . 59 East Medison Street, Chicago .. . 542 New 
1324 Wilshire Boulevard, Los Angeles. 


MIDWEST 4" UNIT 


NEBRASKA FARMER « PRAIRIE FARMER « THE FARMER +» WALLACES’ 
FARMER & IOWA HOMESTEAD » WISCONSIN AGRICULTURIST end FARMER 


28 E. Jocksen Bivd. 
Dept. A83, Chicago 4, 11! 


difference between urban and 
rural families. While 53% of the 
families in cities of 500,000 and 
more population have receivers, 
only 7% of the farm families are 
so equipped. 


@ Gains since January have been 
confined largely to the lower three 
income quartiles. The upper mid- 
dle group TV concentration jumped 
from 26% to 32% and the lower 
middle group went up four per- 
centage points in the six-month 
period, to 28%. TV sets in the low- 
est quarter of the families in- 
creased from 16% to 18%, but the 
concentration of sets in the highest 
income group was virtually un- 
changed, moving only from 32% 
to 33% in the first half year. 

Some of the most interesting 
data in the report concerns the dis- 
tribution of sets by educational 
level, by occupation and by size 
of family. 


e The percentages of the various 
groups with receivers in January, 
1951, and in July, 1951, are: 
% OF GROUP WITH 
TV SETS 


TYPE OF FAMILY JANUARY JULY 
1951 1951 
United States Total 24% 27% 
Regions: 
Northeast 43 45 
South 8 13 
North central 23 277 
Mountain & southwest 7 10 
Pacific 25 26 
City size 
Farm 6 7 
Under 10,000 9 9 
10,000 - 106,000 13 16 
100,000 - 500,000 25 28 
500,000 and over 51 53 
Total family income: 
Upper fourth 32 33 
Next fourth 26 32 
Next fourth 24 28 
Lowest fourth 16 pt] 
Education of family head: 
Grade school 21 23 
High school 3» « 
College 23 24 
Occupation: 
Professional & executive 30 31 
Clerical, sales, & service 28 3% 
Craftsmen & foremen 33 37 
Laborer & operators 25 29 
Farmer 5 7 
Size of families: 
1 and 2 members 16 19 
3 members 25 30 
4 and 5 members 30 35 
6 members and over 23 27 
Presence of children: 
5 years and under 3x x 
6-12 years 3» 33 
13-20 years 24 27 
No children 19 20 
Daystrom Head Gets Award 
Thomas R. Jones, president of 
Daystrom Inc., Elizabeth, N. J., 


has been named 1951 winner of 
the Henry Laurence Gantt medal 
for “distinguished achievement in 
industrial management as a serv- 
ice to the community.” Presenta- 
tion of the award, given annually 
{to an outstanding American in- 
dustrialist, will be made Nov. 28 
at the American Society of Me- 
chanical Engineers’ 72nd annual 
meeting in Atlantic City. 


Hudepohl Signs Radio Show 


Hudepohl Brewing Co., Cincin- 
nati, has signed to sponsor the 
Ziv-produced radio series, “Bright 
Star,” featuring Fred MacMurray 
and Irene Dunne. The show will 
be aired in 16 Ohio, Indiana, Ken- 
tucky and West Virginia cities. 
Stockton, West, Burkhart is the 
agency. 


Build Volume 
at LOWER 
SALES COST 


Door-to-door Selling—bet- 
ter knewn os DIRECT 
SELLING — Is building 
giant velume quickly for 
many menvfecturers. if 


Get 
the Facts 
about 


DOOR 


present dey complex soles 
problems. Direct Selling Is 
fully explained in fescinot- 
ing booklet—melied FREE. 
Please write on your let- 
terheod. 


to 
DOOR 
Selling! 
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Outdoor Advertisers Get 


More Readers At Lower Cost 


1 


and outdoor signs! 


Get this generous FREE sample of “SCOTCHLITE” Sheeting 
Write today for this free, useful sample of “SCOTCHLITE” Reflective Sheeting — 


enough for your house numbers or mailbox identification. See for yourself how 
this amazing reflective material offers 24-hour advertising impact to truck panels 


Address “SCOTCHLITE” Reflective Products Division, Dept. AC, Minnesota Mining 


With “Scotchlite”’ Sheeting 


Night And Day Visibility 
Produced By Brilliant 
Reflecting Sign Material 


Str. PauL, Minn.—Comparative circu- 
lation costs for three types of roadside 
signs show those reflectorized with 
“Scotchlite” Sheeting deliver the great- 
est number of readers per dollar, officials 
of the Minnesota Mining & Manufac- 
turing Company stated here today. 
This conclusion was based on an anal- 
ysis of board rentals and audience de- 


and reflectorized signs. The size, loca- 
tion and copy was identical for all three 
types studied. 

While signs reflectorized with “Scotch- 
lite’’ Sheeting had a rental cost slightly 
higher than painted, non-illuminated 
boards, they delivered the total night 
and day highway audience, which the 
painted signs did not afford. Rentals 
for the illuminated signs were consider- 
ably higher, but since they delivered no 
greater audience, the cost per thousand 
viewers was much greater than for sim- 
ilar boards surfaced with “‘Scotchlite”’ 


& Mfg. Co., St. Paul 6, Minn. 

NAME 

COMPANY 

ADDRESS 

city ZONE 
STATE 

Color Preference: 


[| suver 


[ ] YELLOW 


[| GREEN [| sive 


[ ] GOLD [| reo 


[] MIXED COLORS 


livered by illuminated, non-illuminated 


Get “Center-of-the-stage” attention 
colorful “Scotchlite” Reflective Sheeting 


Put your advertising message across with 
smashing impact DAY AND NIGHT! Signs 
made with ‘‘Scotchlite’” Reflective Sheeting 
take over the center of the stage when night 
falls. Trees, buildings, ordinary signs fade into 
the darkness to form a backdrop for the flash- 
ing performance put on every night, all night 
by these sparkling new signs. 

It’s a 24-hour-a-day show no other sign 


eee ee ee ee ee ee ee ee ee ee es ee ee es oe 


| 
| 


material can match, and it’s INEXPENSIVE! 
No costly illumination or maintenance . . . car 
headlights light up these signs into a mass of 
glowing color. Motorists begin watching your 
advertising as far as half a mile away! 

Want more details about ““THE SIGN OF 
SUCCESS?” See your local sign plant or write 
today to Dept. AA101, Minnesota Mining & 
Mfg. Co., St. Paul 6, Minn. 


COMPARE COSTS, compare results and you'll see why signs made with 
“Scotchlite’” Sheeting are truly “SIGNS OF SUCCESS.” 


TYPE Non-illuminated Hluminated Panay 
Cost Per Month $10 $20 $13 
Visibiti 12 hours 18 hours 24 hours 
ay (6AM—6P.M) (6 AM—Midnight) (6AM.—6 AM) 
Exposed Circulation 
Per Month 137,500 196,500 213,500 
= 
Cost Per M 7¢ log 6 
THE SUCCESSFUL MEDIUM used by successful ad- 
“THE SIGN OF SUCCESS” gives you the largest number of lookers over vertisers all over the country, in all kinds of busi- 
the longest period of time at the lowest cost per looker. nesses. 
Made in U.S.A. by MINNESOTA MINING & MFG. CO., 


St. Paul 6, Minn., also makers of “Scotch” Brand Pressure- 
sensitive Tapes, “‘Scotch'’ Sound Recording Tape, ““Underseal” 
Rubberized Coating, “‘Safety-Walk" Non-slip cies, “3M” 
Abrasives, “3M" Adhesives. 


General Export: Minn. Mining & Mfg. Co., International Division, 270 Park Avenue, New York 17, N. Y. 
In Canada: Minnesota Mining & Mfg. of Canada, Ltd., London, Canada 


‘TRUCK REFLECTORIZING means fewer 
nighttime accidents and better public relas 
| tions. Your name goes everywhere, is seen 


by everyone on the road. : 
5 


| SALESMEN’S CARS get in the act, too. No 
| matter how intricate your emblem or trad 

mark, it can be reproduced perfectly re 
reflect all night long in its true colors! — 


~ DRIVE IN 
- Curb Service 


a 


STORE FRONTS AND SIGNS work day and 
night for you, reminding customers of who 
you are, where you're located and what 
you have to sell. 


USEFUL PREMIUMS with an unusual ad- 
vertising plus! That’s reflecting emblems 
of “‘Scotchlite” Sheeting for use on the cars 
and bicycles of your customers. 
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“Scotchlite”’ Sheeting Samples 
Offered to Ad Age Readers 
by Minnesota Mining & Mfg. 


Swatches ample for use in 
reflectorizing house numbers, 
mailbox or name sign 


Sr. Pau, MINN. (Special) The Min- 
nesota Mining & Mfg. Co., makers of 
“Scotchlite’’ Reflective Sheeting, are 
offering generous free samples of the 
reflective sign material as a part of 
their current promotional campaign. 
A convenient ordering coupon appears 
on the preceding page. 


The “3M” Company has been carry- 


Advertising Age and other publica- 
tions throughout 1951 in behalf of 
“Scotchlite’’Sheeting.Sample swatches 
are being offered now to introduce 
advertising people to the product's 
ability to “‘shine at night,’ and thus 
deliver the complete night and day 
highway audience for truck panels and 
outdoor signs. 

The free samples are available in a 
wide variety of colors and 3M is offer- 
ing enough sheeting to reflectorize 
house numbers, mailbox, or name sign. 
The makers of “‘Scotchlite’’ Sheeting 
also manufacture the well known 


“THESE SIGNS REPRESENT an excellent 
investment in 24-hour impressions on the 
motoring public,”’ says M. F. Barry, adver- 
tising manager of California Oil Co. ‘““We 
have had numerous good comments from 


UNUSUAL DISPLAYS, seasonal boards are 
easily created with “‘Scotchlite’”’ Reflective 
Sheeting. Any design, no matter how intri- 
cate, can be reproduced in an inexpensive 

Ks all night long without 


sign that wor 
our distributors, dealers and customers.” iri 


ing a four-color, full page schedule in 


“Scotch” Brand Cellophane Tape. wiring, batteries, switches or mechanisms. 


WHERE SAFETY COUNTS, the extra warn- 
ing power of “Scotchlite’” Sheeting is on | 
the job guiding and protecting motorists, 
warning of dangerous conditions, over- 
passes, barricades, winding roads. 


NOT A SINGLE REAR-END ACCIDENT at 
night since this fleet of transports was re- 
flectorized by Willett Transports, Inc. Pro- 
tect your cargoes and drivers, build public 
good-will With ‘‘Scotchlite’’ Sheeting! 


Works hard day and night to make 
your advertising a success! 


colors. These new colors look opaque by day. 
At night they reflect headlight beams in full 
color . . . put on a brilliant show for every 
motorist on the road. 

Your local sign plant can tell you all about 
this new reflectorizing method, or we’ll be glad 
to give you the story direct. Just write Dept. 
AA101, Minnesota Mining & Mfg. Co., St. 
Paul 6, Minn. Today! 


All over the country, signs of sparkling “‘Scotch- 
lite” Reflective Sheeting work tirelessly through 
the day . . . then stay right on the job after 
ordinary signs quit for the night! That’s what 
makes them “SIGNS OF SUCCESS”’’—the 
successful medium used by successful adver- 
tisers. 

Glorious full-color signs are easily made with 
“Scotchlite” Flat-top Sheeting and transparent 


“THESE SPARKLING NEW SIGNS make a 
hit with clients every time,” says Jack 
Reading, president of Reading Outdoor 
Advertising Co., Centralia, Ill. “Scotchlite”’ 
Reflective Sheeting means extra business 
for clients and sign plants alike! 


Se GcoTCHLITE 
SIGN of peg EcTIVE 
success SHEETING 


USED IN ALL 48 STATES on traffic signs, advertis- 
ing displays, trucks and buses, railroad cars and 
diesels, grade crossing signs. 

TRADEMARKS, PICTURES, Made in U.S.A. by MINNESOTA MINING & MFG. CO., 
emblems of all kinds can be St. Paul 6, Minn., also makers of “Scotch” Brand Pressure. 


. 4 - “ sensitive Tapes, ““Scotch’’ Sound Record T » “Und 
reproduc ed In their true ¢ olors. Rubberized Coating, “Safety-Walk” Sonali Marta “to ae 
Give vour outdoor advertising 


Abrasives, “3M” Adhesives. General Export: Minn. Mining & 
new life, new vitality, new 24- 


Mfg. Co., International Division, 270 Park Avenue, New York 
hour-a-day effectiveness! Ltd., London, Canada. 


The | 


NEW SMOOTH-SURFACED re- 
flective sheeting looks and feels 
like baked enamel. Easy to 
clean and maintain; ideal for 
reflectorizing truck fleets, place- 
of-purchase signs, wall signs. 


RAILROAD CROSSING SIGNS are visible 
for thousands of feet, give motorists extra 
warning even in foul weather. Many rail- 
roads are now reflectorizing passenger cars, 


i : 17, N. Y. In Canada: Minnesota Mining & Mfg. of Canada, 
boxcars, Diesels, wayside signs. 
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DuMont Sets Fall 
Drive; Plans Unique 
World Series Clubs 


Passaic, N. J., Sept. 4—The fall 
advertising of Allen B. DuMont 
Laboratories will suggest that TV 
set buyers “look inside... then 
compare ...see why DuMonts do 
more.” 

Shoppers will be advised to in- 
vestigate for themselves the “ex- 
tra” tubes, parts and units included 
in DuMont receivers. The drive 
broke this week with business pa- 
per ads. 

Following at the consumer level 
is copy in magazines plus news- 
papers in key television cities. 
Supplementing this will be co- 
operatively placed newspaper ads 
and radio and TV spots. Camp- 
bell-Ewald Co. is the agency. 

Also on the manufacturer's pro- 
gram for fall is a major sports 
promotion designed to capitalize 
on the interest created by the 
World Series. 


es This calls for the organization 
of World Series clubs—five or 
more persons with a yen to watch 
the baseball classic on video. Such 
clubs will be offered the use of 
a DuMont receiver throughout the 
series. All people need to do is to 
register with their DuMont dealer 
in groups of five or more and tell 
him where they would like the set 
installed. 

This promotion is not confined | 
to the home, Walter L. Stickel, na- | 
tional sales manager of the Du- 
Mont receiver sales division, em-| 
phasized. | 

“DuMont telesets will be in-| 
stalled,” he said, “wherever sports | 
fans want to watch the game. That 
includes barbershops, stores, ho- 
tels, recreation halls, train, bus 
or plane terminals, restaurants 
and any reasonable place for view- | 
ing the series within the area 
where the dealer does business.” 

Dealers whose sales territory 
does not fall within the live cov-| 
erage area of the World Series will 
make the same sort of offer for’ 
minor league playoffs of interest 
locally. 


COST OF COLOR TV IS 
PROHIBITIVE: DUMONT 

PitTsBuRGH, Sept. 4—The pro- 
hibitive cost of color receivers puts 
full-scale color TV many years in| 
the future, Dr. Allen B. DuMont! 
said last week in a speech to the 
Theta Xi fraternity. 

While a 10” color receiver retails 
‘or approximately $500, Dr. Du- 
Mont pointed out, for far less 
money the consumer can buy a 
19” b&w set and, in addition, 
choose from a full program sched- 
ule. 

He cited the freeze on TV sta- 
tion construction as the industry's 
biggest problem. Pittsburgh, he re- 
minded his audience, with more 
than 300,000 TV set owners, under 
the freeze can have no other sta- 
tion than WDTV. 

A fall upswing in receiver sales 
should lead to a normal Christmas 
business, he predicted, but gov- 
ernment restrictions on materials 
will cut down production during 
the last quarter of the year. He 
expects only 940,000 sets to be 
made then, as compared with 2,- 
000,000 produced during the first 
quarter of 1951. 


Tea Garden, Sperry Tie In 

Tea Garden Products Co. and 
Sperry division of General Mills 
lr both in San Francisco, will 
hold a joint ad campaign in Cali- 
ornia and Arizona this fall for 
Tea Garden syrups and Sperry 
incake mix. Regional magazines, 

vspapers, farm publications, 
outdoor, radio and TV will be 
used, through Batten, Barton, Dur- 
<‘ine & Osborn (Tea Garden) and 
<nox Reeves Advertising 
(Sperry). 
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Brede Inc. Boosts Behonek 


Brede Inc., Minneapolis sign 
manufacturer, has promoted 
George Behonek, sales manager, to 
v.p. Gordon H. Holter has joined 
the company as national sales man- 
ager in the sign department, and 
George C. Bakke, development and 
production chief, has been boosted 
to sales and plant coordinator. 


Cooley to Cal. Farm Bureau 


Frank Cooley, formerly radio 
farm program director of Stations 


was and WHAS-TV, Louisville, 
has been named advertising and 


information director of the Cali- " . “Bo ° 

fornia Farm Bureau Federation, The Sun Shines Bright On PADUCAH.--- 

aS eee + © $500 Million Atomic Plant Is Going Up. 

publications. sates . \ @ Two $88 Million Power Plants Are Rising. 
~ @ Bank Clearings Are Up 50% Over 1950. 

Brown & Bigelow Elects V.P. , 

Cc. R. Kennedy, formerly sales > he B 

manager of its Toledo district, has f t € awucah Sun De mecrat 

ep mage eg le nt 25,000-Plus Paducah, Ky. Burke, Kuipers 

division, with headquarters in Daily - Sunday & Mahoney 

Atlanta. 
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A FEW ‘EXPERT FISHERMEN: 
1, Fred Arbogast Co. =‘. Newtom Line Co. 


2. Ashaway Line and 
Twine Co. 


3. Cortland Line Co. 
4. Gephart Mfg. Co. 
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COMPARE VERTISING RESULTS! 617 ssdvertinegs in is daatiGes y 

ng ‘the first. six months of 1951. Advertising pages far in 

—— years. Reader response immediate and tremendous 
intense interest in editorial and advertising material. 


COMPARE EDITORIAL T! Aimed at the “new” s 
market, represented by a rease of 15 millionéranes 
licenses during the years 1945 to 1950. Technical informa 
sented in interesting, non-technical language. Plenty of pictures and 
“how to” articles. 


Sone ateept aes 
COMPARE READER ACCEPTANCE! “New” sportsmen recognize and 
appreciate a magazine that shows them how to get morg 
sport of thej . Reader suggestions on editoxmabgeiaitter: 
Vf readership. SESS 
a +" 


BET THE FACTS! neyyune 


more often when the bait is attractive! 


CHICAGO * 612 N. Michigan Ave. * SU 7-1585 
NEW YORK « 55 W,, 

BOSTON ¢ 140 A GPG... 
SAN -FRANCISCO’s $7 Past Si. °'su 15568 
LOSSANGELES’¥ 2330 W. Third St. » BU 7 
MIAMI BEACH © 420 Lincoln Road>*- 
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‘Herald’ Offers 
Church Supper, 
Grocery Tie-in 


New York, Sept. 4—Grocery 
displays and tie-ins with 
church suppers will be offered ad- 
vertisers participating in Christian 
Herald’s grocery product merchan- 
dising plan for 1952, Ford Stewart, 
publisher, announced today. 

“This program,” he said, “is es- 
sentially the same as our church 
help plan which proved successful 
in 1949 in helping thousands of lo- 
cal church groups to raise funds 
while selling, millions of units for 
advertisers on a cash coupon re- 
demption basis.” 

During 1949 and part of 1950 
Christian Herald organized about 
12,000 church groups (AA, Jan. 10, 
49), totaling about 600,000 fam- 


store 


A GROWING MARKET _ 
OF MORE PEOPLE 
WITH MORE MONEY 


TO SPEND \ 
THAN EVER BEFORE 


A 9-County Market 
with 
AUTO SALES of 
$60,961,000 * 


“Sales Management. 1951 
Survey of Buying Power 


The JOURNAL & SENTI- 
NEL are the only papers 
that cover this rich, grow- 
ing market in the South's 
No. | state 

The JOURNAL & SENTI- 
NEL are the only papers 
in the SOUTH offering a 
Monthly Grocery Inventory 

an ideal test market. 

The JOURNAL & SENTI- 
NEL are the only papers 
completely blanketing an 
important 9-county seg- 
ment of North Carolina 


ilies, to save boxtops for church 
and charitable purposes. The box- 
tops were mailed to the magazine 
where they were tabulated and re- 
deemed by Christian Herald checks 
made out to each group. 


se “We wrote over $60,000 in checks 
in that campaign,” Mr. Stewart 
said, “and were reimbursed for 
that amount by advertisers whose 
products were given exclusive rep- 
resentation. 


“Retail sales exceeded $2,000,-' 


000,” he said, “considering that 
the average coupon was worth 3% 
of the retail unit price. Chair- 
women of more than half of the 
12,000 groups have since written 
asking for another church help 
plan. 

“The new program,” Mr. Stew- 
art said, “will encourage each 
group to kick off the local boxtop 
saving campaign with a church 
help plan supper at which will be 
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displayed a 5’x3' four-color poster 
showing full reproductions of the 
participating products. 

“Small posters will be placed in 
local grocery stores, promoting at- 
tendance at the suppers and also 
listing the products. We supply all 
of the promotion material, includ- 
ing pages in the magazine featur- 
ing prizes for the largest church- 
supper attendance and the best 
grocery store displays each month. 

“Cost to advertisers,” Mr. Stew- 


art emphasized, “is limited to a 
minimum of six, two-thirds b&w 
pages, reimbursement for layout 
of cash premiums, which must 
range between 2% and 4% of the 
retail unit price, and a charge, at 
cost, for tabulating the coupons.” 


se C. A. Johnson, for the past eight 
years western manager of Chris- 
tian Herald, has been named ad- 
vertising director of the magazine 
to succeed Phelps Pratt, who has 


The “Farmers’ Exchange” 
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of personal business interests 
Ohio. Mr. Pratt in the future will 
represent CH in Pittsburgh, Cleve- 
land and Detroit. 

Winton H. Brown, until recently 
western manager for Every- 
woman's Magazine, will take over 
Mr. Johnson's position in Chicago. 

William J. McVey Jr., New York 
Sales representative for CH for the 
past two years, has been made 


Advertising Age, September 10, 1951 


resigned effective Sept. 20 7 Try Something Besides Light, Dry Beers, 


“But we have reason to believe,” 
the Guinness ad says, with admir- 
able restraint, “that a minority 


Guinness Suggests in N. Y. Newspaper Ads would prefer an old-fashioned, all- 


New York, Sept. 7—For “the; brewers have been telling New malt brew, with more flavor, more 
minority of New Yorkers who are | Yorkers about different types of color. In a word, more character.” 
not satisfied with light, pale, dry! light, pale, dry beers, and adver- 
beer,” Arthur Guinness Son &| tising has made such a point of the # To this discriminating minority 
Co. of Dublin, Ireland, will offer | fact that most New Yorkers want’ the famous Stout brewer offers an 
relief and will tell all about it in| only dry beer. Thus the forthcom- interesting suggestion: “try add- 
full-page ads in New York news- ing Guinness ad is likely to come as ing Guinness Stout to your beer.” 

| something of a shock to the mass In addition to some other in- 
teresting copy about how “Guin- 


papers on Sept. 11. 
market. 


eastern advertising manager. During the past few years, 


fof Profit Ideas 


Country Gentleman's “Handy-Works” — short picture-and-caption reports of farmers’ 


own ingenious ideas—help readers everywhere to save time, labor, money. Ten years of 
“'Handy-Works” have helped make Country Gentleman America’s best-read farm magazine! 


’ 
Country Gentleman pioneered the**Handy-W ork” 


TYPICAL READER Comme 


{ idea in 1941. The first showed an overhead carrier ON" 
track invented by two I}linois farmers to end hand ANDY-WoRKs”; 
. From K. 
“Ihave 


I 
clipped Many items myself,” 


labor in beef feeding. The 1,000th— featured on 
a full page in the September 1951 issue —shows 


how a Virginia farmer fills a 5400-bushel corn 


From MICHIGAN. 


“I would be 
More than w 1; 
$5 fora book of a Ping to 


Pay up to 
time SEvINg and work 
interested in the ius. 


’ 


and 
! hope You keep them ¢ ee 
‘oming 


crib without a swing of the shovel. 


‘ 
2 . : From GE 
War-born in a labor shortage, “‘Handy-Works” Thebes orem: 
" Savin 
. ° ° . ° that I can dig — old copies for years so 
zoomed in popularity as farm mechanization in- F ves 
: ce ILLINOIS: 
creased, Today they are a big reason why Country Py Gentleman is 0 be cong 
ad "S$ undyin ratyl, 
the farmer» "9" 10 ease the mg 


Gentleman is the “Idea Book” for better farming 
—with 2,300,000 prosperous families of Rural 


America—as proved by findings of a nationwide 


From CANADA: 
Not Only ore Hond 
Source of help and j 
example of the gre 
Practical farm one 


survey of farm magazine readership . . . 


USEFUL FARMING IDEAS USEFUL HOMEMAKING IDEAS 
on each major farm product are ob- are obtained from Country are obtained from the advertising 
tained from Country Gentleman Gentleman by women in 3 out in Country Gentleman by 3 out 
by 3 out of 5 families—3 out of of 5 reader homes—3 out of 4 of of 4 families—over 3 out of 4 of 
1 of these recall specific ideas. these recall specific ideas. these recall specific ideas. 


The power to move people is the power to move goods. That is why so many manufacturers 


| 

\ 

BUYING IDEAS 
) invest more advertising dollars in Country Gentleman than in any other farm magazine. 


BIGGEST SEPTEMBER —The cur- 
rent issue carries more dollars 
and lines of advertising than 
any preceding September issue 
in Country Gentleman's history! 
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ness is now brewed in America 
in the old-fashioned, pre-Prohibi- 
tion way—slowly,” and some his- 
torical background, the ad contains 
a coupon which if clipped 
and mailed to Dublin will entitle 
| the sender to a free illustrated 
| booklet describing the fascinating 
story of Guinness. 

Hewitt, Ogilvy, Benson & Ma- 
| ther is the agency. 


|Kathman Associates Formed 
Irving Kathman, v.p. in charge 
of sales for the writing and shav- 
ing divisions of Eversharp Inc., 
has resigned to organize Kathman 
Associates, with headquarters in 
| the Empire State Bldg., acting as 
sales agent and sales marketing 
| consultant. Mr. Kathman, who has 
spent the last 20 years in the con- 
| sumer goods field, joined Ever- 
| sharp in 1940. 


| ‘Herald-Journal’ Names Tanner 
| Hal H. Tanner, formerly with 
|the Enterprise, Beaumont, Tex., 
has been named business manager 
of the Herald-Journal, Spartan- 
burg, S. C. 


Is today’s biggest trend i 
mailed sales-appeal! Smart ma 
ufacturers are putting poten 
dramatic sales messages on re 
ords . . . to talk intimately, 
persuasively to retailers and dis- 
tributors—all at once—by mail 
—at amazingly low cost! 


RCA has had plenty to do with 
the idea's phenomenal success. RCA 
pioneered in the use of small, non- 
breakable, “mailable” plastic rec- 
ords. RCA has brought record 
fidelity to true-to-life perfection, un- 
marred by surface noise, giving your 
recorded “salesmen” a unique and 
effective approach. 

RCA offers the 62-inch “SPIN- 
NER,” | minute and 40 seconds of 
sell per side . . . and the 10-inch 
“PROMOTER” for longer mes- 
sages up to 3 minutes and 15 sec- 
onds per side. Consider their value 
to you! Contact an RCA Recording 
Studio today, Dept. G-9. 

630 Fifth Ave. 
New York 20, New York 
JUdson 2-501) 

445 North Lake Shore Drive 
Chicago 11, Illinois 
Whitehall 4-3215 
1016 North Sycamore Avenue 
Hollywood 38, California 
Hillside 5171 


& record” 
sales =» 


Radio Corporation of America 
RCA Victor Division 
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WHY IS 


TRUE STORY 


WOMENS GROUP 
CIRCULATION 
SKYROCKETING ? 


*Incidentally, 
the top 10 TV cities 
show a 9% greater increase 


than the rest of the country. 
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APPARENTLY 
TS SHEER 
EDITORIAL MERIT! = | 
THEYRE UP 640,000" 
AND (TS ALL ON THE : 
NEWSSTANDS | 


MACFADDEN PUBLICATIONS, INC. - 205 EAST 42nd STREET - NEW YORK 17 
OFFICES: CHICAGO BOSTON SAN FRANCISCO 
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Study of 39 Community Advertisers 
Shows ‘Development’ Copy Pays Off 


Santa CuLara, CAL., Sept. 
Most of the advertisers who place 
copy designed to lure new indus- 
trial plants to their areas are sat- 


isfied that their money has been| 


well invested, according to a 46- 
page report just issued by the 
University of Santa Clara’s bureau 
of research 

Stuart Parry Walsh, director of 
research, who compiled the re- 
port, disclosed that questionnaires, 
interviews and correspondence en- 
abled him to reach five major 
conclusions about this “develop- 
ment” advertising. They are: 

1. Results in terms of dollars 
invested or jobs created can sel- 
dom be clearly identified, yet ad- 
vertisers feel that their ad dollars 
have been well spent. 

2. “The media commonly used 
are limited to a few national busi- 
ness journals and metropolitan 
newspapers.” 


es 3. “While there has been some 
curtailment of advertising since 
the Korean war, most of the ad- 
vertisers plan to continue through 
1951 with budgets equal to 1950.” 
4. “Headlines in advertising copy 
have tended since Korea to place 
stong emphasis on security fea- 
res. Living conditions, transpor- 
tion, access to raw materials and 
markets, elbow room for sites and 
High~grade labor continue to be the 
@ther most featured factors. Ade- 
te water and power are re- 
e ing increased emphasis.” 
5. “Practically all advertisers 
| that their advertising is ef- 
‘tive only as a part of a com- 
ehensive promotional program 
hich includes other elements 
Sach as personal contacts, com- 
funity education, close study of 
dustrial trends and a thorough 
ie of industrial prospects.” 


He admits that “a few” adver- 

srs had some doubt about the 

lue of their advertising designed 
t@ attract new industries or busi- 
nesses, but adds that they are “too 
féw to alter the general tenor of 
tHe testimony.” 

The report includes a review of 
the regional themes used in copy, 
a review of the advertising copy 
itgelf, results of the questionnaire 
and statements by advertisers, 


8th In the U.S. 


MORNINGS 


18th In the U.S. 


SUNDAYS 


FIRST In FLORIDA 


In Department Store Adv. 


Here at the St. Petersburg TIMES 
we're mighty proud of this stand- 
ing just revealed by Media Rec- 
ords First Fifty Report. 


And remember, it was only a 
short time ago thot St. Petersburg 
passed 100,000 population. 
Again, we say to you, you can't 
ignore this best-read, best-adver- 
tised-in paper in Florida's fastest 
growing market. 


ST. PETERSBURG — FLORIDA 


ail 


publishers and industrialists. 

Questionnaires were sent to 60 
community advertisers, including 
city, county and state development 
agencies, railroads and _ utilities. 
Replies were received from 39 of 
the 60. 


A tabulation of the replies in- 
dicates that the advertisers use the 
following publications most wide- 
ly, in the order listed: Business 
Week, Fortune, Wall Street Jour- 
nal, U. S. News & World Report, 
metropolitan dailies, Newsweek, 
trade publications, Time, Dun’s Re- 
view, general magazines, Nation’s 
Business, Forbes, Harvard Busi- 
ness Review and Barron's. 

The number of inquiries re- 
ceived ranged from 1,533 down- 
ward, though a number of the 
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respondents placed little faith in 
inquiries, believing that if copy 
can call attention to the city’s at- 
tractions company executives will 
use their own resources to com- 
pile necessary information on the 
city 

In general, Mr. Walsh found, 
most of the advertisers beam their 
messages to concerns in the north- 
eastern states. However, he re- 
ports, “the South Atlantic area ap- 
pears to be seeking industries 


mainly from New England, New|! 


York and New Jersey. 


ea “New England seems to feel 
that its best prospects are New 
York and New Jersey. The Middle 
West aims its ad copy at New 
England, New York and New Jer- 
sey, while the Gulf South and Far 
West make their appeal to the 
whole industria] region.” 

A review of 200 recent com- 
munity advertisements revealed 
the following distribution of lead- 
ing inducements, Mr. Walsh found: 


Daytime audience up 16.3% 
Nighttime audience up 22.3% 


‘According to Nielson, Ist half 1951 vs. Ist half 1949, ful! network average audience) 


If you want to sell your product to the maximum number of people 
on the Pacific Coast, Don Lee is the best medium to use. Don 

Lee can deliver your sales message to more Pacific Coast 

people through their own local major selling medium at a lower 
cost per sales impression than any other advertising medium. 

Don Lee offers more per sales dollar than anyone else on the 
Pacific Coast because Don Lee broadcasts your message 
locally from 45 network stations in 45 important Pacific 
Coast markets with all the local selling influence and 
prestige that you need to do a real selling job in each 
local market...where your sales are actually made. 

Don Lee is the only selling medium actually designed 
to sell consistently to all the Pacific Coast. That’s why 
Don Lee consistently broadcasts more regionally sponsored 
advertising than any other network on the Pacific Coast. 


Don Lee delivers more and better and the advertisers who 


Don lees audiences ave 


sell the Pacific Coast know it. 
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Labor supply, 68; access to mar- 
kets, 65; transportation, 61; access 
to raw materials, 58; cheap and 
abundant power, 29; room to ex- 
pand, 28; living conditions, 28; 
suitable sites, 27; cheap and abun- 
dant fuel, 18; climate, 17; inland 
security, 15; abundant water, 13; 
i taxes, 11, and other appeals, 

One of the more interesting 
trends spotted in compiling the 
report is the increase in the num- 
ber of state development agencies 
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actively engaged in such promo- 
tion and the corresponding decline 
in the number of active chambers 
of commerce. Railroads and pow- 
er companies and other utilities 
also do a relatively large amount 
of “development” or institutional 
advertising. 


a The comments made by various 
advertisers and by publishers and 
the industrialists to whom the ads 
are directed provide a variety of 
insights into the attitudes toward 


this type of promotion. 

A regional council research di- 
rector, for example, writes: “We 
are considering a national adver- 
tising campaign because we have 
noticed a striking correlation be- 
tween the places that have en- 
gaged in such advertising and the 
| places where a lot of new indus- 
| tries have located.” 

And an automotive parts manu- 
facturer says that “our interest 
was first aroused in this partic- 
ular community by seeing it fea- 


tured in a railroad advertisement. 
We probably wouldn't have 
thought of it otherwise, but it 
turned out to have just about ev- 
erything we were looking for.” 

In addition to the original ma- 
terial in the report, the Santa 
Clara research department re- 
views other discussions on the sub- 
ject and summarizes the major 
reasons for dissatisfaction with re- 
sults obtained in such an adver- 
tising program. 

Copies are available from the 


‘= The Nation’s Greatest Regional Network 


< WILLET H. BROWN, President» WARD D.INGRIM, Executive Vice-President 
an. NORMAN BOGGS, Vice-President in Charge of Sales 
- 1313 NORTH VINE STREET, HOLLYWOOD 28, CALIFORNIA 
Represented Nationally by JOUN BLAIR & COMPANY 


on the Pacific Coast 


AS 


BROADCASTING SYSTEM 
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University of Santa Clara. The 


price is $2. 


Photographers Elect 

Clifton Voss of Fargo, N. D., has 
been elected president of the 
Photographers’ Assn. of America. 
Other new officers are: Kenneth 
M. Wright, St. Paul, Ist v.p.; Paul 
L. Gittings, Houston, portrait v.p.; 
James Pickands Jr.. New Haven, 
commercial v.p.; John E. Platz, Ft. 
Lauderdale, Fla., secretary, and 
Laurence Blaker, Manhattan, 
Kan., treasurer. 


Morgan Research Formed 
Morgan Research Associates, 
market research consultant, has 
| recently opened offices in Houston. 
| Elizabeth Gregory Morgan, for- 
merly executive manager of Pacif- 
ic and Mountain areas for Daniel 
Starch & Staff, heads the concern. 


| 
Berrien Joins Needham 

Curtis Berrien, formerly with 
| Biow Co., has joined the copy staff 
|of Needham, Louis & Brorby, 


| Chicago. 


| 
| 


| 
| 
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Fox River 


FREE BOOKLET 
Courtesy Pays Off.” 
use business 


They Give Your Letter a © 
Second Look when it’s on 


WATERMARKED 


Fox Rive R 


*Cotton-fiber makes the finest 


BUSINESS, SOCIAL, AND ADVERTISING PAPERS 


He's giving your letter a second look... 


For 
you 


and that’s worth money to you. 
that one letter, if average, cost 
more than 75¢! 

Letters don't work in waste baskets. 
Do everything to keep them in view 
Make them meet the four tests of 
Money-Making Mail, described in free 
booklet by Dr. Robert R. Aurner, emi- 
nent letter authority and director of our 
Better Letters Division. 

Cotton-fiber paper “by Fox River” 
helps win that valuable second look — 
and compared to total letter outlay, the 
cost of this finest paper is trifling. Four 
grades—100%, 75%, 50%, and 25% cot- 
ton-fiber content. The more cotton-fiber, 
the finer the paper. Ask your printer. 


Fox River Parer CORPORATION 
1129 S. Appleton St., Appleton, Wis. 


~~ 
aa 
J 


Look through the paper --- > 
\ 4 


- see the 


it 


WAME OF QUALITY 
WATERMARKED (8 EVERY SHEET 


Wha 


ngs eee i ee ae Sar ee 3 3 | Ue ee igh RR ang in 

ae . ney 

Se Shee 

” gah 

| cae 

A je 

a 

= 

ee 

Be 

} ae 

D3 

Ls 

‘ t % ae Bh 
Ea 

eet sets lsenasaensessuensstsnanne ee 

—_— > Ase y 

mere 

| Be 

oo 

aes 

sas 

; a o 

sl 

“So 

a 

x 

i Tn ee 2 oe 

f : Bees 

| am 

| letterhead, pleas 23 

4 «SRE 

P = nw 

: el 2. ve * 

. 4 - 5 bi 

| | 

Bs a ¥ ; my 

(] f - . ; ; sie 

Bes: see | i 

. P = 4 se - : & : a ee. q o. 

ae ‘ ie AS. Jee St be a? 

. | a: a % ote ae J F j . ars 
J m ? ae " & . a ie >, 

ee e *, Pits * ‘ Fi P ae 

: . et Ae - aie 

. g= » ats Be re | a4 

Deere. aN aioe eae ' > so . are 

6 ogtiiin.... Bes oe ae e 

qj Ot~ e 7 a> t » . nage a. sf ete.) 

ee oP a. en; “S on ion . rh ¥ > — 4 */ 

P 2 ? s Q\ : SA Siete et 

a, 2 ‘a i 4 

de se ee 
¥ “ee yo (a =a 

% i _— A * a 

es tee Pa a \ e a 

' = sf Et . om rs : > a =f | a hy 
if 2( ee Me HM a 

oe AO, ik : ie 

: ets : ! ee 

: ; e wa 

y 2 Y 
) ae 

; ENO —— a 
soe 4 7 ) ay 

| Eee yi ¥ 

A EON, wis i. | ey 

~ NH ae 

F yy mer | Bal a 

t LZ 4 4 aM 

. ; 1 Fae 

.; tee 2" = :: 

‘ ‘ f Sy x 

. a ie ( r fi a | el 

o _— e i ee 

\ a - ae 

"y ww Ve ja 4 

— Fae. sa i f 

7 ao) 

i 

: ie 

7s) : my, ose 

; } ms i 4 si « 

es ok a a 

, } | A 

a 

Be 

Sas 

a) : P 

N ! gk 

pete 

a 

of : ———— ad a 


36 


~ 


: Appraise an Elk by the size of his family income—twice 
the national median—and you will put him high on 
your prospect list. Judge an Elk by his occupation— 


57.9% are business owners. . . 


11.6% are professional 


men—and you will rate him high as a man of influence. 
No wonder 1,011,687 Elks make up one of America’s 
most selective male mass markets. Don’t miss it with 


* your advertising messages. 


THE 


American Biltrite 
Plans Campaign for 


Nuron Shoe Sole 


TRENTON, N. J., Sept. 5--Amer- 
ican Biltrite Rubber Co. will in- 
troduce a new lightweight shoe 
sole to the consumer and the trade 
this month. The campaign will be 
built around the theme “Light as 
a feather—tougher than leather.” 


The new sole, which is being , 


marketed under the name of Bilt- 
rite Nuron, will be introduced 
first in the Sept. 10 issue of Life 
with a color page ad. 

The campaign will continue reg- 
ularly throughout 1952 in Life, 
The Saturday Evening Post, Farm 
Journal and leading shoe repair 
trade publications. 

The Nuron sole was developed 
after more than a year of research 
and field tests, Biltrite reports. 
Copy will stress foot comfort, flex- 
ibility and wear resistance 

Al Paul Lefton Co., Philadel- 
phia, is the agency. 


Seiberling Backs Malone 


Seiberling Rubber Co., Akron, 
will sponsor “The Amazing Mr. 
Malone” over the ABC-TV net al- 
ternate Fridays from 10 to 10:30 
p.m., PST, beginning Oct. 12. “Mr. 
District Attorney” will share the 
time slot for Bristol-Myers Co., 
New York (Young & Rubicam). 
Meldrum & Fewsmith, Cleveland, 
is the Seiberling agency. 


Goldwyn Names Golding A.M. 

David Golding, eastern publicity 
director for Twentieth Century 
Fox Film Corp., has been ap- 
pointed director of advertising and 
publicity for Samuel Goldwyn 
Productions, New York. Martin 


S. Davis remains as _ assistant 


director. 
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The cover of the folder announcing the fourth child of J. C. 
Boeshaar, products promotion manager at Ebco Mfg. Co., Colum- 
bus, O., pictures a rabbit family, with the father rabbit saying, 
“Look who's stealing our thunder.” A couple of surprise gifts 
received by the Boeshaars a couple of days later were a crate of 
lettuce from E. G. Frost, v. p. of Geyer, Newell & Ganger, Dayton, 
and a book about the birds and the bees from Dwight Watkins, 
Watkins Printing Co., Columbus 

Chicago’s combined appeal 
of the Community Fund and 
USO will have Wesley K. 
Lu: ', public relations director 
of W. F. Hall Printing Co., 
heading the advertising and 
publishing section .. . Robert 
Ertell, associate art director 
at Casler, Hempstead & Han- 
ford, has left Chicago to re- 
port to the central air defense 
force in Kansas City. A re- 
serve captain, he was camou- 
flage officer with the Ist Air 
Force for four years during 
World War II... 

Dog days in Portland, Ore.: 
John Simon of the Simon & 
Smith agency says he saw 
more admen at Ringling Bros. 
circus on opening night (Aug. 
21) than he has ever seen at 
an adclub meeting... 

Just in time for a rescue job 
was Melvin B. Wright, mer- 
chandising coordinator at 
KSL, Salt Lake City. He was 
driving behind a Department 
31G ONE—Thot's 545 pounds of bluefin of the Interior truck on a 
tuna thot A. M. Whorfield, v.p. of A.C. freshly oiled road in a rain- 
Nielsen Co., is holding on to. The catch storm when the truck turned 
was made with —" tackle off Nova over and rolled down the em- 

— bankment. Wright broke a 
window of the truck and 
puiled out the driver, who was shaken but unhurt... 

Oveta Culp Hobby, executive v.p. of the Houston Post, was 
cover girl for Dixie Business this summer—first woman to adorn 
the cover in nearly 25 vears, and first woman to be named to the 
South’s Hall of Fame for the Living 

Bob Levitt, director of Hearst Promotion Enterprises, is recu- 
perating at home following a bad riding spill in Colorado. . .Marfree 
Advertising account exec Barnett Friedenberg is back at his desk 
after a stint with the Army...Buchanan & Co. V. P. Paul Gaynor is 
off to Washington as a special consultant to the Defense Depart- 
ment, to plan and direct a nationwide promotion for the armed 
forces blood donor program... 

While Homer Hatten, an ac- 
count exec at Potts-Turnbull, 
Kansas City, was mulling over 
ideas for a new copy theme 
for a local bank, his research 
turned up enough material 
about Kansas City frontier 
days to fill a book. And that’s 
what he did with it, under the 
title “Westport Landing.” It’s 
published by Gold Medal 
Books, a branch of Fawcett, 
which is now preparing to 
publish the adman’s second 
novel, drawn from the same 
source. .. 

Another Gold Medal adman 
is Aylewin Lee Martin, one- 
time ad manager of Woman's 
Home Companion, whose 
thriller, “Death on the Ferris 
Wheel,” is a GM best seller KLM Winthrop Hoyt, board chairman of 
He’s at work on another at Charles W. Hoyt Co., and Mrs Hoyt leave 
his home in Beverly Hills The Hague for New York via KLM Royal 

William R. Baker Jr.. Ben- Dutch Airlines following their annuol 
ton & Bowles president, has _ visit to KLM headquarters. The Hoyt agency 
taken the post of chairman of ploces KLM ads in 26 countries. 
the public information com- 
mittee of the 51 New York campaign of the Crusade for Freedom, 
which finances the operation of Radio Free Europe in conducting 
psychological warfare against communism in the Iron Curtain coun- 
tries. . 

Married in Beverly Hills Aug. 4 were Christy Walsh Jr., press 
representative of NBC, Hollywood, and Peggy Wright Cobb... Aug 
25 was the wedding day of Richard L. Cass, of Mutual Broadcast- 
ing’s central division promotion dept., and Mary Stuart of ihe 
Chicago Tribune. They were married in Hampton, Ia., the bride’s 
home town 


Kenneth Akers, president of Griswold-Eshleman Co., Cleveland, 
has been named a member of the Fenn College Corp. (legal owner 
of the college), to represent the field of advertising and sales. The 
corporation has been expanded from 24 to more than 80, with each 
member representing specific Cleveland industries and professions 
Their guidance is being counted on for outlining educational pro- 
grams to serve their respective fields 

Kay Ratto, ad and promotion manager of the Easterling Co 
and a director of the Chicago Fashion Group, is going to Europe this 
month and on her return will open her own advertising-public rela- 
tions shop. Client No. 1 is Easterling. . 
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Hard Cash 


Borrowing money (recorded on clay tablets) was a complicated, cum- 
bersome project in the year 544 B.C. Today, fortunately, finance has 
developed into a streamlined, efficient science . . . the indispensable 
catalyst in the operations and growth of business and industry. Yet, 
financial services, like any commodity, must be sold. And, leading 
financial institutions sell their services through Business Week. 


REASON: Advertising dollars invested in Business Week produce 
more, because Business Week is read by a highly concentrated audi- 
ence of Management-men. It is the duty of these executives to plan 
and carry out the fiscal policies of their firms. 


RESULT: Business Week regularly carries more pages of financial 
advertising directed to business and industry than any other general 
business or news magazine. It adds up to this— 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 18, N.Y. 


A McGRAW-HILL PUBLICATION 


Financial Advertising in Business Week Pays 
Dividends for These Firms 


American Appraisal Co. * American Securities Corp. + Bonk 
of the Manhattan Company + Bank of Montreal + Bank of 
Nova Scotia + Bankers Trust Co. * Canadian Bank of Com 
merce + City Bank Formers Trust Co. * Commercial Credit 
Co. * Dillon, Read & Co. « Dupont, Francis |., & Co. + First 
Boston Corporation, The * Goldman, Sachs & Co. + Guar 
onty Trust Co. of New York + Halsey, Stuort & Co., Inc 
* Hornblower & Weeks * Kidder, Peabody & Co. + Marine 
Midland Trust Co. of New York * Massachusetts Investors 
Trust + Merrill Lynch, Pierce, Fenner & Beane + Morgon 
Stanley & Co. * National City Bonk of New York * National 
Shawmut Bank of Boston * Pennsylvanio Compony for Bank 
ing & Trusts * Peoples First National Bank & Trust Co. of 
Pittsburgh * Reynolds & Co. * Standard Factors Corp. * 
Standord Federal Savings & Loon Ass'n. * Stone & Webster 
Securities Corp. * Suffolk County Federal Savings & Loon 
Association * United Business Service * United Federal Sav 
ings & Loan Ass'n. * Vance, Sanders & Co. * White Weld 
& Co 
Financial Statements & Dividend Notices 

American Marietto Co. * Armco Steel Corp. + Atlos Corp 
* Chrysler Corp. + Dayton Power and Light Co. + Detroit 
Edison Co. + Duplon Corp., The + Equitable Life Assurance 
Society + Home Insurance Co. + Knott Corp, The + Lion 
Oil Co. + Loew's, Inc. * Magnavox Co. + Rayonier, Inc 
* Safeway Stores, Inc. + Standard Oil Co. of N. J. + Union 
Oil Co. of Calif 
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’ 
Royal Feature Being Planned Breast-O’-Chicken 
i a \ . To assist Canadian newspapers . ‘ 
eager \ -++ The El Paso Times and | jj), observing the visit of Princess Account Stays With 
ne ee EI P do it | Elizabeth and the Duke of Edin- : 
. a } ase Herald-Post burgh to Canada in October, spe- Barnes-Chase in ‘Sl 
\ for you. 57.1% coverage cial feature material is being pre- 
‘ f ASY i 000 ™ pared by Stamps-Conhaim-White- San Dreco, CaL., Sept. 4—West- 
ty it 4 E ! of this $587,330, mer head, New York, general news- gate-Sun Harbor Co. spokesmen 
i t \ ket reaches more than pease Se ee Te on have emphatically denied persist- 
; erial will be dis : é as ale RE Riya : 
000 HH H > > ts that there is a change 
: to cover WEST } 80, families daily! subscribing newspapers hy pede ct “4 nach peter ic 
: ‘ Rapid, Grip & Batten, ontreal, © = . . . 
: \ yLOUS 0 TH | grays canine in advance of the royal couple's a. os “ “ - 
3 _ c a line buys both! arrival. arnes-Chase Co., San iego ' 
H FAB ; ¥ ‘ and Los Angeles, has handled the \ 
; ace : -ars. Billings in ' 
. \ | Chilton Nemes George Post account for many vears. I ; 
2 s sn Reperrag cee tng 
x \ | The Zl Paso Cimes George Post, assistant manager be half of Westgate’s Breast-O 
\ \ of Distribution Age, a Chilton Chicken tuna total about $1,000,- 
\ The nation $ | 40) INDEPENDENT NEWSPAPER publication, has been named to 000 annually. 
\ GEST \ MORNING AND SUNDAY succeed Duncan MacPherson as Harold Requa, advertising man- 
\ LAR \ salesman in the publication's New ager for Westgate-Sun Harbor, 
* \ trade \ El P York sales territory. denied that any change in agen- 
\ rritory | aso Herald - Post . cies is contemplated. When 5 
: | ” \ Hunting Opens New PR Office queried by Apvertistnc Ace he ' 
| \ a A new publicity office has been said: 
: \ — EVENING opened covering all activities of “These rumors stem from the 
| — e od euttentiy te Geter the Hunting Group of Companies, fact that a number of nationally 
| Sent enaeel Advertising Depart- London, at 35 Old Bond St. The known agencies have sent repre- 
\ — ment and Texas Daily Press League pg ne rare 5 sentatives here and I am going 
———— o strial, . . 


: . see over their methods of operation 
and allied concerns in Britain. in order to familiarize myself with 
. them. There is no present con- 
: templated change in advertising 
agencies, and there won't be a 

. change—at least this year.” 


@ Barnes-Chase executives said 


; they had been advised in advance 

a the interviews were taking place. ' 

ft Five agencies were reported to ; 

ee have been invited to make presen- . 

+ you need tations. : 
x Rumors in advertising circles { 


here have been to the effect that 
A Westgate-Sun Harbor was looking 
# a double-barreled for an agency with more wide- 
Re spread offices to handle public re- q 
et lations and merchandising work 


shotgun Welch Wine Drive 
to hit the target Expanded for Fall 


New York, Sept. 6—Fall adver- 

tising of Welch's sweet grape wine 

will amount to about twice what 

of was originally planned six months 
ago. 

Quality Importers Inc. will use 
e 148 newspapers in 136 cities, radio 
maximum sales results Spots in 20 markets, starting Sept. 
15. This will be the first intensive 
national campaign for the product. 
- Original fall plans’ included 

newspaper advertisements in only 
é in the about half as many cities. Unex- 
— pected success of the wine since 
— it was introduced in New York 


great and growing sate sit ments os, ant ber 


eS 


+ 


in other states, has resulted in the 
expanded schedule. 


bs M k @ “Taste it...you'll love it” will 

‘s etroit ar ef. be the theme for the drive, and 
ms the Welch name and bottle will be 
prominently displayed in the news- 

paper space and in outdoor posters, 

—Oone arre represents the latter used in key markets. 
The campaign will continue 
Z through the Thanksgiving and 


- + ° Christmas holidays. 
The Detroit Times Al Paul Lefton Co. handles 


Welch wine advertising. 


H ALF Smith Lineup Now Complete 


Kate Smith, who last year was 
NBC's top daytime grosser and 
: rater for television, will return to 
: . the air Sept. 10 with another com- 
: of this market pletely sponsored across-the-board 
‘a . one-hour schedule. The last avail- 

able 15 minutes has been taken by 
Singer Sewing Machine Co., New 
‘, York, through Young & Rubicam. 
Fifteen advertisers will participate 
’ -_ : in the singer's daytime video show 
a You’re missing something (4-5 pm. EDT). 
if you miss The Detroit Times 2 
Industrial Editors Elect 

F. C. (Mike) Strawn, director 
of promotion and _ publicity of 
Station KCMO, has been elected 

president of the Kansas City In- 
; 


dustrial Editors 
REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


Mactadden Names Degen 
Albert G. Degen, formerly west- 

ern manager of True Story 

Women’s Group, has been named 


western manager of Macfadden 
Publications. 
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. 
Radio-TV Dealers 
Asked to Wipe Out 
’ . . 
Fact-Twisting’ Ads 

Cuicaco, Sept. 4—Members of 
the National Appliance and Ra- 
dio Dealers Assn. are being asked 
in the Sept. 3 issue of the associa- 
tion’s publication, “Appliance & 
Radio Dealers News,” to “wipe out 
the fact-twisting ads that disgrace 
{their} industry.” 

Entitled “Our Advertising Dis- 
grace,” the article is prefaced by a 
statement from Mort Farr, presi- 
dent of the association, who points 
out that “traffic-building ads 
based on twisted facts have been 
deflecting trade from the clean, 
legitimate retailer for entirely too 
long. 

“When a customer finds ad pic- 
ture and copy are unrelated, the 
‘$99 special’ is nailed down to the 
floor, or the ‘home demonstration 
authorization’ he signed was an 
iron-clad sales contract,” Mr. Farr 
“the established, service- 
minded retailer loses his business 
to a competitor's subterfuge and, 
worse, he also loses part of the 
good name he has built up through 


asserts, 


the years.” 
@.The article suggests that deal- 
ers faced with such advertising 


practices should “monitor” the ad- 
vertising in their areas. Local dis- 
tributors should be notified, it 
states, when ads are found which 
violate honest business practices. 

Other suggested methods include 
working with the local Better Bus- 
iness Bureau and/or appealing di- 
rectly to the advertising medium 
used, as well as demonstrating in- 
dividual and collective dealer in- 
tegrity through local business or- 
ganizations 


Westinghouse Plans Drive 

Speed is the fall campaign 
theme of the electric appliance 
division, Mansfield, O., of West- 
inghouse Electric Corp., and stop 
watch demonstrations will be used 
to emphasize this feature of the 
Super-Speed Corox unit of the 
company’s electric ranges. West- 
inghouse’s “Studio One” TV show, 
newspapers and magazines will 
carry the promotion and dealer co- 
op ads of from 280 to 1,000 lines, 
plus point of sale displays, TV 
and radio spots, posters and car 
cards are available to dealers. A 
“Sugar An’ Spice” junior cookbook 
will be given free to shoppers. 
Fuller & Smith & Ross, Cleveland, 
handles the account. 


Tea Men Meet Sept. 30 
Distribution problems, including 
its present advertising program, 
will be discussed in detail at the 
annual convention of the Tea 
Assn. of the U. S. A., Sept. 30 
through Oct. 3, at the Greenbrier, 
White Sulphur Springs, W. Va. A 
record attendance of tea im- 
porters, tea packers, grocers, res- 
taurateurs and members of allied 
trades is expected. 


Elna Swiss Uses Magazines 

Elna Swiss sewing machines, 
distributed in Canada by Domin- 
ion Sewing Machine Co., Toronto, 
this fall will use magazines for the 
first time, with color pages in both 
English and French editions of a 
digest magazine in October. Muter, 
Culiner, Frankfurter & Gould 
handles the account. 


Don David Joins R&R 

Don David, formerly with Bat- 
ten, Barton, Durstine & Osborn, 
has joined the copy department of 
the Detroit office of Ruthrauff & 
Ryan 


KTSL Boosts William Brennan 
William Brennan, producer for 
Station KTSL, CBS owned TV 
outlet in Hollywood, has been 
promoted to program director. 


York Papers Name Mulligan 
The Gazette and Daily, York, 
Pa., have appointed Ralph R. 
Mulligan as their national adver- 
tising representative. 


a — 


September 10, 1951 


S. Cal. Bank Admen Elect 
Michael Donnelley, ad manager 
of California Bank, Los Angeles, 
has been elected president of the 
Southern California Bank Adver- 
tisers Assn. Other new officers are: 
Allan Herrick, ad manager of the 
Security-First National Bank, and 
E. M. Johnson, in the ad depart- 
ment of the Bank of America. 


Jordan to Alexander Smith 

Robert L. Jordan, formerly with 
L. Richard Guylay & Associates, 
New York, has been appointed to 
the newly created position of cor- 
porate publicity manager for all 
divisions of Alexander Smith Inc., 
Yonkers, N. Y., carpet manufac- 
turer. 


Salaries in Screen, 
Radio, Stage, TV 
Industry Studied 


WASHINGTON, Sept. 4—A three- 
man board has been set up by the 
Salary Stabilization Board to study 
stabilization of salaries in the 
screen, radio, stage and TV indus- 
try. 

Following public hearings, the 
panel will file recommendations on 
a program to control compensation 
in these fields. 

A similar panel has been study- 
ing salary problems of professional 


sports. 
Members of the panel are: Roy 
Hendrickson, former administra- 


tor, Agriculture Marketing Ad- 
ministration; Philip Siff, former- 
ly with Lehman Bros., New York, 
and Neal Agnew, former v.p. of 
Paramount Picture Corp. and 
Selznick International. 


39 
Acuff Joins Reynolds Metals 


W. S. Acuff Jr.. New York re- 
gional sales manager of Reynolds 
Metals Co.'s building products di- 
vision, has been boosted to indus- 
trial products sales manager of the 
division. James C. Wolfe, formerly 
with Keasby & Mattison, replaces 
Mr. Acuff in New York for the 
Louisville company. 
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DIVERSIFIED PROCESSES... that tailor 
requirements, whether 


LITHOGRAPH 


NEW YORK - CLEVELAND + BOSTON + CHICAGO + ROCHESTER 
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Creators and Producers of Packaging, Sales Service Literature, Point-of-Purchase and Outdoor 
Advertising by Lithography, Letterpress, Rotogravure, and Die Stamping 
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0 DAILY NEWSPAPER 


CHICAG 
COVERAGE and DUPLICATION. 


a sTubY BY 
se 

puBLICATION RESEARCH 

CHICAGO — 195! 


rvice 


reas Seer 


0. 2 


in A SERIES 


“Wo. M2 in an exclusive 
series on newspaper 


coverage and duplication 
in Chicago, 1951 


BY PUBLICATION RESEARCH SERVICE 


A Ad Nn sane ete: io 


How much of the Chicago and suburban market is covered 

by your advertising in Chicago daily newspapers? 
Whether you advertise in one or several, duplication 

factors make an important difference in the net market 


: : cHIC 1 Go Ss coverage of your advertising and the cost per reader 
E N = E reached. 
, SU The current extent and effects of duplicated readership 


presented by the have just been measured by Publication Research Service. 


= SSS ; You will find this information about all Chicago daily 
newspapers—singly and in every possible combination— 
in “Chicago Daily Newspaper Coverage and Duplication, 


This is the second of a series of studies sponsored by 1951.” 
The Chicago SUN-TIMES as a service to advertisers and their With it you will find additional valuable data on Chi- 
/ representatives. Like its predecessor, published in 1949, this cago daily newspaper readership by occupation and age 


study was made by Publication Research Service. groups, homemaker readership and exclusive readership. 


Figures are shown for individual newspapers in Chicago, 
in suburbs, and in city and suburbs combined. 

The study now is being printed. As soon as available, 
copies will be mailed without charge to advertisers and : 
their representatives. Watch for yours! im 


TOTAL CIRCULATION 


607,847 


CONCENTRATED AVERAGE NET PAID DAILY 
OF THE BUYING IS DONE (ABC Publisher's Statement, 3-31-51) 
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7 e ‘What combination of two Chicago daily newspapers will 
give me greatest net coverage of the Chicago market?” 


e “What additional newspaper will best augment my present 
: coverage of the Chicago market?” 


e ‘What newspaper or combination of newspapers gives me 


_ EXCLUSIVE READERSHIP 


wee -_ —— 4 wraps 


j these 
t low... you can answer the: 
: and many related questions 


| about newspaper coverage 
if in Americas No. market! 


best coverage of the homemaker market in Chicago and 
suburbs?” 

e ‘What newspaper or combination of newspapers gives me 
best coverage of a particular age group, or a particular 
occupational group?” 


e ‘How much unduplicated readership does each newspaper offer?” 


All information is presented for ready reference in convenient tables or charts like these: 
--—, COVERAGE OF TWO-NEWSPAPER BUYS 


, orn 


RR FS 


5 (City and Suburbs) (City and Suburbs) 
4 35% . | TOTAL MARKET{— ] 
; oo ! 0% 100% 
a% SUN-TIMES | ,_36% | 35% 

ae "28% plus Tribune {25% _: __|7™% 

= 27% 
ee" 
| . Tribune L 1 3% | 49% 
plus Herald-American a a ___}66% 
, — = “ 
Tribune | : 37% 149% 
i plus Daily News TL 3% | 63% 
| SUN-TIMES = [ _| 24% | 35% 
} % | we plus Daily News [26% : 58% 
d Deily News [_ 21% |32% rt 
plus Herald-American 20% : __ 158% trite wher gue 
SAT Tie ews _ Amerie - ia mans 
ews SUN-TIMES = 

cchor duly somapnee Sea Stnoinnens kentee hacheetiine plus Herald-Americon | 39% | __|55% 
: portion of exciysive readership of any Chicago daily 

newspaper. 


IMPORTANT: We believe this to be the latest and 
most authoritative study of its kind. Neither, interviewers 
nor respondents knew this research was sponsored by The 
Chicago SUN-TIMES. It was identified merely as an in- 
vestigation of Chicago newspaper reading by Publication 


Research Service. 


SUN-TI 


Pe ae 


211 W. WACKER DRIVE, CHICAGO 6 e 250 PARK AVENUE, NEW YORK 17 


After you have examined “Chicago Newspaper 
Coverage and Duplication, 1951,” check your 
Chicago rate cards. We feel sure you will agree that 
The Chicago SUN-TIMES — alone or in combina- 
tion — represents top value for your Chicago news- 
paper advertising dollar. 
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Commerce Dept. Produces Complicated 
Definition of the Term ‘Small Business’ 


WASHINGTON, Sept. 4—It took! 
90 pages to do it, but the Depart- 
ment of Commerce has finally de- 
fined that elusive term, “small| 
business.” 

Even so, it admits that its new 
study “is preliminary and tenta- 
tive in character” and says that 
“much additional statistical work 

be desirable, and much 
data on manufacturing by 
of establishment or firm is 
necessary.” 

As a90-page opus would indicate, 

small business” is not defined in 
a single sentence or in a single 
paragraph. The present attempt, 
which forms the basis of the vol- 
ume, “A Proposed System for Clas- 
sifying Manufacturing Concerns 
by Size,’ limited to manufac- 
turing concerns and does not con- 
sider wholesale, retail, service and 
construction businesses. 

The study covers 452 different 
industries and all data are derived 
from the 1947 Census of Manufac- 
tures 


would 
more 
size 


is 


s Objective of the report is “to 
learn the sizes of businesses in the 
different industries which may re- 
quire some form of special govern- 
ment assistance.” 

In order to determine the num- 
ber of employes which a manufac- 
turer may have and still be con- 
sidered small in his industry, the 
Office of Small Business, National | 
Production Authority, U. S. De-| 
partment of Commerce, set up the| 
following—almost incomprehensi- 
bile -criteria: | 

vl. Any business concern operating an| 
@ablishment with less than 50 employes 
i@ small in an industry in which one- 


If to all of the manufacturing is done 
establishments of this size 
"2. Any business concern operating an | 
ifdependent establishment with less than 
oe is small in an industry in} 
ich one-half to two-thirds of the man- | 
7, is done in establishments of | 


S size 


73) Any business concern operating ual 
iGdependent establishment with less en | 
employes is small in an industry in 
ich two-fifths to two-thirds of the| 
Manufacturing is done in establishments 
of this size 
"4. Any business concern operating an 
@Mtablishment with a given number of | 
@Mployes between 100 and 250 employes | 
ig smali if it is no larger than the maxi- 
Mum size of establishments required to 
da@ one-third to two-fifths of the manu- 
fatturing in the same industry 
5. Any business concern with a given 
flmber of employes between 250 and 
2,500 is small if it is no larger than the 


“A KEY 
ADVERTISING 
MEDIUM” 


says WABASH RAILROAD 


Yes ... the 285,000 readers of 
The Rotarian Magazine do a 


lot of traveling. Each year 
these men spend 7,595,000 
nights away from home on 
business... and 5,700,000 
nights away from home on 
vacations. No wonder this is 

a tremendous market for 
transportation. And these men 
also have strong influence on 
the freight business of their 
firms. Yet only 32% of these 
top ranking executives are 
reached by the combined 
circulations of the other 

four leading business executive 


publications. 


holarian 


WACKER OR, CHICAGO Ff, tht. 


Maximum size of establishments required 
to do one-third of the manufacturing in 
the same industry 

“6. Any business concern with 2,500 or 
more employes is large 

“7. A central office company, one which 
operates more than one establishment, is 


“8. If the above standards should permit , 


a choice of the number of employes in 
small business concerns for a particular 
industry, the lesser number is to be es- 
tablished.” 


@ The major purpose of the def- 
inition, the report candidly admits, 
is “to find a practical [Ed. Note: 
This is practical?] way to deter- 
mine the sizes of businesses which 


large unless the summation of the num- 
ber of employes in all of its establish- 
ments does not exceed the number for 
a small manufacturer in the industry in 
which it is classified 


may require some special assist- 
ance from government in order for 
them to make their fullest con- 
tribution.” 


| The Commerce Department re-) 
| pert examines previous definitions 


of the term, “small business,” and 
rejects them as inadequate. 

For example, the Selective Serv- 
ice Act of 1948 considered an es- 
tablishment small if its position in 
the trade is not dominant, if the 
number of employes does not ex- 
ceed 500 and it is independently 
owned and operated. 


@ This definition does not work 
well in discussing such industries 


Advertising Age, September 10, 1951 


as smal] arms ammunition manu- 
facturers, tires and inner tube fac- 
tories and synthetic fiber plants, 
where almost all of the plants in 
the industry employ more than 
500 persons. 

Under the new definition, how- 
ever, a small corn products manu- 
facturer employs fewer than 1,000 
people and such plants do 33% of 
the manufacturing. A vinegar and 
cider manufacturer is considered 
small if it employs fewer than 50 
people—and 100% of all vinegar 


Return Line 


compels immediate desire to inspect lead articles. 


Expanded Editorial Staff 


To intensify on-the-ground coverage of practical, how- 
to-do-it developments in the field. 


Expanded Circulation Operation 

To reach every key man with a basic power interest— 
in a consulting engineering firm, a public utility, a 
manufacturing plant, oil refinery, steel mill, etc., or 
a service establishment such as a hospital, hotel, in- 
stitution, laundry, etc. 


Decreasing Starting Current. 


Power for Palermo © 


Corrosion 


New Printing Plant 


Beginning in August, POWER ENGINEERING joins 
such outstanding magazines as Reader's Digest, Harp- 
ers, Architectural Record, Apparel Arts at Rumford 


Press in Concord, N. H. 


New Staff Artist to Streamline Format 


James E. Wilcox, in consultation with outside experts, 
will constantly work for improved presentation tech- 
niques and fast reading layout to provide the most 
readable publication for power engineers. 


Expanded Sales Staff 


Additional sales personnel permits intensification of . 
service to advertisers throughout the country. 
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and cider is made in plants with; Bread, bakery products 100 «= 42'—C#«, Blouses and waists 50 6 62-—S,s« Photoengraving 
fewer than 50 emploves Flour and meal 100 4l Children's outerwear 75 58 Typesetting 
. : Pp yes. . Ice cream and ices 100 Lad Handkerchiefs 75 51 Essential oils 
Selected industries, the maxi-| mait liquors 325 «35 Millinery 50 655 ~— Insecticides, fungicides 
mum number of employes in the Meat Packing, wholesale 375 35 ##$Women’s outerwear 75 63 Paints and varnishes 
“ ” s Prepared meats 100 53 Fruit, vegetable baskets 100 39 Pharmaceuticals 
= ro and the = cent of Oleomargarine 125 37 Cooperage 100 47 Printing ink 
€ total industry manufacturing Shortening, cooking oil 175 3 Plywood plants 250 % Toilet preparations 
done by small establishments are: | Soft drinks, bottled 50 64 | Upholstered furniture 100 06=s 53—é«éPetcoleum =refining 
Industry Max. *Per Sugar cane 800 M =| Metal office furniture 425 44 Footwear, cut stock 
No. Cent | Cigarets 1,500 xu“ | Envelopes 125 38 Vitreous china 
Em- Mfg. Cigars 325 35 «6| Paper bags 175 34 food utensils 
ployes Done Carpets and rugs 100 37 «| Pulp mills 325 « Floor and wall tile 
, in by Cordage and twine 200 35 «| Bookbinding 125 40 Steel foundries 
Small Smal Floor coverings, | Commercial printing 100 55 Steel works, 
, Busi- Busi-| hard surface 800 33 | Greeting cards 275 33 rolling mills 
ness ness Hats, fur-felt, hat bodies 175 38 News| 175 u« Cutlery 
Biscuit, crackers, pretzels 375 33°: | Full-fashioned hosiery 175 35 «|: Periodicals 225 uM Lighting fixtures 
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Edward Valves. Inc. 
Elliott Co 
Engineer Co., The 
Erie City Iron Works 
Everlasting Valve Co. 
Flexitallic Gasket Company 
Fluor Corporation, Ltd 
Foster Engineering Company 
Foster Wheeler Corp 
Garlock Packing Co., The 
General Coal Company 
General Electric Company 
pe nea Co. ; 
Beaumont Birch Com Gilbert Associates. = 

Goodall Rubber Co 
——g cocking £ & “Rubber on. Wee Graver Water Conditioning Co 
4 Biddle Co.. Fist, G Green Fuel Economizer Co., Inc. 
Bird-Archer Co.. The Grinnell Co., Inc. 
; Black. Sivalls & Bryson. Inc Griscom-Russell Co., The 

Bowser, Inc. Hagan Corporation 
Bridgeport Brass Co. Hall Laboratories, Inc 
Builders-Providence. Inc are eee. yas 
nfilco Incorpora 

" pee heyy Lg International Nickel Company. Inc., The 
. Childers Manufacturing Co Johns-Manville 
H Cities Service Oil Co pw = ap orporation, The 
; 
gq 


Air Preheater Corp.. The 
Allis-Chalmers Mfg. Co 

American Chimney Corp 

American District ‘Steam , Company. Inc 
American Engineering 

American Pulverizer f° 

American Water Softener Co.. The 
Armstrong Machine Works 

Atlas Valve Co. 

Babbitt Steam Specialty Co. 
Babcock & Wilcox Co., The 

Bailey Meter Company 
Baldwin-Hill Co 


Cleaver- cae hy Company 
Cochrane Corporation 
Combustion Engineering-Superheater. Inc 
Condenser Service & Engineering Co.. Inc. 
' Coppus Engineering Corporation 
(J Crane Co 
Crane Packing Co. 
Darling Valve & Mfg. Co 
Dart Union Co. 
| Davis eo Corporation 
Davis Regulator Co. 
Dearborn Chemical Company 
: De Laval Separator Co., The 
| Detroit Stoker Company 
PF; Dowell Incor 4 4 
. Drew & Co. F 
: Eastern Gas and Fuel Associates 


Manning. Maxwell & Moore. Inc. 

Marley Company, Inc., The 

National Airoil Burner Company. Inc. 

National Aluminate Corporation 

National Valve & Mfg. Co 

Niagara Blower Come any 

Nicholson & Co.. + 

Northern ieiesah Company 

Norton Company 

Ohio Injector Co 

Pacific Pumps, Inc 

Permutit Co.. The 

Prat-Daniel Corp. 

J. F. Pritchard (Equip. Div.) 

 Proportioneers. Inc. % 
ybestos—Manhattan, Inc. 


These 126 Regular Advertisers Offer Proof of POWER ENGINEERING’s 
Acceptance as a Direct Channel to the Power Market 


Read Standard Corporation 

Reliance Gauge Column Company 

Republic Flow Meters Co 

Richardson Scale Co. 

Riley Stoker aqpesetion 

Rockwell Mfg. ¢ 

Rohm & Haas Compeny 

Roto Div. of Elliott Co 

R-P & C Valve Division. American Chain 
& Cab 


“able 
R-S Products Corporation 
Sarco Company, Inc. 
Schutte and Koerting Co. 
Simplex Valve & Meter Co., The 
Sinclair Refining Co 
Southern Coal Company, Inc 
Standard Oil Co. (Indiana) 


Stone & Webster Engineering Corporation 


Subox. Inc 

Sun Oil Company 

Swartwout Company. The 

Taylor & Co., 

Terry Steam Turbine Co., The 

Texas Co.. The 

Thermix Corp., The 

United States Rubber ama 

United States Steel Cor 

Universal Atlas Cement Poo (Lummite 
Division) 

Vogt Machine Co., Henry 


Vulcan Soot Blower Division. Continental 


Foundry & Machine Company 
Wallace & Tiernan Products. Inc. 
Warren Steam Pump Co., Inc 
Western Chemical Company 
Western Precipitation Corp. 
Westinghouse Electric Corporation 
Wheeler Mfg. Co., C. H. 

Wickes Boller Co., The 

Wilson. Inc Thomas 

Wing Mfg. Co., L 

Worthington “LX & Machinery Corp. 
Yarnall-Waring Company 


TECHNICAL /owet co., 110 Gu DEARBORN Ite CHICAGO 3, ILL. 


Publishers also of Plant Engineering 


ie 


, TECHNICAL py 


: One of our district managers will be glad to "10'S. DEARBORN rye co. 
t tell you more about this expanding program of 7 Phease have diate CAGO 3, 14 
7 POWER ENGINEERING and the unmatched ad- will Fit our advertising matt al! te give tacts 


vertising value it offers to manufacturers of 
power equipment and supplies. 


cla atttiinasel 


MAIL MEMO FOR FACTS 
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Tin cans, other tinware 325 uM 
Computing, related 

machines 2,200 33 
Machine shops 100 M 
Printing trades 

machinery 325 M 
| Tractors 2,500 a4 
Vacuum cleaners 1,250 33 
Electrical appliances 550 M 
Electric lamps 75 M 
| Phonograph records 300 M 
Radios, related products 750 3 
Aircraft 2,500 ll 
Boat building, repairing 100 46 
Dental equipment, supplies 150 35 
Watches and clocks 425 33 
| Costume jewelry 100 3B 
| Dolls 1000 48 
| Fireworks wo 08043 
| Jewelry 

(precious metal) 100 58 
Matches 350 “ 
Signs, adver- 

tising displays i) 60 
Small arms 700 32 
Small arms 

ammunition 2.500 33 
Umbrellas, parasols, 

canes 64 
*Per cent of manufacturing done by 


small establishments was estimated by 
interpolating on the basis of value added 
by manufacture 


Lowe Appoints Seelig & Co. 

Seelig & Co. has been \orm 
to handle the account of B. Lowe, 
St. Louis old gold buyer 


The COURIER-EXPRESS 


SELLS. 


/ WESTERN NEW YORK 


Becavse WESTERN N.Y. 
1S SOLD ON THE 
COURIER-EXPRESS 


one REASON complete, 


factual, unbiased reporting. 
An outstanding local staff com- 
bines with six great news sefv- 
ices... three of them pare 
with the Courier-Express in 
Buffalo . . . to bring Western 
New Yorkers the full, up-to- 
the-minute word and picture 
story of world, national and 
local happenings. i 


Associated Press 

| International News Service 

*Chicago Tribune , 
United Press 

* Overseas News Service 


*New York Times Foreign Service 
*Exclusive with the C-€ in Buffalo 


is found in the 


fact that more people* buy the 
Sunday Courier-Express than 
any other paper in the State, 
outside of New York City... 
and that the Morning Courier- 
Express is the proved medium 
to best sell those families with 
the most money to spend. 


290,348 ABC Audit, 9/30/50 


COLOR 


for Greater Selling Power 


Full color (two, three or four) 
available weekdays .. . black 
plus one color, Sundays. 


BUFFALO 
COURIER 
EXPRESS 


Western New York's Only Morning 
REPRESENTATIVES: 
SCOLARO, MEEKER & SCOTT 


It Gets Results Because It 
Gets Read Thoroughly 
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| ANNOUNCE THE GREATEST CHRISTMAS 


“ 


ee 


ee ee ee 
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HISTORY OF THE 


If you pick up the December 2nd issue of PUCK, the national Comic Weekly, you'll see a sight 
to make any ad man’s carnation bloom! 

You'll see a partnership between advertisers and a publisher in a retail promotion that’s 
never been equalled! 

Here, in short takes, are the Vital Statistics on this history-making project. 

THE OBJECT: To move a virtual ocean of Christmas gift merchandise through retail drug stores 
— to make the neighborhood druggist the logical gift center of the community. 

THE METHOD: An eight-page, full-color spread of gift item advertising sponsored by McKesson 
& Robbins, sparked by the theme: “THIS YEAR, TRY YOUR DRUGGIST FIRST!” 


NL 
we A 


tir, 


THE ADVERTISERS: Cooperating in the promotion are: 


AMERICAN SAFETY RAZOR CORP. LANDERS, FRARY & CLARK 
AMITY LEATHER PRODUCTS CO. McKESSON & ROBBINS, INC. 
B-B PEN CO. MOHAWK BRUSH CO. 
THE BARBASOL CO. NORTHAM WARREN CORP. 
JOHN H. BRECK, INC. PERSONNA BLADE COMPANY, INC. 
BOURJOIS, INC. THE PROCTER & GAMBLE CO. 
BRISTOL-MEYERS CO. PRO-PHY-LAC-TIC BRUSH CO. 
BYMART, INC. REMPEL MANUFACTURING, INC. | 
CARNELL MANUFACTURING CO. RITEPOINT CO. INC. ‘ft 
CHAMBERLAIN SALES CORP. SCHNEFEL BROTHERS 
CHERAMY, INC. SCRIPTO, INC. 
COTY, INC. SEIBERLING LATEX PRODUCTS CO. h 
CROYDEN TEK HUGHES , 
THE DeVILBISS CO. TOWNE LUGGAGE, INC. } 
DOESKIN PRODUCTS, INC. THE UNITED STATES TIME CORP. ¥ 
EAGLE RUBBER COMPANY, INC. L. E. WATERMAN CO. 4 
HUDNUT SALES COMPANY, INC. WECO PRODUCTS CO. - 
IDEAL TOY CORP. ALLEN B. WRISLEY CO. 

; 


or 


THE MEDIA: PUCK, the Comic Weekly and 15 other independent Sunday comic sections. 
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Mc KESSON « ROBBINS 


WHOLESALE DISTRIBUTORS 
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ani McKESSON ROBBINS 
RETAIL GIFT PROMOTION IN THE 
DRUG INDUSTRY = 
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CIRCULATION AND READERSHIP: Total circulation exceeds 12,500,000 for a readership of 
more than fifty million family members. 

4 THE STORES: 35,000 druggists in more than 10,000 active retail communities of 1,000-and-over 
a population. 

POINT-OF-SALE: The world-famous PUCK comic characters take a history-making bow in 
retail drug stores . . . Jiggs and Maggie, Dagwood, Blondie, The Little King, Popeye, Flash Gordon 
and others . . . Big streamers, bullseyes, pennants and counter cards will make the tightest tie-up 
; between here’s-what-to-buy and here’s-where-to-buy-it the merchandising world has ever seen! 
} ADD DEALER STIMULUS: $5,000 in cash prizes to druggists for best photos of window and 
interior displays. 

REPRINTS: Millions of four-color-8-page reprints of the Gift Section will be picked off counters 
and sent to homes via mail and messenger. 
= OVERALL EXPLOITATION: The big promotion will be headlined by a full page in the Saturday 
. 2 Evening Post, and full Fall schedules in a complete list of industrial and advertising trade papers. 
WHOLESALE PICTURE: An army of 1500 salesmen, comprising the national sales staff of 
McKesson & Robbins and the regional staffs of the Henry B. Gilpin Company, Kauffman-Latimer 
) ! Co., Smith, Kline and French Inc., will work on the promotion . . . 300 telephone clerks will “stand 
a by” in the McKesson & Robbins offices . . . Spotlighted displays will be seen in 73 McKesson & 
Robbins regional showrooms . . . Joint Sales meetings of Puck Trade Extension Division reps and 
2 McKesson & Robbins regional sales managers will be held throughout the country. 

} NOT-SO-VITAL STATISTICS: If all the newsprint used in the McKesson & Robbins Gift Section 

} and the millions of full color reprints were piled page by page, they would tower 100 times as 
high as (what else) the Empire State Building... would weigh 80 times as much as a loaded 
commercial airliner .. . reach twice around the world . 

It’s too early, at this point, to do any more than highlight this tremendous promotion. In the 
next month or so, your PUCK representative can give you full details of this precedent-breaking 
t¢ operation. 
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C WEEKLY 


The Only NATIONAL Comic Weekly —A Hearst Publication 
63 Vesey St., N. Y., Hearst Bldg., Chicago, 406 Hearst Bldg., San Francisco 
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New... 
— 
F Magic Folder 


The Trickiest Most Useful Billfold 
Ever Offered 
AN INTRIGUING GOOD-WILL BUILDER 
Solves your “search” for a ‘‘different” 
name-imprinted novelty give-away. Magic- 
ally and mysteriously locks bills securely 


Recipe Foods Starts 
Chili Sauce Drive 
in Key Newspapers 


Baltimore, Sept. 4—Recipe 
Foods Inc. is using a “redoubled” 
advertising budget this fall on ex- 
tensive key market newspaper cov- 
erage for its Bennett's chili sauce. 

The stepped-up local campaign 
augments the Bennett regular 
schedule of national magazines 
and newspaper supplements. Ads, 


To encourage retailer coopera- 
tion in the fall drive, Bennett's is 
offering a specia] display allow- 
ance in its in-store merchandising 
program during the September- 
October period, as well as em- 
phasizing its regular cooperative 
ad allowances. 

Full benefits of the retailer in- 
centives are summarized in a trade 
ad scheduled for this month’s is- 
sues of Chain Store Age, Food To- 
pics, Progressive Grocer and Super 
Market Merchandising. . 

S. A. Levyne Co. here is the 


under cross straps—with o quick “turn which started late last month, will agency 
over” of the Folder—separates dollar bills appear in 54 newspapers in key 
from larger bills in a twinkling—appears to. metropolitan markets and will Hollingbery Adds Three 
ee lange os artery stress the “folksy” copy used in  GeorgeP.Hollingbery Co., radio- 
to another, each time the i le ™ 7 “ nae .* M4 =$ a ee ‘ 
Size 6%” 2 3%” closed; pure virgin vinyl a npr mage hen nen po AE ra a —- POINTS UP THE IDEA- This rooftop sign by James McCreery & Co., New York 
plostic; won't dull; ovtweers leather; nied. ages Bae a wel saat Ghent aioe el C. Page department store, was directed at an exclusive audience—women who work in 
: ern replacement for the conventional wallet; The Ame oan eekly, ‘ tte r formerly of Americ: Broadcast . the Empire State Bldg. across the street 
* for pocket or purse; color choices. Write a & ey a ar Soar Git ae ee ee 
today for quantity prices and circular. verywoman s, Family Circle, Life, agape ones KURT a 7 Hy 
~ CHARMS & CAIN (mfrs.) ag —~ he rday ——~s Tex Rd ey Juan tone McCreery Store Again Uses Outdoor Sign 
: on St.. Dept. AA-2, Chicage 5, ttt. Post, This Week Magazine, West- ati Bingh: > ; 
- $. Dearborn St., Dep go play Si Sagat -nacommgy Say | _ WINR, Binghamton, to Reach a Highly Select Group of Women 
EE ——— — New York, Sept. 6—This is a 
report about a magazine-store tie- 
¥ up, and also about the world’s 
z Ww a7 ran , most exclusive outdoor audience. 
Pa ~ x > es The magazine-store promotion 
; q rt & is between Woman's Home Com- 
LOS A i) G & LE gq TV com EADLI Fe £ be . panion and James McCreery & Co., 
2 _ re \ ] P New York department store. An 
ie ¥ \ CA eter fo. 4 es eight-page section in the Septem- 
? = Z.) - . a CN r {> ber Companion is devoted io 
— = Y SN) yaoi OT ss 8 ce > ASS @ “Good Companions” in home fur- 
eo Fe QRS ! ‘6 a a." Awa} \—* | iP> SX ha" nishings and fashions. 
ce g a” - : PO} ; > c “A The store staged a fashion and 
. FF home show on its fourth floor, 
o> with four magazine editors on 
“ hand to talk to the customers, 
+ along with Sara Pennoyer, Mc- 


Charles L. Glett, formerly v.p iL 
in charge of TV for the Don Lee > 
Network and recently administra- 1 
tive assistant for Station KTSL, t 
Looking for a five-a-week daytime Proof of popularity? Plenty! During the 10- Hollywood, has been named v.p | 
¥. ’ j 2 ’ . e in charge of network services, , 
audience TV participation show to week period ending July 16, this popular daytime Hollywood, for the CBS radio di- b 
. , “s aes received 33.362 pieces of mail vision and separately for the net's | 
move your product in the hooming variety program received 33.362 | F TV division 
5 = sewers! William D. Shaw, now eastern 
Los Angeles market? from viewers! odin aes areas tame tee \ 
s: Look no further. This is it! Here's a variety Yes. Bill Stulla has the viewers... the custom- been named general manager of . 
fe hg : ‘ Station KNX, Los Angeles, and 5 
3 program packed with action: music, entertain- ers you want to reach in Los Angeles with your = eee io = Network. it 
, : a : —= cdwin Buckalew, sales manager ‘ 
ment, games, fun. Primary appeal is to the sales story. Spots are available on this “high of the Columbia Pacific ate { 
: housewife. But there's also a tremendous audi- audience-rated” fun show. an aes, wel _— Se — a Bis conbstant i 
ence of children and men. Iywood, or your nearest NBC Spot Sales Office work. Irving Fein has been ap- x 
A : . — pointed director of publicity for 
7 It's “Bill Stulla’s Parlor Party” on KNBH for complete information regarding > * CBS radio in Hollywood, with 


(Monday thru Friday, 2-3 PML). 


“Bill Stulla’s Parlor Party? 


\ ¢~ { 
\ ee 
SOS 4 


Creery v.p., who was in charge 
of the event. Each of the eight 
pages is reproduced in a _ store 
window and all of the merchan- 
dise featured in the section was 
promoted during the week in Mc- 
Creery’s. 


@ In addition, McCreery used both 
newspaper advertising and _ its 
unique “outdoor sign.” 

The store is located opposite 
the Empire State Bldg. on 34th 
St., and for the past year has used 
its roof to lure the thousands of 
working girls in the huge tower 
into its aisles 

This idea, too, is credited to 
Mrs. Pennoyer. One of the firs: 
roof messages (around Christmas- 
time of last year) read: “Come 
on over, Empire State!” Another, 
when the towering skyscraper got 
its halo of TV antennas, said fond- 
ly, “Hi, Empire State! We like 
your new TV hat.” 


Glett Appointed CBS V.P., 
Others Named to Net Posts 


Lloyd Brownfield continuing as 
press director for the radio divi- 


ees nh As sion, and Robert Meyer has been 
a. Goat named director of press informa- 
i eo (a tion for the television division 
_— % | 
“s ~\ TO SELL THE BUYING y |\ 
< NBC HOLLYWOOD - abe \ Start Sanforlan Push 

pe fe -% The Sanforized division of Clu- 

toes TT ett, Peabody & Co. New York, 


MILLIONS IN AMERICA’S 


} 
2ND LARGEST TV MARKET i! 


a - 
han 


started its fall campaign for San- 
forlan, shrinkage controlled wool- 
ens, with a b&w page in the New 
York Times Magazine Aug. 19 
Three more insertions are sched- 
uled there through December as 
well as four b&w pages in Life. 
Extensive direct mail to merchan- 
dising executives is also planned. 


‘Young & Rubicam is the agency. 
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Buzlt at the retail level to get 2 
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Selling the consumer today still in- 
volves selling the retailer but, more 
than ever before, selling the re- 
tailer involves selling the con- 
sumer. What the retailer wants to 
sell is what the consumer wants to 
buy. 

To get retailers to take on your 
line—and to keep it—advertis ag 
today must be planned and used to 
build a consumer franchise ex- 
pressed as an important share of 
the day-to-day buying by consum- 
ers relatively undisturbed by com- 
petition. It must deliver the con- 
sumer at the store with a pre-sold 
preference for your brand. 

Token advertising or advertising 
designed primarily to impress re- 
tailers is no longer adequate. Re- 


tailers have little time to give to 


personal selling. With hundreds 
and thousands of items in stock 
clerks have only enough time to 
learn about and push a few. 

The Chicago Tribune has worked 
out a procedure that recognizes the 
intensified need for manufacturers 
to base their operations on actual 
conditions at the retail level. It is 
tied into the retailer's greater need 
for volume and turnover and his 
increasing emphasis on self-serv- 
ice and fewer brands per product 
classification. 

Based on a first-hand knowledge 
of selling the consumer in Chicago, 
the Tribune plan has the enthusi- 
astic support of retailers. It earns 
larger store displays and better 
shelf position. It gets more effi- 


ciency from the work of your sales 


staff. It involves no special dis- 
counts, deals, premiums or cut 
prices. 

The plan works in the big unit 
field as well as in the packaged 
goods fields. It can be employed in 
any market. It can get the immedi- 
ate sales volume you want. It can 
give you the strong market position 
you want as a foundation for ex- 
pansion. 

This is the kind of a program 
that appeals to executives faced with 
high break-even points and stiff 
competition. A Tribune represen- 
tative will be glad to tell you how 
you can use it in your drive for 
greater sales. Ask him to call. Do 
it now while the matter is fresh in 


your mind, 


CHICAGO TRIBUNE 


THE WORLD’S GREATEST NEWSPAPER 


CHICAGO TRIBUNE REPRESENTATIVES: 
Chicago _ New York City _ Detroit San Francisco Los Angeles 
A. W. Dreier E. P. Struhsacker W. E. Bates Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
1333 Tribune Tower 220 E.42nd St. Penobscot Bldg. 155 Montgomery St. 1127 Wilshire Blvd. 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


QeNGEEE SEU 


q volume for the manufacturer- | 


The Chicago Tribune | 
Consumer-Franchise Plan! } 
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DO You NEED to advertise to 
western heavy-duty truckers in Califor- 
nia, Oregon, Washington, Idaho, Ne- 
vada, Utah and Arizona? 

WESTERN TRUCKING NEWS 
SERVICE (established 1937) is the 
most economical way to cover this field 
and carries advertising of such firms as 
White, Diamond T, Reo, Utility, Budd, 
Kenworth, Peterbilt, Cummins, Fuller, 
Shell, etc. 

We will be pleased to send you a sam- 
ple copy, advertising rates and sales 
talk which is brief. This is the only 
way you will ever hear of the publica: 
tion since due to the offset printing 
format we are not listed in SRAD. Also, 
our low rates do not permit the pay- 
ment of either agency or cash discount. 

if vou are interested, write 


S. D. McFADDEN NEWS BUREAU 
7 Front Street + San Francisco 1!, Calif. 
Also publishers of 
WESTERN PACKING NEWS SERVICE 


(Advertisement) 


Administration Now Prefers 
Millikin-Type Amendment 

WASHINGTON, Sept. 6—The Sen- 
ate banking and currency commit- 
tee meets Monday on the adminis- 
tration’s bid for a toned-down 
Capehart amendment. Now that 
the name calling has subsided, the 
administration is offering to com- 
promise pretty much on the Sen- 
ate’s original amendment. 

Warned that Congress will insist 
on a cost formula which protects 
manufacturers from a squeeze on 
post-Korean increases in overhead 
costs, Mobilization Chief Charles E. 
Wilson has suggested a formula 


By STANLEY E. COHEN, Washi 


gton Editor 


which reads like the so-called Mil- 
likin amendment—the adjustment 


formula written into the version | 


of the price law passed 
Senate in July. 

As adopted by the Senate, the 
Millikin amendment called for a 
“reasonable allowance” for recent 
increases in indirect costs, includ- 
ing research, sales and advertising. 
In the Senate-House conference, 
the formula was changed and be- 
came the Capehart amendment, 
requiring full allowance for all 
post-Korean cost increases. 

The administration contends that 
the Capehart amendment inevit- 


by the 


Advertising Age, September 10, 1951 


ably means hundreds of thousands 

of cost accounting audits, but that 

Millikin-type adjustments could be 

given on an industry-wide basis, 

keeping the red tape to a minimum. 
e ” = 

Is or isn’t Eric Johnston resign- 
ing from his economic stabilization 
post next month? According to re- 
ports here, he will; but on the eve 
of a European trip, he denies that 
his plans are complete. 

Allegedly, there is friction be- 
tween Mr. Johnston and Defense 
Mobilization Chief Charles E. Wil- 
son. Mr. Wilson reportedly plans 
to absorb Mr. Johnston’s stabiliza- 
tion powers. 

Mr. Johnston's leave from Mo- 
tion Picture Assn. of America ex- 
pires Oct. 24. So he has to make a 
decision before long. 

7 . +. 

Dissent by Commissioner Robert 
Jones last week supports the feel- 
ing here that FCC’s forthcoming 
hearing on Paramount's TV appli- 


CANTON, OHIO - shopping center 
for a balanced 
$467,000,000 market 
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| 99.4% home delivery 
in the Canton City Zone 
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A Brush-Moore Newspaper, Nationally 
represented by Story, Brooks & Finley 
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156,000 people 
now live in the 
Canton City Zone 
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No other newspaper 
gives merchandisable 
coverage of this rich 
northeastern Ohio market 


cations and the ABC-United Para- 
mount Theater merger will be the 
most controversial in commission 
history. 

Citing anti-trust records of Para- 
mount directors, Commissioner 
Jones argues that FCC should not 
touch the merger until it com- 
pletes its investigation of past 
Paramount activities. 

“We shouldn’t even think of a 
hearing on the merger,” he says, 
“until we decide Paramount has 
something to transfer.” 

Anti-trust and theater TV issues 
of the Paramount case are tough 
by any standard. Now Commis- 
sioner Jones has served notice that 
he has some strong convictions. 
Last time he had strong convic- 
tions was when FCC went into 
color TV. That hearing took 18 
months and was decided his way. 

> . e 

An estimated 33,121,000 persons 
—more than a fifth of the national 
population—started back to schools 
and colleges for the 1951-52 aca- 
demic year, according to the Office 
of Education. That compares with 
32,703,000 registered last year. 

Increases are largely at the ele- 
mentary school level, where enroll- 
ment will be nearly 24,470,000, 
compared with 23,686,000 last year. 
Secondary school registration, still 
reflecting low depression-year 
birthrates, increases only fraction- 
ally from 6,142,000 to 6,168,000. 
The tapering GI program drops 
university registration from 2,500,- 
000 to 2,225,000. 

. + . 

Retail sales figures for July com- 
pare badly with July, 1950, but 
government officials are not 
alarmed. They point out that July, 
1950, was the peak of the first 
post-Korean buying scare. 

The marriage license curve par- 
allels retail sales. Licenses issued 


in July, 1951, were down 13.2% 
from the July, 1950, rush. 
+ + e 
The Budget Bureau is urging 


government agencies to shift their 
statistics to a postwar base. Most 
reports, like Bureau of Labor Sta- 
tistics’ cost of living index, are on 
a 1935-39 basis. Budget’s division 
of statistical standards thinks 
1947-49 is the logical point for a 
fresh start. 

The changeover will be taking 
place early next year. As revised 
index figures are prepared, each 
series will be carried back to give 
pre-1947-49 data in terms of the 
new base. 

It means smaller figures to work 
with, and a sharper picture of the 
present in terms of the pre-Korean 
(but postwar) past 

- . e 

Since Canadian newsprint mak- 
ers won't come here, the House 
interstate commerce committee's 
special newsprint subcommittee is 
in Montreal, going over U. S.-Ca- 
nadian newsprint relations. Similar 
trips during World War II resulted 
in informal agreements assuring 
the U. S. sufficient newsprint to 
meet all emergencies. Committee 
members will undoubtedly look 
into price as well as supply prob- 
lems. 


Names Beckwith Sales Head 

Aaron Beckwith, formerly com- 
mercial manager of Station 
WAGE, Syracuse, has been named 
to fill the newly created position 
of general sales manager of United 
Television Programs, New York. 
He will direct local and national 
sales for the TV film distribution 
company. 


Philly Movies Set Drive 

_The Greater Philadelphia Coun- 
cil of Motion Picture Exhibitors 
will spend about $100,000 in the 
next three months on newspaper, 
outdoor, radio and TV advertising 


. extolling the virtues of the motion 


picture. 


Hurley Joins ‘TV Time’ 
John R. Hurley has resigned as 


| program manager of the Don Lee 


Broadcasting System to become 
assistant to the publisher of TV 


' Time, Los Angeles. 


a a es os 
3 an ” , ve Wi ' ‘ ; = | ) : 
: Sail : / ; (ses 
-=. Ch x oe S eek 9 ES ‘Ft ; 
= = 4 . wi wy ) * . at = 

a AES a) Be EOS i eh age conn 

S,. ee ev ? ALO. = “F 

oe a 3 a P = t 4 
hoi a : 
i OTE Ee j q A 
’ ee La i 

x 4 
‘ ' | 

ee 

; - 
; | pe | | 
t _ ; A : # 7% 

J 7 

= g 
a 

E y j ; ) . 

, 
as 7 4 
“a . 

a a 
hf \ 

i | " 

& 

e. | 
:/ if % 
i ® 
at t 

a J p, 

: 

u < — RTS x : 

4 ; ~ —— ‘ : ar ai 4 

oF _ — Syms g ap a | . 

i) i =. ea nna 7 i 1 4 

E mn Sota 2 : = ; 4 

Me 4 s—S as —_ on : 

e = — ~~ en - } 

Pe RE ; = $2 9 a be 1 
E . T iN q | | | : | 
ee i a eae S = y ¢ 

ee » | 
‘ 2 ; i \ 1 - 
‘ \ 4 ie Bs ad ¥ } 7 
at aris hPa : 7 ; ‘ 2 | F 
iS a y 2 s , | 
‘5 ar 
, ws | i, 
| ! | 
¥ 
— ee | 
7 z 
? a 
ce. ¢ 
, ’ 
~~ 3 
“s 
” “ sf . ? 


i 


- oe 


KNOW MORE—GROW MORE—EARN MORE 


ENROLL IN 


Chicago's 1951 Advertising Workshop 


PRESENTED BY THE CHICAGO FEDERATED ADVERTISING CLUB AND THE WOMEN’S ADVERTISING CLUB OF CHICAGO 


Practical, down-to-earth clinics on eight vital phases of advertising 
—under the direction of outstanding authorities 


OPENING LECTURE MONDAY, SEPTEMBER 17 
CLINIC SESSIONS BEGIN WEEK OF SEPTEMBER 24 


COPYWRITING 


7 Monday evening sessions, September 24-November 5. Starting with the 
psychological approach of knowing people, down to the practical and factual 
testing of copy. This series will prove valuable to anyone interested in or 
having to do with copy. 


MARKETS & MARKETING 


7 Tuesday evening sessions, September 25-November 6. Fach session devoted 
to the marketing of a different product. Each will cover research, sales pro- 
motion and media involved with each product. Each session will present 
speakers not ordinarily heard. 


ART & LAYOUT 


7 Wednesday evening sessions, September 26-November 7. Functions of Art 
in Advertising—Layout and Art for Consumer Magazines—Business and 
Industrial Magazines—Newspapers—Literature—Mail Order Catalogs. All ses- 
sions will be held in leading art studios, affording an opportunity to “get the 
feel” of these workshops and their facilities. 


TELEVISION 


7 Wednesday evening sessions, September 26-November 7. Some of the coun- 
try’s pioneers in television have consented to “take down their hair’ and tell 
all about the requirements for Directing, Producing, Continuity Writing, 
Commercial Writing, Film Requirements and Time Buying. The Course will 
tie together the whole TV picture. 


ALL SESSIONS WILL START AT 6:30 P.M. 


INDUSTRIAL ADVERTISING 


7 Thursday evenings, September 27-November 8. This year, the Work- 
shop brings you for the first time a specialized course on Industrial Advertising 
to discuss: The Problems of the Industrial Advertising Manager, The Prob- 
lems of the Agency, Industrial Market Research, Industrial Copy, Design, and 


Business Papers. 
RADIO 


7 Thursday evenings, September 27-November 8. This completely new 
course this year has been prepared to meet a general demand for more instruc- 
tion on the specialized requirements and opportunities encountered in the 
fabulous field of broadcasting. It covers Planning Your National and Local 
Programs, Continuity Writing, Producing, Directing, and Research, 


PRODUCTION 


7 Friday evenings, September 28 - November 9. Typography—Engravings 
—Electrotyping — Printing. Three of these 7 sessions will feature plant 
tours where typography, engravings, and electrotyping can be studied “in the 
making.” This clinic under the direction of the Advertising Agency Produc- 


tion Men’s Club. 
DIRECT MAIL 


7 Friday evenings, September 28-November 9. How to Write Success- 
ful Direct Mail Copy—Direct Mail Planning—Color in Direct Mail Adver- 
tising—Tools of Direct Mail—Art and Layout—Industrial Direct Mail— 
Dealer Direct Mail—Catalog Selling—Selling by Mail. These 7 vital sessions 
under the expert direction of the Chicago Direct Mail Advertising Club and 
the Mail Advertising Service Association. 


OPENING LECTURE. 


MONDAY, SEPTEMBER 17 
PLACE: TERRACE CASINO, MORRISON HOTEL rime: 6.30 P.M. 


“OPPORTUNITIES IN ADVERTISING” 


ENROLLMENT FORM 


CFAC-WAC Advertising Workshop 
Room 1405, 139 N. Clark St., Chicago 2 


Please enroll me in the 1951 ADVERTISING WORKSHOP. 


' 
e 
by WILLIAM T. WHITE 3 Name Age— 
Divisional V. P., Wieboldt Stores, Inc. : 
Company — 
: : ' Address 
a special showing of the WAC award-winning color-slide film, : 
ee ” : Clinic (s) . 
DO YOu BELONG IN ADVERTISING : Tuition: $20 for one clinic. $3.50 for each additional clinic, 
' 
' . 
This space donated by COLLINS, MILLER & HUTCHINGS, Inc. : ome ony Geter eS mane 
‘ ' 
te soe eoee 


ree a an iy ge 7 ai a a pf el se Bed = SS a = i f ee OR ae oe - a eee ee ee EN Ee SE 
#8 a ei en » PRES eee ie ae eee a ; a ae  . & Gaara - 2 rena meg at tte, 
acule Sapa ee Pee Bee . 3 re Ea oe eae a 7 cr fess + _ Se. a tan: ee no oe — ae aah a | ee a Sor, 
are > : i oe Site 3 - 7 : = ee Si = , E ‘ i peavey te 
2 : “eal 
; ee 
i Fee) 
ae 
tg oes 
oa 
7a 
; Pils’ 
eae 
de 
as 
‘ oh 
aie 
ig 
@ _ iT 
Bag 
bs “| 13 
ae 
a 
Peed 
Po - ¥: 
oe 
] es 
é 3 Ses 
rat 
’ ae 
mea 
} ae 
~ ial 
‘ S 
5 OS 
q < 
t he 
SS 
| =e 
} Se 
| ao 
3 So BS 
: aay, 
—a Booey, 4 
J ae 
. ee eS 
« p . = = 
“Bie 
eo 
Rid cae 
bee 
ie 
iy vig 
al Ae 
: . 
io. —_—_—_—_— —_ » ee 
1 an 
q EO, 
4 shea 
a. 
, i bey 2 
é = dm: 
Re 
«Ee aa 
t i a ~ 
Be -. ay 
\ = 
a 
' ibe 
«@ “4 
.\ 
ia 
Bee 
eee ee 
a 2 
; ee 
} ’ P 2 
f ; as 
’ 2) 
f Lae 
h Side 
ar) 
' q ss <a 5 
i q ‘ae 
: - y 
: } | ‘5 Se 
: | 4 
\ oe 
ul j >) 
{ 4 ee 
| = ae © 
bie 
} ) | mes 
. 
( | aoa 
oa PC es 
tl ae \: 
. 
q S 
Fa 
j ae, 
Ba: - 
{ fi, 
' ena 
we 
‘ 4 ae 
ae 
‘fe 
aa 
; te 
q ' a ‘iane 
ee : : Be 
' ] ch 
: er 
+ ' : ae 
' 5 er 
' ' wht 
} ’ ' ' 4 BA: 
' ' ge 
= H Cee H oo 
! ' ' xe 
. a 
' oe 
/ ' - 
i 
;: ‘ee 
; a 
— 
‘ 2 
' oe 
' Bak 
H tw 
‘ ia 
j ‘ hs 
; Set 
8 ¥ 
H ers 
, § : a 
| ' a "faa 
seent Ag 
ores 
. ; area 
- — 7 x ‘ee - 
Se a Fs — 7 ee D- 
oy zs a 


50 


New Agency Setup 
Combines British, 
American Interests 


Lonpon, Sept. 4—Formation of 
a new advertising agency, Dolan, 
Davis, Whitcombe & Stewart, 
linking British and American busi- 
ness and advertising interests, was 
innounced here last week by 
Patrick Dolan, managing director. 

The new group will have affil- 
with 36 agencies in var- 
ious countries, none of them Amer- 
ican, and will open a branch of- 
fice for correspondence only at 
342 Madison Ave., New York, un- 
ier supervision of Richard P. Cor- 
attorney 

Names of clients will be re- 
eased within a few weeks, it was 

iid, none of which are known to 
be American companies, It is un- 
lerstood that the new agency will 


lations 


rigan, an 


represent the Hawker-Siddley 
group of British aviation manu- 
facturer 

e Mr. Dolan formerly was with 


Foote, Cone & Belding, for whom 
he organized and headed European 
operations. He has been specializ- 
ing in public relations and mar- 
keting for the past two years. 
Chairman of the new company 
is R. A. Davis, former deputy man- 
aging director of Harry Ferguson 
Litd., and before that sales direc- 
tor for Vauxhall Motors, subsid- 
jary of General Motors Corp. Dur- 
i®e World War II, he served with 
the Ministry of Supply and was 
deputy director general in Wash- 
®Mzton, D. C 
'Mr. Whitcombe, who will be 
@t director, organized and devel- 
ed Foote, Cone & Belding’s art 
tlhe in London. Mr. Stew- 
t, administrative director, was 
Be with the Scottish Tour- 
igt Board and commercial direc- 
tor for British Overseas Airways 


a@t wil! personally service clients. 
The agency is owned by the staff, 
amd has its headquarters at 102-104 
Park St., London, W. 1. 


River Raisin Elects Hodge 
Hobart V. Hodge, general sales 
Manager of River Raisin Paper 
Ce., Monroe, Mich., has been 
elected v.p. for sales. A. 
Sdhulte, formerly manager of the 
c@mpany’s Cleveland plant, has 

en over Mr. Hodge’s former 
duties 


zB it's as easy to overlook 
local’ markets as trees 
Bin a forest. Recall how 
@ sturdy oak stands out 
when you look directly 

B at it? 
Oil City, Pa., is one of 
the 16 High Spot Cities 
in Penna. Check retail 
the 
facts, or inquire: The 
Derrick-Blizzard, Oi! 
B} City, Pa., or The Julius 
Fi Mathews Special 


sales figures for 


Agency, Inc. 


McKinney to Polio Group 
Richard A. McKinney, formerly 
an account executive with Roy 
Carr Organization, Portland, Ore., 
has been appointed regional pub- 
lic relations consultant in San 
Francisco fur the National Foun- 
dation for Infantile Paralysis. 


Hail Joins ‘Farm & Ranch’ 
William D. Hail, formerly in 
charge of sales promotion for 
Bagwell & Co., has been added to 
the sales staff of Farm & Ranch- 
Southern Agriculturist, Nashville. 


| L'Heureux to ‘News-Digest’ 
Robert L. L’Heureux, formerly 
with the Journal, Meriden, Conn., 


has been named publisher of 
the News-Digest, Allentown, Pa., 
owned by the International Typo- 
graphical Union. 


| Bryan Joins Cotton Council 


Lyman L. Bryan, formerly man- 
ager of the Lindsay, Okla., Cham- 
ber of Commerce, has been named 
an associate in the public relations 
department of the National Cotton 
Council, Memphis. 
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Lith-O-Ware to MacDonald 
Arthur R. MacDonald Inc. has 
been appointed agency for Lith-O- 
Ware Products, Chicago manufac- 
turer of metal household special- 
ties. Magazines and business pa- 
pers will be used for the com- 
pany’s new self-liquidating pre- 
mium items and giveaways. 


Robert Wright Opens Office 
Robert E. Wright, marketing 
consultant, has opened an office 
as a sales management consultant 
at 5550 Kenmore Ave., Chicago 40. 


NARTB Shifts Meeting Date 
Date for the National Assn. of 
Radio & Television Broadcasters’ 
District 1 meeting at the Somerset 
Hotel, Boston, has been changed 
from Nov. 5-6 to Nov. 15-16. The 
Radio Executives Club of Boston 
also will switch its scheduled joint 
luncheon to Friday, Nov. 16. 


Janet Gibbs Resigns 

Janet E. Gibbs has resigned as 
advertising and publicity director 
of Ever Ready Label Corp., Belle- 
ville, N. J. She has not announced 
her future plans. 


MACY'S San Francisco (newcomer in 1946!) 
buys 26% of San Francisco Dept. Store news- 
paper linage, reaps $21 Million annual sales. 
Biggest 6-day linage (31.9% of total) in The 
Chronicle; the biggest 7-day linage, too 


WHITE HOUSE buys 19.7% of San Francisco 
Dept. Store newspaper linage, reaps $21 Mil- 
lion annual sales. Second biggest 6-day linage 
(34.4% of total) in The Chronicle; the second 
biggest 7-day linage, too 
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Stores know . 


Among the four San Francisco papers, 
The Chronicle carries 34.7% of “Big 4” 
Stores’ total weekday newspaper 
advertising which helps produce $100 
Million annual sales ...41.4% of total 
with Sunday linage included. A far 
greater share of “Big 4” advertising 


appears in The Chronicle than in any 


other San Francisco newspaper! 


SIGNIFICANCE FOR 
WATIONAL ADVERTISERS OF THE CHROWICLE’S LEAD 
“HG 4” DEPARTMENT STORE LINAGE... 


San Francisco has 9200 general-merchandise* 
retail outlets—but the “Big 4” Stores alone 


accounted for ONE-SIXTH of total 1950 retail 
sales." They moved $100 Million in merchandise! 


San Francisco has 2761 retail newspaper adver- 
tisers—but the “Big 4” Stores alone placed 26.3% 
of total 1950 retail linage. They used 8,448,843 


> pep Msas td AR inannhs 


a» 


[bach 


lines of newspaper space! 


San Francisco has 7 
“Big 4” Stores alone bought 70.8% of the 1950 
total weekday department store advertising in San 
Francisco newspapers; 73.3% of the 7-day total. 


ho von San Francisco has four newspapers — but the 
“Big 4” Stores make The Chronicle their pri- 
mary advertising medium. That's because The 
Chronicle covers San Francisco's “Best Circles” 
. ++ delivers the buyers at lowest cost! 


stores— but the 


“Net incivding food store, drug 
store, avte or service stotions 


(AM nage figures cised in this odvertisement are from |950 Meda Recorda) 
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Appoints William Baldwin 


The National Cotton Council, 
Memphis, has added William H. 
Baldwin Jr., formerly with Bald- 
win & Mermey, to its staff as New 
York public relations representa- 
tive. 


Pierce's to Kastor, Farrell 

Pierce's Proprietaries Inc. has 
appointed Kastor, Farrell, Chesley 
& Clifford, New York, as agency 
for Golden Medical Discovery. 
Duane Jones Co. is the previous 
agency. 
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DuMont Promotes Owens 


James F. Owens, who has been 
a liaison representative for Du- 
Mont Television Network, New 
York, since 1950, has been ap- 
pointed to the network's sales 
staff 


Cook Named Timken A.M. 


Harvey R. Cook, formerly as- 
sistant to the advertising director 
of Servel Inc., has been appointed 
ad manager of Timken-Detroit| 


Ward Leaves Kimberly-Ciark 


Taylor D. Ward, advertising and 
sales promotion manager of Kim- 
berly-Clark Corp., Neenah, Wis., 
paper products manufacturer, has 
resigned effective Nov. 1 to es- 
tablish his own business, probably 
as a paper wholesaler. 


WAGE Appoints Fred Geiger 
Fred I. Geiger, formerly on the 

sales staff of Syracuse Station) 

WSYR, has been appointed com-| 


TV Set Makers to Get 


WasHincTon, Sept. 4—TV man- 
ufacturers—or at least some TV 
manufacturers—will be getting 
monthly reports on retail inven- 
tories of unsold sets under a con- 
tinuing report system now being 
set up 

The data on retail inventories 
is expected to give the informed 
industry members something solid 


Axle Co. and Timken Silent Auto- | mercial manager of Station WAGE | °" which to plan production sched- 


matic division, Detroit. 


there. 
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IN THE MARKET 


THE EMPORIUM buys 16.5% of San 


Francisco 


Dept. Store newspaper linage, reaps $41 Mil- 
lion annual sales. Third biggest 6-day linage 
(21.6% of total) in The Chronicle; the biggest 


7-day linage 


CITY OF PARIS buys 11.1% of San 


Francisco 


Dept. Store newspaper linage, reaps $16 Mil- 
lion annual sales. Biggest 6-day linage (62.2% 
of total) in The Chronicle; the biggest 7-day 


linage, too 
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Inventory Reports 


The report on retail inventories 
supplements the monthly figures 
on manufacturers’ shipments pub- 
lished by the Radio-Television 
Manufacturers Assn. 

Collection of data is handled 
by Dun & Bradstreet. However, 
only a handful of R-TMA’s mem- 
bers are contributing to the fund 
financing the study. 

The first report, covering July, 
is to be ready in the next week or 
two. Since the work has been fi- 
nanced by a few companies, 
R-TMA does not know whether 
it will be released generally 


Federal Boosts Brooks 


John F. Brooks, for the past 
two years assistant director of 
research at Federal Advertising 


Agency, New York, has been ap- 
pointed an associate account ex- 
ecutive. Charles S. Patterson, for- 
merly of Daniel Starch & Staff, 
New York, has joined Federal as 
assistant to Miss Margaret Booss, 
director of research. 


t to reach 
- and ‘How 
st?’ are 

h nse’ common 
: +t fundame ntal ques- 


#8 ‘Whom do ine?" 
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|| ADVERTISING 
| MEDIA 


JusT OU 


Here a top-flight media man give@ 
you facts on all kinds of medig 
and their advertising usefulness, 
how to fit media to the Seay 
ing plan, how to buy sh 
time wisely, and how to se FF 
by the methods that build —- 
tiser satisfaction. Covers all medi 
from newspaperr to ph me 
and facsimile; gives you facts o 
everything from circulation an 
rate practices to media analysig 
and scheduling and ordering. 


By ED BRENNEN. 410 pages, 
| \ 5 x 9, illus., $6.00 y 
SUCCESSFUL RADIO » 


AND TELEVISION 
ADVERTISING 

| methods, and 
pointers to help you do the complete 


Effective practices, 

radio and TV advertising job. Covers 
everything from station and network 
selection and writing commercials 
to following through the campaign 
By FE. F. Seehafer, U. of Minn., and 
r, J. Walter Thompson 


ss Co 510 een pages, 6x9, illus., $6 
F 
PSYCHOLOGY 


7 
AND RESEARCH 


Gives the fundamentals of applied 
psychology that will make your ad- 
vertising pull with add power 
Covers psychological objectives in 
advertising. appeals and copy themes, 
measurement of advertising effec- 
tiveness, evaluation of media audi- 
ences, etc. By Darrell Blaine Lucas, 
N.Y. U., and Steuart H. Britt, Mc- 
Cann-Erickson, Inc. 765 pages, 


6x9, illus. $6.50 
SEE BOOKS 10 DAYS FREE —SEND COUPON 
McGraw-Hill Book Co., 
330 W. 42 St, N.Y. C. 18 
Send me books checked below for 10 days 


ADVERTISING 


will pay 


postpa. (We pay delivery if you remit 
with this coupon; same return privilege ) 
Brennen—-ADVERTISING MEDIA 
$6 00 
() Seehafer & Laemmar—RADIO & TV 
ADV 6 0 
Lucas & Britt—-PSYCH & RESEARCH, 
$6 50 
(PRINT) 
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Company 
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Lairds’ New Book Offers Practical Hints 


and Techniques for ‘Sizing up People’ 


New York, Sept. 5—According 
to Eleanor and Donald Laird, there 
are executives who will decide 
whether to hire employes by using 


No Experience Needed To 


PRINT YOUR OWN 


POST CARDS 


The CEM STENCIL Dt 
baa PLICATOR saves money 


ry type © 


and organization. We ship 
he GEM complete with all 
supplies, Guide Board for 


accurate printing and 60-page Ver 
Book of ldees at the special 2 /5¢ Year 


nee of only $8.50 (a $15.00 value) 
& Use the CEM FREE 
SEND NO MONEY & 


low 
at our expense 
Write and complete GEM outfit will be 
sent you postpart. After ten days, send 
us only $8.50 er return the GEM. You 
must be satefied! WRITE TODAY 
BOND EQUIPMENT CO. Dept. 65 
6633 Enright + St Louis 5, Mo. 


—— 


the following procedures: | 

1. Ask for a pencil. If the person | 
being interviewed cannot produce | 
one instantly without fumbling, he 
is unsystematic. 

2. Drop a pencil. If the inter-| 
viewee picks it up he is the helpful | 
type. If he does not, he is not} 
worth hiring. | 

3. Tell the interviewee to hang 
up his hat and sit down when there 
is no place to hang the hat and 
no place to sit. This tests his self- 


| reliance 


4. Ask the interviewee what he 
had for dinner last Sunday. If he 


can answer immediately, he has 
a good memory. 
e In their new volume, “Sizing 


up People,” Eleanor Laird and Dr. 
Donald Laird seek to present cri- 
teria which can be used by any 
employer in judging people. 
They point up some obvious— 


and not so obvious—sources of 
error in judgment, suggest detailed 
procedures for evaluating people 
and offer exercises to stimulate 
and improve accuracy in judgment. 

As beginning steps, the Lairds 
suggest that the employer observe 
the following rules: 

1. Know your prejudices about 
people and discount them. 

2. Observe details and avoid be- 
ing misled by general impressions. 


e 3. Observe steadily and change 
estimates as often as necessary. 
Give up the notion that you can 
size up on sight. Make sizing up 
continuous, not something that 
stops after the first meeting. 

4. Study past behavior, not bones 
or complexion. 

5. Size up with regard to pri- 
mary qualities, not superficial 
characteristics. Get down to the 
bedrock of human nature. 

6. Look for characteristics, 
not judge as “good” or “bad.” 

7. Use reasonable standards, do 
not be “hard” or “easy.” 


do 
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8. Get the other person to do 
most of the talking—and on topics 
that reveal his characteristics. 

9. Estimate how much he has of 
each characteristic. 

10. Know why you rate him 
low, average or high. If you can’t 
put it into words, the impression 
usually is biased or meaningless. 


s With this set of rules in hand, 
the Lairds then discuss such sub- 
jects as grading human abilities, 
the importance of job analysis and 
job specifications, the definition of 


|intelligence and various methods 
| which have been devised to meas- 


} 


ure it. 

In each section, the Lairds offer 
concrete suggestions for using the 
various principles offered. For ex- 
ample, in the chapter covering the 
“problem of the moron” (there are 
more than 1,000,000 in the U. S.) 
the authors provide some tests 
which morons will fail. 

“Morons,” they say, “often ac- 
quire considerable ‘peasant cun- 
ning’ which enables them to ‘cover 


ee 


Across 
the country 


_ in less 
than a minute! 


Whether your business is jets or jewelry, 
here are the unique advantages you can 


most four times as much machining as 
World War II aircraft. It's long work — 
but defense deadlines are short! 

To speed up jet assembly lines, the 
plane-makers have learned amazing pro- 
duction tricks. And they've learned an 
amazing traffic trick, too. 

When ordering and shipping parts, the 
makers of the world’s fastest planes use 
the world’s fastest service — Air Express! 


Some day soon, a jet plane will leave 
New York at 9 A.M.... 

‘ And be in California—at 9 A.M:! 

So fast are modern jets, they come close 
to following the sun in its flight across the 
continent. Speed? Yes. But in manufac- 
ture, the story is different! 

The all-precision jet engine takes al- 


enjoy with regular use of Air Express: 


IT’S FASTEST — Air Express gives the 
fastest, most complete door-to-door pick 
up and delivery service in all cities and 
principal towns, af no extra cost. 


IT’S MORE CONVENIENT —One call to 


Air Express Division of the Railway 
Express Agency arranges everything. 


IT’S DEPENDABLE — Air Express pro- 
vides one-carrier responsibility all the way 
and gets a receipt upon delivery. 

IT’S PROFITABLE—Air Express expands 
profit-making opportunities in distribu- 
tion and merchandising 

For more facts call Air Express Division 
of Railway Express Agency. 


“SAA HESS 


GETS THERE FIRST 


their tracks’ and to give the im- 
pression that they are more capable 
than they are. One v.p. in charge 
of personnel (of all people!) em- 
ployed a moron for housework and 
did not learn for six months that 
she could not read or write. 


e “Morons often realize they are 
‘slow on the trigger,’ and eagerly 
pick up tricks to offset some of 
this disadvantage. For example, 
they may learn never to accept the 
first offer but always to ask for 
more money, to slip defective work 
into another’s production or never 
|}to say they quit the job because 
{they disliked the boss or wanted 
| to go fishing. They say the work 
| made them nervous or was bad for 
their health.” 

Included in the volume are sam- 
ple tests for perceptual speed, word 
| fluency, word meaning ability, 
| space ability and reasoning. And 
other tests are included to show 
| how visualization of single-plane 
or moving space is measured, and 
| how memory for details and per- 
| ceptual flexibility may be checked. 
| Throughout the volume the 
| Lairds illustrate the applications— 
and limitations—of psychological 
techniques. And they employ a 
| sprightly commentary to point up 
the principles. Typical examples 
include the following: 


es “Many businesses have a per- 
sonality which is revealed by the 
kind of employes they have chosen 
|} and kept...One company will lean 
toward conservative people, an- 
other toward the ultrafashionable. 
| One firm will want all employes to 
|be regular attendants at Sunday 
School, while another prefers a 
poker-playing variety...” 
“Many executives who are cau- 
| tious about sizing up men, take a 
| quick look at a woman’s figure and 
let it go at that. If she is attractive 
they are likely to estimate her 
|more favorably than her other 
| qualities warrant.” 

“Bachelors and Don Juans, par- 
| ticularly, are usually unable to size 
|up women impartially. Both er- 
|roneously think ‘all women are 
| alike.’ ” 


e “Training and social pressure 
make boys and men try to conceal 
the soft sides of their nature. When 
they want to cry, they display 
hatred or swear instead.” 

“The human element is the 
heart of any business, and person- 
ality is the heart of the human ele- 
ment. Costs, sales, profits or losses 
reflect the success or failure of 
interactions between personalities.” 

“Number 489452 was a gay bach- 
elor of 33, back in San Quentin 
prison for the second time, and for 
the same reason—Hollywood star- 
let trouble...In wooing a starlet 
he would buy her gifts which he 
charged to others’ store accounts. 
That was why he was back in San 
Quentin. . .” 

“The embezzler usually has no 
previous police record. He is about 
35 years old, married, with a couple 
of children. He earns enough to 
live comfortably. The company 
usually has a high regard for his 
work, and he has been on the job 
five or more years...” 


s “Banging the table or shouting 
for emphasis often reveals an in- 
ward awareness that he is not talk- 
ing logically or is losing the argu- 
ment.” 

“Although eyes can be expres- 
sive, it is well established that the 
mouth is more expressive than the 
eyes. You will come closer to read- 
ing another’s feeling by watching 
his mouth than his eyes. You will 
be closest if you observe his entire 
face, gestures, and voice inflections 
—and many other things as well.” 

“The organization of many firms 
too often resembles a skein of yarn 
after the kitten has played with 
tag 

“Sizing up People” is published 
by McGraw-Hill Book Co. The 

' price is $3.75. 
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“Grow South ~ 


is-our slogan!” 


** ‘Grow South’ is the slogan in our business. Every month, 
sales records are being broken below the Mason-Dixon Line. 
We are investing heavily in new mills and new equipment 
| because we believe that the South is the new frontier that 
‘§ offers greatest opportunities for growth. Southern farmers 
- are more and more aware that there is a growing market for 
meat, milk, and eggs in the South and these can be produced 
‘J profitably on Southern farms by Southern farmers.” 


DONALD DANFORTH, President 
Ralston Purina Company 


e | “Hercules is proud to be a part of the new South! Our plants 
| in Georgia, Alabama, Virginia, and Mississippi transform 
, pine stumps and cotton linters into chemicals and industrial 
products which in turn go into articles that find a ready 
market throughout the nation. These operations provide ex- 
, tensive employment and consume large amounts of Southern 
{ agricultural and industrial supplies. 
at “The South’s great growth in cattle, livestock, and general 
farming is due in no small measure to land clearing resulting 
from the harvesting of pine stumps. Around a half million 
acres of land are improved annually in Hercules stumping 
ft operations, thus permitting mechanical cultivation for farm- 
* ing operations and improving the land for reforestation.” 


CHARLES A. HIGGINS, President 
Hercules Powder Company 


= 


Ask America’s oseneneiee executives! They 
will tell you the South is w! 

The great progress of this huge 14-state market has 
created vast opportunities for immediate sales volume 
and future sales expansion. 

To make your sales grow South, base your advertising 
strategy on the fact that the South is a rural market! 

Leading ma me preferred by urban readers do not 
cover the rural South 

More Southern rural families read more advertising in 
The Progressive Farmer than in any other publication. 

Place your advertising in The Progressive Farmer and 
watch your Southern sales really grow! 


MORE THAN 1,170,000 
SOUTHERN 
FARM FAMILIES 


= : 
.— 
* 


Advertising Offices: BIRMINGHAM+ RALEIGH*MEMPHIS* DALLAS 
NEW YORK *CHICAGO+s Edw. S. Townsend Co., San Francisco, Los Angeles 


The South .... The Progressive Farmer 
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WEST 


NEW YORK 


SIDE 


the home-going Journal-American is 


read by 43 of every 100 families who 


read a metropolitan evening paper 


OP-NOTCH families and plenty of them! 

Read by more than 700,000 families 
throughout New York and its suburban 
counties, the Journal-American delivers a 
quality as well as quantity audience. 


Take New York City’s middle and 
upper income districts! In 64 of the 86... 
according to another New York paper... the 
Journal-American is read by more families 
than either of the two other evening papers. 


And according to the last A.B.C. audit, 
in the eight best suburban counties... 
first in buying potential, in population, in 
retail sales and income tax returns... the 
Journal-American sells more papers than 
the other two combined. 


If it's quality as well as quantity you're 
after, let the Journal-American guide your 
product into the homes of New York's 
largest evening newspaper audience. 


[ Amer ican 
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Weather Sign 
Becomes Mutual 
Life Ad Symbol 


Much of Company’s 
Promotion Is Built 
Around Unique Tower 


New York, Sept. 5—The most 
intensively advertised modern star 
is one year old today. 

It is still Broadway’s newest and 
most observed skymark. 

It is the big, three-dimensional, 
illuminated weather star that glows 
one-tenth of a mile over Broadway 


and 55th St. on the tower of the} 


Mutual Life Insurance Co.'s build- 
ing, and which signals with colored 
lights any impending change in 
weather. About 8,000,000 New 
Yorkers and suburbanites and 5,- 
000,000 out-of-town visitors are 


estimated to have observed the! 


Mutual weather star during the 
first vear that it has been in oper- 
ation 

(Generally credited with taking 
first advantage of interest in the 
weather by building a tower sign 
is Northwestern National Bank of 
Minneapolis, for whom Federal 
Enterprises designed a huge 
“weatherball” sign in 1949. The 
Bign was given full-page newspa- 
Per sendoffs.) 


® Advertisements in newspapers 
d magazines have done much to 
miliarize New Yorkers with the 
rvice and color code of the 
Weather star. Doremus & Co. is 
e agency 
For five weeks preceding and 
ve weeks following the opening 
@f the insurance company’s 
Weather service, 100-line ads were 
mn weekly in five New York 
ewspapers: Herald-Tribune, 
lournal-American, News, Times 
d World Telegram & Sun. Two 
€ also appeared in The New 
orker during this period. 
) On illumination night, the same 
Gewspapers carried 300-line ads. 
Then followed a five-week follow- 
Up campaign in the same newspa- 
Bers which carried 88-line ads 
eekly. A special forecast issue of 
Gu in October, '50, likewise car- 
da 100-line ad. 


@ During November and Decem- 
ber, last year, 12 life insurance pa- 
pers carried full-page ads telling 
about Mutual Life’s new weather 


DUPLISTICKERS 
are wonderful 
time savers 


©) FASTER THAN 
\ ADDRESSING 


= _) ENVELOPES 
ae e 
ee Modern Method 
od of Addressing Multiple 
Mailings, Catalogs, Samples, Etc. 


BUPECISTICKERS speed-up addressing, cut 
costs, increase efficiency. Typists address 4 or 
more copies in one operation 33 labels on per- 
forated, gummed, letter size sheets. 25 sheets 
(825 labels) 60c pkg., at stationery stores. 
White and 5 colors. Also available in special 
type for fluid duplicators. 


“ff, 
DUPLISTICKERS 


ore made only by 


star 

Then the advertising was sus- 
pended. Starting this month and 
running through October a news- 
paper cartoon series will be used 
irregularly in the five newspapers 
mentioned. In addition, one inser- | 
tion each will be used in Editor & | 
Publisher, Publishers’ Auxiliary, 
American Press, Broadcasting & 
Telecasting and Harper’s Maga-| 
zine. 

A company spokesman told AA 
that by the end of this year 18,560 
lines of advertising will have been 
used by Mutual Life to advertise 
its weather star. Moreover, Mu- 
tual’s star has been and is still be- 
ing publicized on radio and tele- 
vision over CBS outlets twice a 
week, Tuesdays and Fridays at 
11 a.m. 

Mutual uses one of its display 
windows on Broadway to show a 
working model of the star and a 
new electronic display called a 
“weather key.” When the star first 
went into operation a year ago, 
Best & Co., one of New York’s well 
known department stores, devoted 


a window to the new skymark. 


e The weather star trademark has 


been incorporated into all of the 
company’s regular advertisements. 
In addition, Mutual Life has dis- 
tributed 25,000,000 match books, 
100,000 pocket cards, and 50,000 
weather booklets, all explaining 
the star’s signals. 

The color of the plastic star 
denotes expected weather condi- 
tions. Steady green forecasts clear 
weather; steady orange, cloudy 
conditions; flashing orange, rain; 
flashing white, snow. Below the 
Star a tower of light 150’ high 
forecasts the temperature trend, 
by rising or falling or staying 
steady. To complete the service an 


electric “jump” clock at the base| 
of the tower tells the correct time.| mutual Life 


The entire installation uses 4,200 
electric light bulbs, 3,500’ of neon 
tubing, 3% miles of wiring and 
85 high voltage transformers. 


Advertising Age, September 10, 1951 


WEATHER STAR—The weather star on | 
Insurance Co.'s building, | 
Broadway & 55th St., New York, as 
viewed from observatory of Radio City. 


| airplanes, bridges, parkways, hos- 
office buildings and 
s Visitors have written to the roof gardens. 

company saying they had seen the | 


read about the newest method of 
reporting weather forecasts, which, 
incidentally, are supplied by the 
U.S. Weather Bureau, which 
claims that its predictions during 
the past year have been 85% to 
87% accurate. 

The Artkraft Strauss Sign Corp., 
which fabricated and erected the 
tower, handles the maintenance 
work. Bulbs are changed about 
every 2,000 hours. Steps built along 
the side of the 150’ tower, and 
a hinged door on the 10’ broad 
plastic star, facilitate the work. 

CBS televises the star in color 
over its experimental color chan- 


nel at frequent intervals. 


e On St. Patrick’s Day, Mutual 
announced that the star would be 
shut off all day, unless the weather 
bureau indicated it could shine 


| green for fair weather. In defer- 


ence to the frish, and in fear that 
an orange signal might be misun- 
derstood, Mutual said it would not 


Inquiries have come from as far | take the risk of starting a Donny- 


star from incoming ocean liners,| away as Egypt, where people have! brook on Broadway. The weather 


special way / 
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March 17 was fair. 

So much information about 
weather has developed at the Mu- 
tual Life office that some wags are 


calling the place “Weathering 
Heights.” 
Liberty to Air Ad Show 


On Sept. 24 Liberty Broadcast- 
ing System will introduce a half- 
hour program, “Advertising in 
Action,” produced as a joint effort 
by the network and the Hollywood 
Advertising Club. Objective of the 
program is to interpret and ex- 
plain advertising to consumers in 
terms of their interests. 


St. Louis Railway to Warner 

St. Louis-San Francisco Railway 
Co., St. Louis, has appointed War- 
ner, Schulenburg, Todd & Asso- 
ciates, St. Louis, its agency. Gard- 
ner Advertising Co. formerly serv- 
iced the account. 


Lee Risk Appointed A.M. 


Lee Risk, assistant ad manager 
of American Fruit Growers, Los 
Angeles, has been promoted to 
ad manager. 


Advertising Age, September 10, 1951 
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WEATHER KEY—This key to the weather is on display in the Broodway window of 

Mutual Life’s building in New York. Small discs, with colors of Mutual's six-point 

weather star, attach themselves magnetically and light up wherever placed. Linked 

rectangular blocks on map trace location extent and direction of cold and warm 
fronts, so ‘he who runs moy read at a glance.” 


Crocker to Brisacher Agency 

H. S. Crocker Co., Los Angeles 
and Baltimore stationer, litho- 
grapher and printer, has appointed 
the San Francisco office of Bris- 
acher, Wheeler & Staff to handle 
its advertising. A fall campaign, 
featuring the company’s label di- 
vision, advertising service and 
point of sale printing division, will 
use national packaging, resort and 
hotel publications as well as re- 
gional magazines. Present plans 
call for the use of color inserts al- 
most exclusively. 


Van Kirk Sets October Ads 


Beginning in October, Van Kirk 
Chocolate Corp., Toronto, will run 
full-color insertions in Canadian 
weekend papers for its Chipits 
cookie mix and Chipits for baking. 
Muter, Culiner, Frankfurter & 
Gould, Toronto, is the agency. 


Bovril Signs Billie Burke 

Bovril Co., for its Bovril beef 
broth, has signed to sponsor two 
quarter-hour segments of “Billie 
Burke at Home,” over Station 
KTTV, Los Angeles. Hilton & 
Riggio, New York, is the agency. 


It offers the ONLY one of the 3 biggest man-woman 
audiences that’s screened for the BUY on their minds! 


verY now and then, something hap- 
E pens to upset old ideas—and that’s 
what’s been happening right before 
your eyes. 
Better Homes & Gardens has exploded 
the myth that selected circulations must 
be small! BH&G offers advertisers 3'2- 
million families—screened to be top pros- 
pects for almost anything on the market! 


A look at the book will show you how 
BH&G builds such a big market for you. 
You'll find none of the ordinary reader- 
bait—no fiction, no sensationalism, no 
general news pictures. 

But you will find a bookful of what 
only the BUY-minded love! Every page, 
phrase, picture and diagram is about 


Serving a SCREENED MARKET of 3’ Million 
Wy 


things to try—things to BUY—to make 
life more complete! 
And this material is carefully planned 
for equal accent on the interests of men 
and women—both! 


That’s why multimillions of husbands 
and wives come out from between the 
covers of BH&G with definite ideas about 
what's for them—and where to buy it! 
That’s why BH&G’s big market is all 
wheat—no chaff. That’s why you want all 
the facts about BH&G’s 3}2-million fam- 
ilies—screened for the BUYon their minds! 


tter Families 


MEREDITH PUBLISHING COMPANY Des Motnes, lowe 


| 
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LALA PARA 


§ DIRECTORY 


7 vee tes senses meester 


a A are 


When your Catalog copy is filed in 
this book: 


1 Your Catalog has escaped the waste- 
basket and the bottom desk drawer 
to which individual Catalogs are 
subjected. 


2 You have used your customer's pre- 
ferred method of cataloging . . . filed 
it with others, in handy bound form. 


3 You have placed 16,000 copies of it 
in the hands of men responsible for 
96 percent of the bakery purchases. 


3 You have placed it in a position to 
be conveniently used by your cus- 
tomers at the time they are ready to 
buy. 


5 Reprints of your Catalog pages may 
be had at low cost for your own use 
in answering inquiries. 


id _— 


Bakers Helper | 


CATALOG& 
BUYING DIRECTOR 


105 W ADAMS ST. CHICAGO 3 
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TEST IT! SELL IT! 
IN “TEST TOWN, U.S.A” 


Time and again South Bend is selected as a true cross-section of 
the nation — by the U.S. Government and by private research or- 
ganizations. And South Bend is a rich market, too — one of the 
nation’s important consuming areas. 1950 retail sales in South 
Bend were a quarter-billion dollars — 528% greater than in 1939! 


HOMAP A 
TAFFY APPLZD | 


Get all the facts. Write for free 1951 market data book entitled 
“Test Town, U.S. A.” 


«Che 
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Towne Mfg. Co. resumes 


Cining busy nurses a 
and stretching your famihs 


4 ‘UMBRELLA’ CAMPAIGN RESUMED—Yale & Towne will resume its so-called “umbrel- 
Il lo” or corporate advertising this month featuring products and activities of all of 
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Events move fast in the Chemical Process Industries 
where this week’s news determines next week’s decisions. 
And CHEMICAL WEEK, 
‘ providing swift coverage of news vital to management, 
is timed to the pace of this magical, 
fast-moving field. 
Its brisk style and informative reports 
have won ready acceptance among chemical businessmen everywhere. 
In America’s richest market 
... it’s management’s own magazine. 
* Top-level approval is essential 


to sales of equipment and supplies 
but management influence is hardest to cultivate. 
That’s why advertising in CHEMICAL WEEK 
makes your selling more effective 
... it creates a preference among key chemical businessmen. 
fs And today, with some equipment and materials in short supply, 
advertising in CHEMICAL WEEK maintains markets 
. by keeping management men sold. 


MANAGEMENT MEN ARE TALKING ABOUT... 


A McGRAW-HILL PUBLICATION, McGRAW-HILL BUILDING, NEW YORK 36, NEW YORK 


Advertising Age, September 10, 1951 


helping herd 
food dollar! 


YALE & TOWNE 


Om kk Omer Manne: Wem Compan 
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its divisions. Pointing up this month's ad in nine publications is the world’s largest 
ram truck capable of lifting strip steel in coils weighing up to 100,000 Ibs. 


‘ gh ie : 
Cri bune Yale & Towne Resumes ‘Umbrella’ Drive 


New York, Sept. 4—Yale & corporate advertising, after a sum- 
its mer lapse, in the Sept. 3 issue of 


Time and the Sept. 23 issue of The 
Saturday Evening Post. Both pa- 
pers will run a two-color spread, 
the third ad in the company’s so- 
called “umbrella” series. Ruthrauff 
& Ryan is the agency. 

Supplementary b&w insertions of 
the same ad have been scheduled 
for issues of Atlantic Monthly, 
Harper's Magazine, Editor & Pub- 
lisher, Publishers’ Auxiliary, 
Forbes, Financial World and Wall 
Street Journal. 

The company’s “umbrella” ad- 
vertising was launched this year 
as part of a broad campaign to 
familiarize the public with the 
composite nature of Yale & Towne 
and to acquaint more people with 
the company’s position in its two 
main businesses: materials han- 
dling equipment, and locks and 
builders’ hardware. 


@ This corporate advertising is 
conducted independently of the 
advertising operations of the com- 
pany’s eight manufacturing divi- 
sions. Both the “umbrella” pro- 
gram and the programs of the 
domestic and Canadian divisions 
of the company were consolidated 
this year in one advertising agency, 
Ruthrauff & Ryan. 

Elements in the forthcoming ad 
include materials handling equip- 
ment manufactured by the com- 
pany’s Philadelphia division and 
Automatic Transportation Co., Chi- 
cago, and locks and builders’ hard- 
ware made at the company’s Stam- 
ford and Berrier Springs divisions. 


Roux Launches Magazine. 
Newspaper Campaigns 

Roux Distributing Co. New 
York, launches the largest adver- 
tising campaign for hair coloring 
in its history with a series of four- 
color magazine pages, starting in 
September issues, and continuing 
throughout the year. Already 
scheduled—with more under con- 
sideration—are Charm, Harper’s 
Bazaar, Look, Mademoiselle, Mc- 
Call's, Macfadden Women’s Group. 
Vogue and Woman’s Home Com- 
panion. 

What it terms “the largest news- 
raper campaign ever run on hair 
colorings,” using the same theme 
as the magazine campaign, “Love- 
lier hair color in shampoo time,” 
has already begun in 294 cities 
with linage ranging from pages 
to quarter-pages. The present 
schedule calls for a minimum of 
one large ad per month, and in 
more than 60 major cities inser- 
tions are to run as frequently as 
twice a week. Dundes & Frank 
handles the account. 


Florence Stove Uses Color 


Florence Stove Co., Gardner, 
Mass., has launched a range and 
heater campaign consisting of full- 
color spreads and pages in Sep- 
tember issues of Better Homes & 
Gardens. Country Gentleman, 
Good Housekeeping. Household 
and The Saturday Evening Post. 
Ruthrauff & Ryan, New York, is 
the agency. 
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Covers More of the Best Farms 


e@ Agriculture is a truly national business. No one section 
of the country has any monopoly on prosperous farm 
families. And agricultural prosperity is not evenly dis- 
tributed among all states and counties. If your product is 
sold nationally, you want to reach prosperous farm fam- 
ilies wherever they may live. 


Choose your own yardstick—gross farm income, net 
farm income, ownership of cars, trucks and tractors or, 
level of farm family living. The Bureau of the Census and 
the Bureau of Agricultural Economics will tell you which 
states and which counties are above average. Then ex- 
amine the circulation statements and the county counts of 
the leading farm magazines. You'll find that FARM JOURNAL 
is biggest where farming is best. 

Ask any FARM JOURNAL representative for a copy of 
“The Tale of Two Salesmen”—a study of the audience 
characteristics of both of the national farm magazines on 
precisely the same basis. See for yourself that FARM JOURNAL 
not only covers more of the best farms but has a larger pro- 
portion of its larger audience living on the best farms. 


FARM JOURNAL DOES WHAT 
NO OTHER MAGAZINE CAN DO 


Here’s what 


FARM JOURNAL 


alone gives 


READERS + ADVERTISERS 
¢ RETAILERS 


1. The only farm magazine printed 
on news magazine presses 


2. Only Farm Journal contains The 
Farmer’s Wife — THE complete 
women’s service magazine written 
expressly for rural homemakers 


3. Most merchandisable magazine 
in Rural America 


4.. First choice of the people 
of Rural America 


5, Preferred by County Agents and 
Home Demonstration Agents 


6, Largest on-the-farm circulation 
of any farm publication 


7, The magazine farm families 
depend upon 


8, Largest selling magazine among 
the millions of families who live 
beyond TV 


9, The only national farm magazine 
reader-checked every issue by Starch 
Advertisement Readership Service 


10, Lowest cost per delivered reader 
of any farm magazine 


11. First with advertisers who count 
results 


12. Covers more subjects of interest 
to everyone on the farm 


13, Greatest circulation of any 
magazine in Rural America 


(4) Covers more of the best farms 
15. Greatest coverage where most of 
your best retailers operate 


16. Largest on-location, in-the-field, 
full time editorial staff 


NO WONDER FARM JOURNAL 

1S THE LARGEST SELLING 
MAGAZINE OF ALL WHERE 

A VERY IMPORTANT HALF OF THE 
CONSUMERS OF AMERICA LIVE! 
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Screen Process Men to Meet 

The third annual convention of 
the Screen Process Printing Assn. 
will be held at the Bellevue-Strat- 
ford Hotel, Philadelphia, Oct. 2l- 
24 


Pedlar & Ryan Elects V.P.s 

John F. MacKay, copy chief, and 
Wilfred S. Roberts, radio-TV di- 
rector, have been elected v.p.s of 
Pedlar & Ryan, New York. 


Co., 


‘Dearborn Stove Names Two 


Culclasure Joins Bradham 
Emory W. Culclasure Jr., for- 
merly a staff artist for North State 
Engraving Co., Greensboro, N. C., 
has joined the staff of Bradham & 


Cuicaco, Sept. 4,-—Through the 
Greensboro agency. 


| happy combination of wholesome 
“country-style” beauty, a photo- 
genic smile that pleases men and 
women alike, and a keen sense of 
merchandising, Marvene Fischer, 
“Miss Wisconsin” of 1948, has be- 
come Armour & Co.'s leading 


Leigh Van Brunt has been 
elected a v.p. of Dearborn Stove 
Co., Dallas, and C. D. Haven has 
been appointed sales manager. 


in Chicago it’s 
Urban, Mid-U rban. 
Suburban 


. you haven't sold Chicago 
until you've sold all-3 together” 
with Car Cards, Traveling Dis- 


plays, Platform Posters. 


Chicago Car 
Advertising Co. 
333 N. Michigan, Chicago 
500 Fifth Ave., New York 


Armour Uses ‘Miss Wisconsin’ to Promote 
Local Sales of Its Miss Wisconsin Cheese 


cheese salesman. 

In her three years on the job, 
Miss Fischer has traveled nearly 
70,000 miles in 45 states, has visited 
more than 370 towns, passed out 
some two tons of cheese samples 
in more than 1,600 food stores, and 
has talked to thousands of Ameri- 
can consumers about the “old- 
fashioned Wisconsin cheese in the 
modern streamlined package.” 

In 1949, Armour introduced a 
line of natural 
cheddar cheese, appropriately 
branded it “Miss Wisconsin,” and 
hired Miss Fischer to help promote 
it. Clad in a demure red and white 
checked gingham apron, she began 
making personal appearances 
throughout the country. 


@ Miss Fischer’s carefully planned 
visit to a town sets off a varied 
series of events, accompanied by 
appropriate radio, press and TV 


a ae 


In Northern California 
MORE PEOPLE LISTEN — more often—to KNBC 
than to any other radio station 


KNBC’s 50,000 watt Non-Directional transmitter 
reaches all the markets of Northern California... 


KNBC has the biggest and most loyal audience in 
the San Franciseo-Oakland Metropolitan Market — the 
seventh largest, fastest-growing major market in America. 


PLUS-Market Case History 


Wisconsin-made | 


And as a plus, KNBC penetrates all the rich, fast-growing markets 
throughout Northern California. pLus MARKETS like Stockton- 
Modesto, Ukiah-Mendocino, Napa-Santa Rosa, Santa Cruz-Monterey, 
Sacramento, San Jose-Santa Clara, and Eureka-Humboldt County. 


ONLY KNBC can reach all these markets — in one, big 
economical package. KNBC sales reps will show you how... 


KNBC delivers MORE PEOPLE (in one pack- 


age!)—at LESS COST per thousand —than any 
other advertising medium in Northern California. 


NBC 


50,000 Watts — 680 K.C. 


San Francisco 


Napoa-Santa Rosa 
© Population —149,147, an increase of 52.9% 
from 1940-1950 


© Effective Buying Income*— $186,552,000, 
an increase of 108.9% 


@ Retail Sales* —$170,519,000, up 191.6% 


@ KNBC Audience —Week after week, more 
than four-fifths of the radio families listen 
regularly to KNBC 


*Soles Monagement's 1951 Survey of Buying Power 


Northern California's NO. 1 Advertising Medium 


Represented by NBC Spot Sales 


CHEESE 


SALESMAN—Marvene Fischer, 
“Miss Wisconsin” of 1948, does a nation- 
wide job of promoting Armour & Co.'s 
Miss Wisconsin cheese. 


publicity. She has been greeted 
by mayors, governors, senators, 
congressmen, movie stars, chiefs of 
police, food editors, currently 
reigning local beauty queens and 
other assorted celebrities. 

Most of the meetings are high- 
lighted by a formal presentation 
j of a basket of cheese by Miss 
| Fischer in exchange for a gift sym- 
| bolic of the city visited. She has 
| received roses, posies, rhododen- 
|drons, wine, fruit, foam rubber 
pillows, cake, an Indian headdress 
and any number of giant keys of 
the city. 

In St. Joseph, Mo., she was 
made a deputy sheriff. At the 
Rockingham Park race track, Miss 
Wisconsin Day was proclaimed in 
her honor and in San Francisco 
she toured a submarine, an event 
officially publicized by the Navy. 


e Aside from the straight publicity 
events on her schedule, most of 
Miss Fischer’s time in an ordinary 
day is given over to cheese sam- 
pling and selling in retail stores 
of the city being visited. Her ap- 
pearances are tied in with in- 
creased promotional activity by 
both the local Armour sales or- 
ganization and local food market 
operators. 
Armour reports that these ap- 
pearances are invariably marked 
by a sharp increase in cheese sales. 
| Another phase of Miss Fischer's 
| work as ambassador of Armour 
good will is her appearance at 
| food conventions. Favorite Armour 
| Zimmick at these meetings is to 
conduct a guessing contest around 
the number of checks in Miss Wis- 
| consin’s apron. 


@ This has proved to be not only 

|}a big drawing attraction to the 
Armour booth, but it also enables 
Miss Fischer to conduct some per- 
sonal salesmanship for Miss Wis- 
consin cheese with attending buy- 
ers from chain and independent 
food stores. 

So heavy is the demand for Miss 
Fischer’s promotional activities by 
various Armour sales units that 
her program is booked up months 
in advance. 


Helen Budd Joins GF 

Helen Budd, formerly equip- 
ment editor of Macfadden Publi- 
cations, has joined the public rela- 
tions department of General Foods 
Corp., and will specialize on laun- 
dry products in the product pub- 
licity division. 


Promotes Corned Beef Hash 

Radio, TV, newspapers, trans- 
portation and outdoor are being 
used by Silver Skillet Brands, 
Skokie, Il, in a fall campaign 
emphasizing its corned beef hash. 
Frederick Asher Inc., Chicago, is 
the agency. 


Chatelaine Names Casey S. M. 

C. J. Casey has been appointed 
sales manager of Chatelaine In- 
dustries, St. Johns, Que., hosiery 
manufacturer. 
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pulling power 


Some things will always draw a crowd! And First 3 


Markets Group’s nearly 7.000.000 families is a large 
crowd. In 1522 Cities and Towns that account for 
41% of total U.S. Retail Sales First 3 Markets Group 


delivers 49% average coverage. 

the group with the Sunday Punch 
NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


rotogravure 
if colorgravure 


ARKETS GROUP’ am OM | picture sections 


magazine sections 


New York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 . Chicago 11, 1/1.. Tribune Tower, SUperior 7-0043 
San Francisco 4, Cal.,155 Montgomery Street, GArfield 1-7946 . Los Angeles 17, Cal., 1127 Wilshire Blud., Michigan 0578 
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Tax Case Reveals Complete Details 
of B&W Cigaret Premium Operation 


(Continued from Page 1) 
basis of the number of coupons 
issued during the taxable year: 


Year Amount 
1940 $5,.126,275.82 
1941 5.787.807.52 
1942 6.975,218.92 
1943 5,179,733.21 
The Commissioner of Internal 
Revenue contended, however, that 
previous experience had shown 
that the 90% redemption figure 


was too high, and allowed the fol- 1 


lowing percentage figure, rather 
than the 90% figure set up in 
B&W.’s tax returns: 


Year Percentage 
1940 64.3102 
1941 67.3739 
1942 67.2984 
1943 69.6813 


@ These figures covered, he said, 
the percentage of coupons issued 
in a certain year which were re- 
deemed in that same year. He con- 
ceded, however, that for each of 
the vears under consideration, the 
rate of redemption of coupons 
equalled 80% of the number of 
coupons issued in the year, re- 
gardless of the year when the re- 
deemed coupons were issued. 

In other words, the tax commis- 
sion maintained that of the cou- 
pons issued in 1943, 69.6813% were 

deemed in that year, but that 

tal redernptions during the year, 
fnciuding redemption of coupons | 
issued in previous years, would 


add up to 80% of the number of 
coupons actually put into circula- 
tion during the year. 

At any rate, the tax commission 
maintained that the amounts 
Brown & Williamson had set aside 
for coupon redemption during 
these years were excessive, and 
came up with these figures: 


Year Subtraction Excessive 
Allowable Subtraction 
(Pennies omitted) 

940 . $3,257,690 $1,868,585 
1941 .. 5,167,518 620,289 
1942 5,772,096 1,203,122 
1943 .. 3,650,075 1.529.657 
It was on the basis of these “ex- 


cessive subtractions” that the de- 
ficiency of $1,834,135 in taxes for 
these years was computed. On the 


basis of the facts presented in the, 


hearing, the tax court upheld the 
contentions of the commissioner, 


and denied the relief asked by | of 


Brown & Williamson. The case may 


still be reviewed, but no further | 


action has thus f r been taken. 


s The fact that coupons and their 
handling require such considerable 
funds, and that they are considered 
“part of its advertising expense,” 
is especially interesting in view of 
recent Raleigh advertising stress- 
ing the point that it puts only a 
modest portion of its advertising 
budget into “the words and pic- 
tures of advertising,” and the re- 
mainder into coupons and premi- 
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BRANDS Yr 

otal All Per cent of 
Year brands z n (col. B) col. A of 
, —__ =" col. B 
Raleigh Kool Viceroy 

Ee ee ENP ReE 2 . 105, 912, 600 0.01 
LIRR BOTS, 444,615 | 119, 040, 000 .37 
TIRE ais PapeeNE 166,808 | 119, 628, 000 .14 
POEMS eae ee 115,062 | 113, 448, 000 .10 
A ee eee 215,746 | 103, 584, 000 21 
1 . i , oe 689,391 | 111, 768,000 62 
934. J ae 3, 064, 896 | 125, 616, 000 2.44 
935 BEE Eancnonconnes 4, 785, 204 | 134, 604, 000 3. 56 
ane nenaticienn tain ninniicetia 1 3, 713, 287 437,721 | 6,519,306 | 153, 168, 000 4. 26 
1937 3, 467,982 | 3, 988, 806 264,001 | 7,726,789 | 162, 624,000 4.75 
938 , $43 3, 508, 7. 240,368 | 8,592,778 | 163, 764,000 5. 25 
6, 907,513 | 3,407,818 263, 561 | 10,578,892 | 172, 464,000 6.13 
7, 759, 413 | 3, 278,614 260,111 | 11,298,138 | 180, 660, 000 6. 25 
9, 135,397 | 3, 998, 280 342, 357 | 13,476,034 | 206, 424,000 6.53 
12, 114,375 | 4, 690, 694 315, 364 | 17,120,433 | 235, 836, 000 7. 26 
14, 300, 5, 721, 099 429,998 | 26,451,386 | 257, 736, 000 7. 94 
15, 341, 546 | 5,672,811 622, 559 | 21,636,916 | 238, 668, 000 9.07 
15, 206,297 | 5, 188, 622 , 290 | 21,099, 209 | 267, 204, 000 7.90 
3, 754, 587 | 4, 160, 644 405,764 | 8,320,995 | 321, 732,000 2.59 


ums (AA, July 9). 


The “textbook” on premiums 


}and coupons, as expounded in the 


tax court’s published decision, 
makes fascinating and extremely 
informative reading. Here are per- 
tinent extracts: 

“In 1928 [Brown & Williamson] 
introduced its Raleigh brand of 


B&W CIGARET SALES—This unusually interesting chart, port 
a decision of the Tax Court of the U. S., shows sales of 
| Brown & Williamson's three brands—Raleigh, Kool and Viceroy 
—through 1946, and the total for all three brands. The col- 
umn headed “Consumption” shows total U. 
tion, based on tax-paid withdrawals. The final column, “Per 
Cent,” shows the per cent of total domestic consumption which 


Mr. Gordon Gray, vice president 


Continuing to represent WJR Detroit and WGAR Cleveland... 


@ To serve you better, The 
Goodwill Stations ...WJR Detroit, 
WGAR Cleveland and KMPC 

Los Angeles . . . have opened an 
Eastern Office with Gordon Gray, 
vice president, in charge. We 
welcome the opportunity to be of 
greater service to our advertisers. 


NATIONAL REPRESENTATIVES: 


Edward Petry & Company; 
KMPC Los Angeles... H. R. Representatives, Inc. 


THE GOODWILL STATIONS 


WIR WAR KMPC 


LOS ANGELES 


DETROIT 


CLEVELAND 


and how the sharp 
S. cigaret consump- 


cigarets. It packed Raleighs in a 
unique cardboard box, called a 
saddle bag pack, and sold them at 
a premium price. Although ex- 
tensively advertised, the sales re- 
sponse was disappointing. 


s “Petitioner's management then 
explored other means of promot- 
ing the sale of Raleigh cigarets. 
Petitioner’s parent corporation, 
British-American Tobacco Co. 
Ltd., and subsidiaries thereof, had 


'used coupons in various countries 


to stimulate the sale of tobacco 
products. Prior to September 1932 
{Brown & Williamson] adopted a 
coupon redemption plan as a 
means of promoting the sale of its 
cigarets. In September 1932 peti- 
tioner started to issue coupons 
with its Raleigh cigarets for the 
purpose of promoting their sale. 
For like reasons petitioner issued 
coupons with its Kool and Viceroy 
cigarets when these brands were 
introduced on the market in 1933 
and 1936, respectively. 
“Petitioner affixed one coupon 
to each package of coupon bear- 
ing cigarets. Extra coupons were 
placed in each ten package carton 
as a bonus to carton buyers and as 
an inducement to dealers to pro- 


mote the sale of petitioner's cigar-. 


figure to 2.59%. For 1950, B 
share of the market at 2.1%, Kool’s ot 2.5%, ond Viceroy’s 
at 0.3%, giving the B&W brands a combined total of 4.9%. 


was represented each year by the three B&W brands com- 
bined. Note how Raleigh sales of over 15 billion in 1944 
pushed the total for the three brands to 9.07% of all cigarets, 


decline for the brand in 1946 reduced the 
Week estimated Raleigh's 


ets... 
“The coupons issued by petition- 
er with its three brands of cigarets 
were identical. They were redeem- 
able for cash at all times until 
Feb. 28, 1946. They were redeem- 
able for merchandise until about 
Dec. 1, 1943. In 1941 and subse- 
quent years they were also re- 
deemable for defense stamps, war 
savings stamps and bonds. Be- 
ginning April 1, 1944, all cigaret 
coupons were redeemed for cash, 
war stamps, or beginning Nov. 1, 
1944, for cigarets. [Subsequently, 
shortage of merchandise caused 
discontinuance of the coupons. 
They were revived early in 1949.] 
The coupons were given a cash 
redemption value of three-quarters 
of l¢ per coupon to comply with 
the laws of certain states and to 
| appeal to customers who preferred 
|cash to premiums. Cash redemp- 
| tion of bonus coupons increased 
joe retail dealer’s profit on each 
| purchase of less than a carton... 


s “From time to time petitioner 
changed the expiration date on the 
coupons being issued, but general- 
ly speaking the coupons expired 
within 36 months from the dates of 
issue... 


“Initially, [Brown & William- 


. 


Bring 


Up. 


Boost the take... with 34-Piece Party Set 
They're as timely as tomorrow—LITH-O-WARE’s 34-piece 
Oriental-pattern party sets in matching Chinese red, black 
and gold, individually and attractively boxed. An established 


$10.00 retail value for only 


$4.25 in reasonable quantities. 


Use these and similar LITH-O-WARE hostess sets, at a 
wide range of prices—to open new accounts... increase 
traffic... speed closes... or as a loading gimmick. If you've 
appliances to move —LITH-O-WARE helps you move them. 


leorn about My Lith-O-Ware performance-proved sales 
. No obligoti: 


PRODUCTS 


to purchase. Write today. 


ithoWare 


INCORPORATED 


2450 SOUTH ASHLAND AV"NUE + CHICAGO 8, ILLINOIS—MOnroe 6-1427 
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nat 


son] contracted with United Prof- 
it-Sharing Corp., a wholly owned 
subsidiary of the United Cigar 
Stores Co. of America, to service 
its coupon redemption plan. This 
contract was canceled when peti- 
tioner decided to service its own 
coupon redemptions so that it 
could exercise complete control of 
the plan in all its phases. In oper- 
ating its own plan petitioner felt 
that the plan could be advertised 
and promoted more effectively, 
, consumer good will could be pro- 
tected, and substantially better 
values could be offered to its con- 
sumers. 

“In 1932, in pursuance of the 
plan adopted, petitioner estab- 
lished a premium department 
which it staffed with a manager 
q and his secretary. Additional em- 
} ployes were added, as required, 
, until eventually 175 persons were 
employed therein. During the fall 
months of each year the premium 
eur department expanded its facilities 

"7 in all directions to take care of the 
, increased load from redemptions in 
November and December 


. s “In servicing the coupon re- 

r demption plan the premium de- 

partment was responsible for cleri- 

cal work, correspondence, the re- 

; demption of coupons, the ship- 

ment of premiums, store em- 

ployes, stock men in the ware- 

‘auses, and the supervision of the 

different groups and subdivisions 

that were required and functioned 
under the plan 

“The premium department's per- 

sonnel shopped for and selected 

merchandise suitable for use as 


premiums, fixed the number of 
° coupons necessary to acquire each 
q premium, secured approval of the 
7 premium from petitioner’s execu - 
9 tive committe, cataloged each 
» premium, and purchased a suffi- 
< cient quantity to provide an in- 


ventory to fill redemption orders 
by customers 
“Premiums were shipped pre- 
paid and every effort was made to 
ship the premium within 24 to 48 
hours of the receipt of the custom- 
er’s order. No substitute premiums 
were shipped. If a premium was 
not immediately available, or too 
many coupons were received for 
the premium ordered, or if, for any 
{ reason, the customer had a surplus 
\ of coupons, the premium depart- 
: ment sent back a credit certificate 
to the customer. Premiums dam- 
aged in transit or defective in man- 
: ’ (Continued on Page 64) 


how Te sell 


Use retailers of ideas, as 
you do product retailers. Sell 

the people who write, edit, speak, 
teach, preach, manage and govern. 
3 These dealers in weas have a 

trade paper .. . Harper's . . . which 
they read for facts and opunens 
they retail to milhons. 


| Ask for the facts 
| 
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It's a farm market, the richest on earth. It's a mass market, dominated by 
farmers. You can’t sell Mid-America a 

Goneré & without the farmer—nor the magazine that 4 

J : / concentrates on him alone. eS 


Cap : 
avmer | a 


_sets MIQ-AMERICA _ 


the richest Farm Market on Earth! 
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The Brown & Williamson Premium Story ... 


(Continued from Page 63) of premiums on hand, a 30 days’ 
ufacture were immediately re- | supply in transit or readily avail- | 
Y placed. able for shipment, and an addi- 


% ; tional 30 days’ supply on order 
e “Normally, the premium de- with the supplier or manufacturer. 
partment carried a 30 days’ supply Complaints from customers were 


very infrequent. 


“The first premium offered was 


|playing cards, then a card table 
cover, a score pad, and in 1934 a 


premium catalog was distributed 
|offering coupon holders a dozen 
|or more different premiums. Sub- 
|sequent premium catalogs were 


Explore the arctic in a seersucker 7 


§ The BIG 


(1,259,295 people or 365,347 families — City 
Here's how to cover 365,347 families: 


Makes just as much sense as trying to cover 


HOUSTON MARKET 


WitH ONE NEWSPAPER 


and RTZ*) 


r — a SN — 
] 
___ + POST CHRONICLE 
a | Circulation | Coverage Circulation Coverage 
a nanos —minane ara - 
Daily 160,997 | 44% 165,142 45% 
| | 
‘ | Sunday | 170,494 «=| 46% 179,125 49% 
| | 
‘A Bases a | i es = J 
> * ABC Publisher's Stotement, March 31, 1951 


| The HOUSTON POST 


= 
J W. P. Hobby, President WwW g 
Oveta Culp Hobby, ' 
Executive Vice President a oo Confidence 
4 


Nationally Represented by 


MOLONEY, REGAN & SCHMITT, Inc. 


Texas’ Largest Morning Newspaper 


Ralph W. Runnels, 
Director of Advertising 


card table. In June 1934 the first. 
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RALEIGHS 
Sales of Percent 
Releighs Come of col. A 
1932 col. A col. of col. B 
De .. . cwedsdéceceusccutnneduannesee 11,977 8, 446,577 0.14 
RR iiss i. nccncnecsavecssbswesssonnte 24,095 7, 562,290 . 32 
DEM. ci.cciccasutsceucetoebeseseunonaedd 20,352 8, 685, 337 . 23 
TELE LETRAS Soe 12,392 10, 560, 212 12 
DRY oc coccccccccccccccccccesccccccescs 10, 991 9, 534, 022 12 
August... .......--- 2-22 2- ec cceecccoes- 18, 131 9, 558, 922 .19 
Total. _... —— ew — 97,938 54, 347, 360 18 
(First coupons issued on brand in September) 
September ee ae ee 18, 121 9, 310, 988 0.19 
CID. .nccecdccntontcessecemngeneses 27,562 8, 351, 365 . 33 
Wevesthe? .. ccccccccecceecesoocececoce 21,412 7,613,942 a 
TRING. .. cc cdonccccccenecsseueccesce 22,796 87,319, 117 .31 
1933 
ii... ccdbkevinkmaesenamnes 23,351 8, 622, 222 . 27 
PONE iso id niucdcathccataees 19,204 7, 853, 997 24 
WE cicckcieienesiwenhrmivkne 132,446 49,071, 631 .27 
KOOLS 
Sales of Per cent 
Kools Consumption of col. A 
1933 col. A co of col. B 
(Brand introduced on market in February) 
DD. ........ eudtutiiinbaboineen anion 1,511 7, 853, 997 0. 02 
OR ARE AT ETD Rae ae 14,525 7, 974, 030 18 
rite enn ekidd eekndoonmnnanen 15,317 = 7, 973, 021 .19 
BR ccna candcosascscseguicdabsccsacces 20,202 12, 822, 973 16 
A eee Se 51,555 36, 624, 021 “4 
(First coupons issued on Kools in June) 
PE, cccctuenbbetanenunannmnnieines oe 26,232 12, 462,970 0.21 
Pi nctuccvsddnebekuepeesoeneeebagaen 23,522 9,526, 101 >) 
die alge eee een 40,521 11, 189, 334 . 36 
DINE. oc naccconesoreacseesacsanesa 74,271 9,529,723 . 78 
RN. .csscodenkeceeinontedete 93,956 9, 176, 408 1.02 
DIN nacenessecedadedsendesquecee 97,504 6, 835, 039 1. 43 
DOOR, 24 ciciiimnbeeminnnoions 356,006 58, 719, 575 . 61 


HOW COUPONS HYPOED SALES—This table, from the Tax Court of the U. S., 


is a graphic demonstration of how use 


of coupons apparently provided a sub- 


stantial aid to Brown & Williamson in the sale of Raleigh and Kool. The figures 
show domestic sales, in thousands, for Raleigh for six months before and after 


the introducti of 


p For Kool the same figures cover a four-month period 


before use of coupons, and a six-month period ofter they were introduced. The sec- 
ond column, headed “Consumption,” shows total domestic tax-paid withdrawals, 
and the final column shows the percentage of Roleigh and Kool sales to totol 


sales in each of 


distributed usually in the spring 
and fall of each year. The catalogs 
reflected changes in the merchan- 
dise offered by the addition of new 
premiums and the discontinuance 
of premiums with less popular ap- 
peal... 

“From June 1934 through 1943, 


petitioner’s distribution of pre- 
mium catalogs was as follows: 
Catalogs 
Year Distributed 
June-Dec. 1934 250,000 
1935 925,000 
1936 4,285,000 
1937 2,750,000 
1938 2.400,000 
1939 5,000,000 
1940 3,750,000 
1941 . 3,000,000 
1942 . 3,000,000 
1943 . 3,000,000 


a “The premiums offered by peti- 
tioner were, generally speaking, 
luxury items of high quality . 


the 


months covered. 


of the premiums exceeded $2 and 
many were made by nationally 
known manufacturers. The num- 
ber of items shipped as premiums, 
the amount of cash, defense and 
war stamps used to redeem cou- 
pons during some of the taxable 
years, and the percentage of the 
latter of the total coupons re- 
deerned, were as follows: 


No. of Cash, % of Total 
Items War and Coupons 
Year Shipped Defense Redeemed 
Stamps 
1940 1,897,554 $531,556 12.46 
1941 1,742,186 531, 11.57 
1942 1,289,305 ° ° 
1943 710,129 ,1,425,527 32.33 
"1,297,441 29.32 
Cash 
“War stamps 
* No data 


e “During 1940 the most popular 
premiums, next to stamps and 


|cash, based upon the coupons re- 
- «|deemed that year, with the name 


The current retail price on most|of the manufacturer of the premi- 


“P eople Sell 


W. 


Better than / 


eee and You Can Cover 
| Central New York with 
ONE Radio Station 


NBC Affiliate. WSYR-AM-FM-TV—the Only 
COMPLETE Broadcast Organization in Central New York 
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um as shown by the 1940 catalog, 
were as follows: 


% of Total| and 9.2 billion in 1950. 
Viceroy, a much smaller brand, | 


Item No. Shipped Redeemed 
me po p eenrtnn . 178,249 8.70 
neeaees 60,366 


a hay trash 49,234 
Hose (Gotham Gold Stripe) _ 236,874 
Bathroom scales (Detecto) 70,676 


Coffee brewers (Cory) .... 57,693 

Fishing tackle (Shakespeare) 31,997 PY 
Irons a 23,833 2.72 
Glassware ........ 137,151 2.50 


s “Petitioner purchased its pre- 
miums direct from the manufac- 
turer. It bought many items in 
carload or multiple carload lots. 
It took almost the entire output 
of two factories to supply petition- 
er with card tables. It was West- 
inghouse’s largest customer for 
electric irons. It was able to pur- 
chase quality merchandise at max- 
imum discounts. It computed its 
delivered-to-the-customer cost by 
adding together the cost of the 
premium, handling expenses, and 
all transportation charges. It then 
converted delivered-to-the-cus- 
tomer cost to redemption value in 
terms of coupons necessary to re- 
deem by a mathematical formula. 
The petitioner did not mark up its 
premiums, and realized no profit 
upon the redemption of its cou- 
pons. 

“During the taxable years peti- 
tioner’s coupons were worth from 
1l¢ to 2%¢ per coupon when re- 
deemed for merchandise. When 
coupons were redeemed for card 
tables the coupon holder realized 
2%4¢ per coupon based on the re- 
tail selling price of comparable 
card tables. For certain premiums 
the purchasing power of each cou- 
pon was as low as 1¢, but the aver- 
age was about 1%¢ or twice the 
cash redemption value of each 
coupon. 


s “Petitioner's premium depart- 
ment constantly checked the mar- 
ket costs and retail prices of var- 
ious types of merchandise in order 
to determine which articles offered 
the most value as premiums to its 
customers. The value of petition- 
er’s coupons whether redeemed for 
merchandise or cash was one of the 
highest if not the highest of any 
coupon plan.” 

The tax court goes on to detail 
the various advertising efforts put 
behind the coupons and premiums 
and declares that Brown & Wil- 


liamson’s advertising expenditures | 


made with respect to its coupon 
bearing cigarets during the period 
for which they bore coupons were 
as follows: 


Year Amount 

1932 (Sept.-Dec.) $ 110,059.24 
1933 596,309.25 
1934 ... 955,384.24 
1935 .. 1,004,457.41 
1936 .. 1,517.916.91 
1937 1,911,385.45 
1938 2.078.975.93 
1939 2.532,511.62 
1940 2,634,287.52 
1941 3,089,201.34 
1942 . .. 3,288,313.40 
1943. . 2,976,137.78 
Total . $22,694,940.09 


| 
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5.19; to 405,000,000 in 1946. By 1949, 


| 
s Then follows a detailed break- | 


down of B&W cigaret brand sales 


and total sales of all cigarets, for | 


the years 1928 through 1946. The 


ratio of B&W sales to total sales | 
for each year is also shown. These | 
figures are shown in chart form! 


on Page 62. 

The figures show a steady rise | 
for Raleigh to a peak of over 15 
billion in 1944 and 1945, with a 
sickening drop-off to 3,754,000,000 
in 1946. (The brand continued to 
have sales trouble through 1948, 
when its sales were estimated at 3 
billion units, but showed a strik- 
ing gain, to about 7 billion, in 1949, 
when it reintroduced coupons and 
premiums. Its 1950 sales were 
estimated at 7% billion.) 

Kool has had a much more 
steady history and on the whole 
has done considerably better than 
Raleigh. Its sales rose to a peak of 
about 5.7 billion in 1943 and 1944, 


and then began to drop off, but | 


1946 sales were still 4,160,000,000. 
Since then Kool sales have risen 


we. 


steadily, being estimated at 


it hit about 1.2 billion. 
In 1944, according to the tax 


ie 


er 


« 


about 5%). 


months before, 


6% | a figure higher than they have ever strated by these figures, which | 
billion in 1948, 7% billion in 1949, | attained since (in 1950 it was show total Raleigh sales for the, 
six-month pre-coupon period of | 
97,938,000, and total sales for the | 
a reached 622,000,000 in 1944, 704,-|m Another interesting tabulation | first six months after introduction | 
o¢ | 900,000 in 1945, and dropped back | in the tax court report shows the of the coupons as 132,446,000. What 
sale of Raleigh for the 12-month is especially noteworthy is that 
rr however, it was estimated at a new | period from March 1932 through total cigaret consumption dropped 
| peak of 800,000,000, and last year|February 1933—covering six from 54 billion during the first 
and six months six-month period to 49 billion in 
after the initial issuance of coupons the second six months, so that 
the three Raleigh |in connection with the brand. 
brands accounted for 9.07% of the | 


whereas Raleigh sales accounted 


The effectiveness of the coupon for only 0.18% of the total in the 
| total consumption of all cigarets—j|sales idea seems clearly demon- first six months, in the second six 


months the figure was 0.27%—a 
50% increase in share-of-market. 
In the case of Kool similar fig- 
ures are shown. For the four 
months after the brand was intro- 
duced in February 1933 (without 
benefit of coupons) sales totalled 
0.14% of total cigaret consump- 
tion. For the six months following 
introduction of coupons in con- 
nection with Kools, in June 1933, 
the brand’s sales accounted for 
0.61% of total consumption. 
Returning to the details of the 


published by the Boy Scouts of America, 
2 Park Avenue, New York 16, N. Y. 


read by more boys 10-17 than any other 


magazine in America. 


Over 2,000,000 monthly. 


“Look for a BOOM 


in The Boy Market! 


Advertisers seeking to expand their markets 
would do well to look into the boy market. 
11,064,000-strong in 1950, boy population 
ages 10-19) will boom to 15,923,000 by 
the end of the decade. An increase of 
5,000,000—or 45% in sales potential—in 


the next ten years alone. 


Of equal significance, from an advertising 
standpoint, is the startling fact that: 


1 OUT OF EVERY 2 BOYS IN THE 
U. S. TODAY IS JOINING THE 


BOY SCOUT MOVEMENT 


during his Scout age span. 


. And you can blanket this entire market 


with BOYS’ LIFE 
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66 
coupon-premium operation, the 
tax court reports the following 


“annual cost of redeeming petition- 


er’s cigaret coupons,” including 

both domestic and export issue: 
Year Amount 
1932 (Sept.-Dec.) $ 3,420 
1933 89,138 
1934 05.664 
1935 1,189,285 
19% 1,564,966 
1937 2,066,536 
1938 2.608.555 
1939 3.645.823 
1940 4.138.144 
1941 4,487,196 
1942 4.886.236 
1943 4,778,230 
1944 2,779,321 
1945 675.009 
1946 (Jan.-Feb.) 93,568 
Coupons were d.scontinued in connection 
with Viceroy in October 1941; in connec- 


tion with Koot on July 20, 1943, and in 
connection with Raleigh on Nov. 11, 1943 


e The redemption cost of the cou- 
the tax court reports, was 
$7.50 per thousand for the 
years 1940 through 1943, 
from a high of slightly 
$7.66 per thousand to a low 


pons, 
about 


of a 


ranging | 
more than | 


“During the nine-year period 
United issued 2,570,000,000 cou- 
pons. During the same period it 
redeemed 2,170,000,000 coupons, or 
84.44% of the coupons issued.” 

Imperial Tobacco Co., operating 
a “poker hand premium scheme” 
which involved redemption for 
premiums only of complete hands 
of 52 cards, distributed 2,804,888,- 
592 inserts from August 1925 to 
Dec. 31, 1935. Most of the inserts 
had no expiration date, and up to 
the beginning of World War II, 
says the tax court report, 2,417,- 
150,579 were redeemed—an over- 
all redemption rate of 86.18%. 

“Prior to 1932,” says the report, 


“Imperial provided on its books 
for redemption of inserts upon 
the assumption that approximately 
60% would be redeemed. In 1932 
it had to make a special appropria- 
tion to provide additional funds for 
redemption.” 


WOV Films in Rome 

AM Station WOV, New York 
bilingual independent, and Gio- 
vanni Buitoni, head of Buitoni 
Macaroni Corp., New York, Amer- 
ican branch of the worldwide con- 
cern, have completed an agree- 
ment covering the production by 
WOV’s Rome studios of TV film 
spots and documentary films for 
Buitoni. 


je a 
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United Productions, 

Screen Gems Team for TV 
United Productions of America, 

Los Angeles, best known for its 


Academy Award winning short, 
“Gerald McBoing-Boing,” and 
Screen Gems, the TV  produc- 


tion subsidiary of Columbia Pic- 
tures Corp., New York, have an- 
nounced plans for collaborating in 
the production of television film 
commercials. 

The production staff of Screen 
Gems will confine itself to the 
output of commercials with live 
actors and dramatic shows. Its 
sales force will handle United 
Productions animated commer- 
cials, which in the future can be 
filmed in New York. 


Gould Features New 
Battery Insurance Plan 

A battery insurance plan said to 
extend battery life as much as 
36% is being featured in fall ad- 
vertising of Gould-National Bat- 


teries, St. Paul. The campaign, 
placed by Melamed-Hobbs, St. 
Paul, was launched with a half 


page in The Saturday Evening Post 
Sept. 8 and Collier’s will carry the 
same copy Oct. 27 

Pages explaining the dealer's 
end of the battery insurance plan 
are scheduled for Bus Transporta- 


tion, Commercial Car Journal, 
Implement & Tractor, Motor, Na- 
tional Petroleum News, Super 


Service Station and Super Service 
Tire Review. 


little under $7.47 per thousand in 
1942 
The report also contains inter- 


esting data on the redemption ex- 
perience of United Profit Sharing 
Corp. and of Imperial Tobacco Co 
of Canada, another subsidiary of 
British-American Tobacco Co., 
parent organization of Brown & 
Williamson. Of United the report 
Says 

“During the 

clusiv the 


years 1920 to 1928, 
United Cigar Stores 


@f America operated retail tobacco | 


tores throughout the U. S. Its 
— owned subsidiary, United 
— Sharing Corp., conducted a 
upon plan during these years 
hich was used by United Cigar 
and William Wrigley Jr. 
o. in merchandising their prod- 


tores 


“One coupen was issued for each 
retail purchase. The coupons 
vere redeemable for cash or pre- 
iums at premium stores and re- 
emption stations and by mail. The 
nly advertising in connection with 
1€ United coupon plan was by 
e display of premiums on coun- 
ers and distribution of catalogs at 
ne premium stores and redemp- 
jon stations. The cash value of one 
nited coupon was one-tenth cent 
But when exchanged for premiums 
was worth about three-tenths of 
cent 
“United offered its coupon hold- 
ers many of the same types of pre- 


miums as [Brown & Williamson] 
card tables, bathroom scales, elec- 
tric irons, electric toasters and 


glassware. Considering the differ- 


ence in the time and spending 
power, the premiums offered by 
United during the years 1920 to 


1928 inclusive were comparable to 
the premiums offered by petitioner 
during the taxable years 
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N-G@ 
RUBB R 


ADVERTISING 
it is ACTION! DRAMATIC! EXCITING! 
it's a RIOT! NOTHING LIKE IT FOR— 
* CONVENTIONS * COUNTY and 
STATE FAIRS * SPECIAL ADVERTIS- 
ING DEALS * DIRECT MAIL and 
DEALER TIE-IN ADVERTISING 

Rubber Money has no equai—Not only yells 
your Advertising message but actually DEM 
ONSTRATES' it in o novel way your pros 
pects will understand Seve Money’ '— 
STRETCH DOLLARS is @ must for ail 
buyers Rubber Money strikes home in a 
very unusual, effective ond inexpensive woy 
Never fails to create ‘Good Will’ for sales 
men and deciers——in fact RUBBER BUCKS ore 
TOPS in low cost advertising. Write, wire or 
phone for samples and prices. No obligation 


H. MEINHARDT & CO., Inc. Dept. AA-9 
4218 LINCOLN AVE. —- CHICAGO 18, ILL 


1S THE ONE GREAT SUNDAY MAGAZINE 
WHICH LETS YOU CHOOSE YOUR MARKETS 


| 


| 


j 


Can You Buy 


Be selective... 
CONCENTRATE for profits 
Where Your Sales Opportunity Is 
Greatest. Only In Pictorial Review 


Without Penalty 


From 1 to 10 Of America’s 

Big Volume Sunday Magazine 
Markets To Match Your Advertising 
Exactly To Your Sales Plans. 
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Shamokin Mills Ads 
Feature a Family 
of Woolen Puppets 


New York, Sept. 4—Shamokin 
Woolen Mills has launched the 
most extensive advertising and 
promotion campaign in its his- 

j tory, with color pages in the Sep-| 
tember issues of American Fabrics,, Dairy Account to Beaumont 
Seventeen and Vogue. Fletcher D.| The Georgia Milk Control Board, 
Richards is the agency. — yt a a Ge re- 

The campaign centers around | ™@!nder o Ss eee BOS BD- 
five puppets, the “Shamokin Fami- — Beaumont & Bohman, 1 
” ‘ ; nta, to place advertising in news- 
ly,” who appear in different sur-| papers, and perhaps later on radio 
roundings in the ads. Furthermore, | and television. 


all backgrounds—houses, trees, 
clouds, etc.—consist of different 
Shamokin fabrics. 

The “Shamokin Family” will be 
used extensively in trade promo- 
tion, sales promotion and mer- 
chandising. Hang tags die-cut to 
look like one of the puppets will be 
attached to garments made from 
Shamokin woolens. 


FCC Looking Again 
at WSB-TV's Sale 


WASHINGTON, Sept. 4—The Fed- 
eral Communications Commission 
has decided to take another look 
at the sale of Station WSB-TV, 
Atlanta, to a syndicate of Atlanta 
business men. 

At the request of the University 
System of Georgia, FCC stayed 
the $525,000 transaction until Sept. 
14, to look into charges that the 
application was based on conceal- 
ed ownership. 

University System was one of 
two other applicants seeking the 


Atlanta channel when FCC cleared 
its sale to the business syndicate. 


Station WSB-TV is currently 
licensed to Atlanta Newspapers 
Inc., which also owns Station 


WCON-TV, Atlanta. Under FCC's 
duopoly rule, one of the stations 
must be disposed of 


Appoints William Curtiss 

Owens-Corning Fiberglas Corp., 
New York, has named William H. 
Curtiss Jr., formerly advertising 
and merchandising manager of the 
Fiberglas textile products division, 
as textile sales manager for an 11- 
state West Coast area. Mr. Curtiss 
will make his headquarters in 
Santa Clara, Cal. 


Sales Acceptance for 


Pictorial Review 


| Exceptional Market-Power Wins Strong 


The Only Great Sunday Magazine You Can Use For Mass Selling In Single Markets 


%& PICTORIAL REVIEW'S high-voltage 
market-power wins it outstanding accept- 
ance from advertisers in many fields. In 

1950, for instance: 


159 advertisers used pages. 147 adver- 
tisers used less than pages. 


-_— 


Advertisers ordered 988 color pages, 293 
black and white pages, 355,000 lines of 
less-than-page, black and white space. 


70 new advertisers built sales with page 
space in PICTORIAL REVIEW for the 
; first time. 


Why not examine how the flexible ad- 
vantages of this Sunday Magazine can 
| speed the moving of goods or services 
for you? 


SAN FRANCISCO EXAMINER 
= LOS ANGELES EXAMINER 


Total 10-Market Circulation Takes Your Advertising To 
More Than 6,000,000 Families With The Sunday Issues Of 


NEW YORK JOURNAL-AMERICAN - BALTIMORE AMERICAN 


MILWAUKEE SENTINEL 


SEATTLE POST-INTELLIGENCER - PITTSBURGH SUN-TELEGRAPH 


AS. 


ttt. =" os bbb, He, Cont, 


A HEARST PUBLICATION 


ising may ight iy, ally or by Individual Markets. 
Any combination of three or more papers earns you a group discount 


Represented Nationally by HEARST ADVERTISING SERVICE 
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~” this coveted 


FAMILY 
MARKET 


When you follow-thru cor- 
rectly, you know you're go- 
ing in the right direction. 
| You feel it. You prove it. 
You see it! ... 

When you advertise in the , 
| Our Sunday Visitor-Rexe ) 
ister UNIT you feel the buy< f 

; 
\ 


ing impact of over 144 mile 


lion growing families. You 


see the results on sales ree- 


ords; you see it in cash sales; 


in increasing volume. 


What more do you want?” 


More information, of 


course. We have it. It's yours 
without obligation. Simpl ; 
| write, wire or telephone iM 
your earliest convenience for! 
more specific details closely 
related to your particular 


merchandising needs. 


1,389,848 


WEEKLY CIRCULATION 
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3 Our neck is 
| out a mile! 


» We've been making some strong statements about 
advertising at the point-of-sale. 
In our current advertising campaign we have said that 
this vital link in the marketing program too often is 
slighted. Too often it gets the “last-minute treatment.” 


ee 


Je have the answer to this problem—an organization 
dealing strictly and exclusively with advertising at the 
point-of-sale, equipped with the know-how and facilities 
to give you a point-of-sale program that produces top results. 


We have the nation-wide organization, the creative 


ee eer 


staff and merchandising experts, art and production 
facilities to design and produce displays of every kind 
(note our product list below!). 


Zi 


So, we say we can do a better job for you . . . and that’s 


Ts 


sticking our neck out plenty. Why not make us prove 
our case! Write Chicago Show Printing Co., 

2640 N. Kildare, Chicago; 400 Madison Ave., New York; 
Offices in principal cities. 
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* Cardboard Displays * Cloth and Kanvet Banners and Pennants = * Stanzal!Outdoor Signs 
* Animated Displays * Mystik Self-Stik Displays * Mystik Self-Stik Labels Advertising at the POINT- Oo F - SALE 


* Econo Truck Signs * Mystik Can and Bottle Holders * Booklets and Folders 
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Feature Section Time? It's Sunday 


Idea or Gimmick, Woolf Asks 
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There's More Room at the Top 


: THE NATIONAL NEWSPAPER OF MARKETING 


West Coast Agency Designs and Occupies Own Home 


Among the agencies which have aban- 
doned downtown office space in favor of 
their own specially designed quarters is 
Brisacher, Wheeler & Staff, which recent- 

« = ly moved into the two-story, 10,000-square 
‘ foot building at 1660 Bush St., San Fran- 
cisco, pictured here. 
The building, 60x86’, houses a staff of 
53, is completely air conditioned and uses 
4 Hauserman movable metal partitions, pro- 
f viding for flexibility of arrangement 
§ throughout. Another floor can be added 
for expansion. An eight-car parking lot 
provides parking for staff and visitors. 
Plans for the building were made in 
1948 by the late Emil Brisacher, who 
worked closely to develop functional agen- 
cy layout with architect William Gladstone 
{ Merchant. The decorative theme of the 
building is set by a teakwood front im- 
ported from Siam, which led to the use 
x of many antique Chinese pieces for fur- 
F nishings and accessories. Ardmore House 


RECEPTION HALL—The agency's receptionist presides over this spa- 
cious entrance hall, from which the stairway leads to the media 


ENTRANCE—Imported teakwood makes the facade of the Brisacher, 


i carried out the striking decorative scheme. Wheeler building on Bush St., San Francisco, The agency’s new . 
The floor plans and aeiien on this page ome is 20 blocks from Montgomery St., the diedthinn enien. pont = hood cose floor. Production and art, also on the 
4 demonstrate many of the interesting fea- ut visitors find it convenient because of private parking facilities. es me one reached by service representatives and suppligrs 
tures of the building. ugh the rear door, from the parking lot. 
é While cost has not been disclosed, 


Franklin C. Wheeler, president, says the 
property can be amortized over a reason- 
f able period at a cost slightly less than 
downtown office space rental. 
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TYPICAL OFFICE—This is an example of the offices of accoun 
. ; ‘ t exec- 
. a BAILIWICK—North light, cabinet space for supplies, and utives and members of the creative department. Simple furnish- 
i plenty of room for cutting and mounting provide an integrated ings, comfortable chairs and good lighting are the keynote 
totrance] work unit for the agency's four art directors. ~ 
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MEETING PLACE—The conference room, used for staff meetings, pre- 

sentations and TV screenings, has a bar behind the lar 

age , ge panel at 

pee pee aogacn at the front of the building, the presi- left; the double doors lead to a test kitchen, and adjoining the 
ent’s room is large enough for staff meetings. The big opaque kitchen is a small coffee shop for use by the agency personnel. A 


(Second fleer) 


window forms the front wall; the door at center leads to his secre- tall redwood fence is seen outside the window. Note the television 
: tary’s office, and the entrance to a dressing room and shower is chairs, which revolve in a manner similar to the once famili 
behind the desk in the foreground. Pullman chair car seats vel 
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G. D. Crain Jr. Says... 


There's More Room at the Top 


The recent ADVERTISING 
AcE reporting the difficulties which have 
been experienced in filling important 
positions in the advertising and market- 
ing field was confirmed by a long-dis- 
tance call I received the other day from 
the head of a well-known firm of man- 


news story in 


agement engineers. 

This company serves a large manufac- 
turing enterprise in the Midwest, which 
is looking for a sales executive for one of 
its most important divisions. The salary 
will be $20,000 or more, and the quali- 
fications, while specific, are not such as 
to be unduly limiting. Yet the company 
and its counselors are having extreme 
difficulty in finding a man qualified and 
willing to take the job 


e Another example is that of a company 
with national distribution in an impor- 
tant market, which will shortly have to 
fill three executive positions, due to re- 
tirement and other causes. It has looked 
over its own organization without finding 
men the management considers qualified 
for these top jobs. 

Yet it seems to be an obvious part of 
ood planning to have enough under- 
tudies in training to provide ample exec- 
tive material when older men step out 
{ the picture. Time is an inexorable fac- 
or in this situation, and it is definitely 
ossible to forecast the approximate dates 
n which, under the most favorable cir- 
umstances, new men must step into im- 

Yet many companies seem 
little thought to this 


ortant posts 
» have given very 
ontingency 


alesense In Advertising... 


By James D. Woo .r 

IDEA, in advertising as in every branch 
i, human activity, is a term loosely em- 
bloyed. Poets have ideas and so do plumb- 
@rs, politicians, and painters. A house- 
Bolder declares he has an idea when he 
plants thick shrubbery 
to hide an ugly vista; 
a grocer has an idea 
when he guarantees 
the lush 
his melons; a 
has an idea 
originates a 
for plastic. In 


ripeness of 
chemist 
when he 
new use 
adver- 
tising almost anything 
that is new and differ- 
ent is called an idea. 
Mankind worships at the altar of ideas. 
Max Lerner tells us that “ideas are weap- 
" W. M. Paxton declares that “ideas 
go booming through the world louder than 


Jim Woolf 


ons 


cannon.” And Napoleon once told his 
warriors that “imagination rules the 
world.” 

Many thoughtful and valuable books 


have been written on the subject of how 
to produce ideas. A million words on this 
subject can be found in the literature of 
advertising that been written over 
the years. 

But nowhere in this literature can there 
be found general agreement on when an 
advertising idea is a GOOD advertising 
idea. 


has 


Gimmicks Sometimes Misnamed 
There : great deal of 
confusion on this question. Many things 
in advertising are called ideas when they 
are merely devices. Stunts is another 
word for advertising ideas that are NOT 
ideas. Still another word is 


appears to be a 


advertising 
gimmicks. 
Local advertisers—and small advertis- 


Some companies have a definite policy 
of building from within, and fill vacancies 
entirely by promoting men who have 
grown up with the organization. It is a 
great morale builder for younger men to 
know that every important executive post 
will one day be filled from the ranks. 

One of the greatest newspapers in the 
country has followed this policy for many 
years, and it always seems to have a 
group of hard-hitting younger executives 
who are able and willing to fill any top 
job vacated because of retirement, illness 
or other factors. And everybody in the 
organization Knows that this is the policy, 
and thus has added incentive to qualify 
for bigger and better jobs. 


s An important publishing company in 
the business field has had tough sledding 
in the past few years because of the un- 
happy circumstance that many of its key 
people died unexpectedly or were laid 
low by disabling illnesses long before their 
active service would normally have been 
concluded. Because this organization had 
not trained younger men as lieutenants 
and understudies for these top executives, 
their loss left it in a difficult position. It 
is only now beginning to feel that its or- 
ganization problems have been solved. 

There is more room at the top—because 
those at the top have limited expectancy. 
Their time is definitely measured. Cer- 
tainly looking ahead and preparing for 
the day when seasoned and successful 
executives will pass out of the picture is 
only common sense and good business 
insurance. 


What Is a Good Advertising Idea? 


ers of every descripiion who have little 
time to make a real study of advertising 

—waste a great deal of money on stunts. 
It is they who are the big customers of 
the syndicate houses who peddle silly 
cartoons as advertising ideas when ac- 
tually they are merely devices to attract 
attention. 

Li'l Abner, as an advertising character, 
is a device to get attention; he is not an 
advertising idea. “Spotless Town” was a 
device, and so is the “Time to Re-Tire” 
Fisk boy. Both Sunny Jim and Jim Hen- 
ry, Mennen salesman, were devices pure 
and simple 


@ The current rash of babies in adver- 
tisements of adult products, such as gas- 
oline and men’s shirts, is another case 
in point. The writers of these campaigns 
may have congratulated themselves on 
their ingenuity. But the products of this 
ingenuity are devices, or gimmicks, and 
not ideas that create desire and induce 
buying action. 

Watch a pitchman. His sleight-of-hand 
and his antics are devices employed to 
attract and gather an audience around 
him. That—and nothing more. They in 
themselves have no powers of persuasion. 

What, then, is a good advertising idea? 

A good advertising idea is an idea that 
promises a human benefit. The more ap- 
pealing and desirable the benefit, the bet- 
ter the advertising idea. 

The most interesting subject in the 
world to John Doe is John Doe. He is 
forever thinking of himself in terms of 
what is good for John Doe. He thinks of 
benefits to himself when he thinks of mer- 
chandise, and benefits are what he is 
buying—or hopes he is buying—when he 
puts his money down on the counter. 

You'll like a story told by Lorin Deland, 
a famous advertising man a half-century 
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ago, in his wonderful little book, “Imagi- 
nation in Business.” One day he stood on 
a street corner at four o’clock on a Sat- 
urday afternoon and watched two boot- 
blacks hawking their wares. The first 
boy merely shouted, “Shoes shined here.” 
The second boy, a few feet away, used 
a different solicitation: “Get your Sun- 
day shine.” 

Deland, interested, watched the boys 
for an hour. He noted that the two lads 
were equally personable and equally ca- 
pable in shining shoes. But the second 
boy attracted the attention of twice as 
many customers, and did twice as much 
business. 

The reason, Deland believed, was not 
far to seek. The day was Saturday, and 
the shoppers were hurrying by with pack- 
ages that contained—what? Well, many 
things, but you can be sure that a lot of 
those bundles held new togs for the mor- 
row, the day when everybody dressed up 
in his Sunday suit. 


ge That Sunday shine pitch of his was a 
promised benefit—a promise by implica- 
tion. It suggested to the young fellow with 
the new straw skimmer that a true Don 
Juan would not dream of goin’ courtin’ in 
grimy boots. 

If the first boy had worn a red fire- 
man's hat and had been sitting astride a 


green billygoat, he still would have been 
outsmarted by the second boy. The red 
hat and the green goat would merely 
have been devices for flagging attention; 
they would not have been an advertising 
idea of the kind being discussed here. 

Advertisers have long been occupied 
with the problem of pretesting copy. 
Haven't you, as an advertiser, often wished 
in advance of spending your money that 
you were sure you had an effective ad- 
vertisement? 

We'll never be sure, of course. There 
are too many imponderables in advertis- 
ing. But I believe that a sharper under- 
standing of what constitutes a good adver- 
tising idea would make possible valuable 
“pretesting” right at the advertiser's desk. 
The procedure is simple. Look thought- 
fully at your ad and ask yourself this 
question: “Is what I have here an idea that 
promises a human benefit, or is it merely 
a device?” It is as simple as that, you see, 
unless you have deluded yourself into 
believing that devices and stunts are in- 
struments that tug at human hearts and 
stir people to action. 

Nearly all bad advertising is bad ad- 
vertising because it relies on red hats and 
green goats instead of on ideas that in- 
terest, persuade, and convince. The su- 
preme test of any piece of copy is the 
degree of potency with which it promises 
a human benefit. 


Mail Order and Direct Mail CLinic ... 


How You Can Build a Mailing List 


By Wuitt NortTHMOoRE ScHULTz 
A good mailing list is an invaluable as- 
I know one firm that earned over 
$50,000 in one year by just renting its list 
to others. This same firm grossed several 
million dollars in sales from shop-by-mail 


set. 


buyers on its customer mailing list. 
Although some may challenge this, I 
firmly believe a correct mailing list is the 
most important part in any direct mail 
campaign. Wise mail order merchandisers 
work hard in building customer lists. 
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A good mailing list is: 

1. Completely free of errors in names 
and addresses of persons on the list. 

2. Up to date; constantly “cleaned”; all 
“dead-wood” names cleared out periodi- 
cally. 

3. Carefully divided between prospects 
and actual buying customers. (There’s a 
big difference between a mail order in- 
quiry name and_a person who actually 
bought by mail.) 

I've often been asked how you can 
build a mailing list. There are several 
ways. Here are just eight that have 
worked well for various mail order firms: 


@ 1. Display Advertising. If you want 
buyers, advertise a specific product, stat- 
ing postpaid price, description, delivery 
information and guarantee. If you want 
inquirers of a certain type, offer a free 
booklet or catalog pertaining to the prod- 
uct or service you're offering. 

2. Classified Advertising. With this type 
of ad you can usually secure good inquiry 
names. And if the mailing piece you send 
to these selected inquirers is effective, 
you'll get orders. 

3. Exchanging Lists. Many mail order 
firms exchange lists. Such exchanges us- 
ually bring new customers to both com- 
panies. 

4. Letter and Mailing List Brokers. 
America’s mailing list brokers have mil- 
lions of names available for rental] pur- 
poses. For example, you can rent the 
names of all the millionaires in the U.S., 
or all car owners, or all airplane owners; 
or you can rent the names of folks who 
have bought gifts, housewares, candy, 
fruit, shoes, clothes, etc., by mail. 


The Eye and Ear Department... 


5. Friends’ Names. If you've pleased 
your customer, he’ll tell others about your 
company and your service. By providing 
a form or space on order blanks, many 
customers will furnish names of their 
friends who may be interested in your 
products. Such names are usually excel- 
lent prospects. 

6. Publishers’ Lists. Many business pub- 
lishers have mailing lists available for 
rental. 

7. Trade Directories. Just about every 
industry has a directory that’s published 
periodically. Such directories can be pur- 
chased for a few dollars. 

8. Telephone Directories. You can pur- 
chase telephone directories for any city 
in the country through your local tele- 
phone company. 

Yes, there are other ways to compile 
mailing lists. But those mentioned above 
appear to be best from experience. 

The importance of the mailing list can- 
not be stressed too much. Veteran mail 
order copywriters study mailing lists be- 
fore writing their copy for a campaign. 
Copy must be beamed for the specific 
reader. And by using direct mail intelli- 
gently it’s possible to select only those in- 
dividuals likely to be interested in your 
offer. 

The hard work and time spent in build- 
ing a good mailing list is well worth the 
effort. 

A responsive mailing list is a gold mine 
to a mail order seller. 

Build your mailing list with extreme 
care. Keep it up to date. Then send to the 
names on your list only sales literature 
of interest to them. 

You'll be pleased with the money-mak- 
ing results. 


Amateurs Get a Break 


“Songs for Sale,” simulcast on CBS 
Saturday nights in four 15-minute bites 
beginning at 10 p.m., has expanded in 
many directions since its first appearance. 

It introduces, as it has from the start, 
amateur song-writers 
and the tunes they 
have written, some of 
which aren't too bad 
—but most of which 
stamp the writers as 
non-professionals. The 
program, very wisely, 
throughout its hour 
length presents only 
four songs by the ama- 
teurs. Wisely because, 
this reviewer suspects, there aren't enough 
good amateur songs written to sustain a 
program of such length. 

The panel, whose job is to criticize the 
various numbers presented, is one of the 
most honest panels on TV or radio. Spar- 
ing no feelings—but giving a great deal 
of sincere and helpful advice—if the song- 
writers take it—its three members ap- 


Steve Allen 


Employe Communications... 


praise each tune with a great deal of 
professional judgment and, in this re- 
viewer’s opinion, are seldom far from 
wrong. 

Steve Allen is the current emcee and, 
again in this reviewer’s opinion, repre- 
sents, together with Robert Q. Lewis who 
precedes him with “The Show is On,” two 
bad investments on CBS's part in eye- 
glasses. Allen, like Lewis, just isn’t funny. 
Even Ed Sullivan is easier to take. May- 
be it’s a matter of personality. Allen—like 
Lewis—seems unable to give. 

But the program is good—combining as 
it does professional with non-professional 
talent and music. Cooperatively sponsored, 
the commercials are on film and are like 
most film commercials. 

One thing this reviewer likes about the 
panel. Regardless of the skill with which 
the songs are presented by even so superb 
a songstress as Peggy Lee—and with ex- 
cellent orchestral arrangements—its 
members are never overwhelmed nor do 
they miss the amateur touch in the pro- 
fessional rendition 


Industrial Editors Show News Skill 


By Rosert NewcomMs AnD Marc SAMMONS 

One reason you find better reporting 
in employe publications than you used to 
is because a lot of editors are former 
newspaper reporters. 

Quite a few of these industrial journal- 
ists found theniselves not long ago in 
the Kansas City flood area, and the re- 
sults of their professional skill are now 
available in dozens of special issues and 
special articles of company magazines. 


es One of the scribes who waded into it 
was Fred Davis, an energetic young fel- 
low from Procter & Gamble, an assistant 
editor of the employe publication “Moon- 
beams.” Davis, who served his newspaper 
apprenticeship in Tulsa, went to the 
Northwestern University school of jour- 


i oe 


nalism and then into industrial editing, 
lived a lot in a short time. 

He was busy over galley proofs in Cin- 
cinnati when he was given the nod to 
get aboard a company plane and cover 
the Kansas City waterfront. After long, 
hard hours of it, he returned and pre- 
pared with his fellow editors a special 
eight-page picture edition for inclusion 
with the regular issue. 

Davis’ casual report of his own doings 
rates a quote or two: “Flew down with 
company (flood) specialists Tuesday. Spe- 
cial emergency passes had to be obtained 
for the photographer and me before we 
could get into flooded area. Had to take 
typhoid shots because of danger of dis- 
ease ...Fortunately the company had 
hip-boots available ... Spent most of the 


time on arrival interviewing our flooded 
employe families, collecting facts, check- 
ing them with official sources, getting 
true feeling of the story and taking pic- 
tures. 


s “During picture-shooting at factory, the 
photographer and I both sank in silt al- 
most to the waist, and had to be pulled 
out twice ...In order to get the facts from 
St. Louis as she prepared to meet the 
flood, I had to get to St. Louis some time 
Thursday. Only available plane leaving 
K. C. emergency airfield was 4:45 a.m. 
Had to leave hotel around 3 a.m. to get 
through military cordons thrown around 
city. So I sat up all night and wrote 
rough draft of the copy...” 

As little as five years ago, few com- 
panies would have cared whether em- 
ployes had word of the disaster or not. 
Many companies would have preferred 
to hush the matter up entirely. Here the 
upper levels of management got behind 
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the editorial department fully, and urged 
them to rush through the special edition. 
By working several extra hours, includ- 
ing a weekend, Clinton J. Frank (who 
heads up P&G's editorial department) 
and associates Davis, Dardwin and Urion 
got the edition through. It was gobbled 
up by company employes throughout the 
many plants. 

es If employes are members of the com- 
pany team, as most managements con- 
tinue to insist, then they are members 
when things are either good or bad. While 
Procter & Gamble suffered a tremendous 
loss at its Kansas City factory, the plant 
was back into production within a very 
few days. Complete recovery is months 
away, but the wheels are moving. It took 
technical know-how, but it also took em- 
ploye spirit. 

The good employe publication builds 
and holds that spirit. The enlightened 
management sees that it never misses the 
chance. 


Handy Helper-the Photostat 


By Kenneth B. BUTLER 

Every day I give thanks for the photo- 
stat, an inexpensive service that serves 
a thousand uses in the advertising pro- 
duction department. Nearly every city 
has companies offering photostat service, 
and they give rush service. You can get 
them positive or negative—in glossy 
finish, dull matte finish, or semi-matte. 

One of the helpful uses of ‘stats is for 
the purpose of procuring the desired re- 
duction of photos to use in dummies, com- 
prehensive layouts, or in ad paste-ups 
as an indication to the engraver or offset 
printer as to position and identification 
of illustrations. 


e Another handy use is for reversing type 


STEP AND REPEAT—This paste-up was pre- 

pared with a series of identical photostats, 

supplied by the ’stat maker from a draw- 

ing of only four figures. The step and re- 

peat method of duplication was used. The 

illustration will be im reverse when the 
plate is made. 


pPReci] HUME REC 


SLICK TRICK—Looks like a mess o'nothi 
but it’s one artist’s economy trick. Wh 
he needs a small, single photostat he fi 
up the entire area of an 8x11” sheet, usi 
paste-ups of other material he thinks 
will have use for later. The extra mate 
“rides free.” ’ 


’ 


. 
to obtain reverse plate copy for oftset 
paste-ups or for engraver. H 

In art work involving repeats of the 
same illustration in one size or stepped- 
up sizes, ‘stats are almost a necessity in 
saving time of the artist in drawing re- 
peats of the same art work. Step and re- 
peat, they call the process 

They serve equally well as blow-ups, 
and for the purpose of conversion from 
photography to line drawings. 

When you want pictures “flopped”—to 
face left instead of right-——-and vice versa, 
the ‘stat performs the job quickly. (But 
a right-handed man becomes left-handed 
and type reads backwards.) 


@ The use of ‘stats also facilitates the 
superimposing of type or line drawings 
on backgrounds of photos. Or they sim- 
plify production procedure when you 
want to take something that appears in 
process color, or multi-colors, and reduce 
the subject to black-and-white reproduc- 
tion 

One artist I know is a bear for econ- 
omy. When he has a ‘stat to make he 
fills up all he can get on an 8x11” sheet, 
including trademarks, product illustra- 
tions, logotypes, and what-not. They cost 
no more and he thus has plenty of mate 
rial on hand for paste-ups and art work 
for later assignments 

A comprehensive booklet covering hints 
and uses for photostats was issued a short 
time back by Rapid Copy Service, Chi- 
cago. I use mine frequently. If you need 
more briefing on the use of ‘stats, I am 
sure your photostat supplier will be glad 
to show you the range of work he offers 
to help you in your production problems 
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Cauhorn Appoints Betteridge 

A. V. Cauhorn has appointed 
Betteridge & Co. agency for a 
group of Detroit concerns of which 
he is president. They are A. V. 
Cauhorn Co.; Cauhorn Distrib- 
uting Co.; Laminated Metals Co., 
and Electric Deodorizer Corp. 
Radio, TV, newspapers and direct 
mail will be used in an initial 
campaign for Cauhorn Distrib- 
uting, featuring Chrysler-Airtemp 
heating and air conditioning units. 


CHARLESTON 


WEST VIRGINIA 
The LARGEST MARKET 
in the state with the high 
average family income of 
$6,087.00 is served by Charles- 
ton’s ONLY EVENING news- 
paper 
THE CHARLESTON DAILY MAIL 
WARD- GRIFFITH CO. 
me Ward-Griffith Co. maintains offices 


principal centers 
ag T Our CITY ZONE FOLDER — 


Newspapers Must Raise Ad Rates or 
Many Will Fail, ‘Fortune’ Predicts 


New York, Sept. 4—“As a busi- 
ness, U. S. newspapering today 
looks healthier and actually is 
weaker than it has been for 
years.” 

Thus does Fortune open an ar- 
ticle in its September issue enti- 
tled “Newspaper Business: The 
Death of a Formula,” which prob- 


ably will stir considerable contro- ! 


versy along newspaper row. 

“Not only has advertising lin- 
age increased substantially every 
year for the past nine,” the arti- 
cle says, “but the newspapers also 
are getting a larger share of the 
advertising dollar at the expense 
of other media.” 


@ Despite this, and the fact that 
newspapers’ circulations are at an 
alltime high, newspapers generally 
are not in the pink of condition, 


Fortune reports, what with costs 
rising faster than revenues since 
1946, when “a large paper that 
made 15% before taxes would, if 
it reflected the general experience 
of the industry, earn less than half 
the dollar profit in 1950 and less 
than a third the percentage return 
on gross revenues—not to mention 
today’s larger tax bite.” 

Fortune questions whether the 
rising price of newsprint—the 
largest single cost item of any 
daily paper with circulation in ex- 
cess of 25,000—‘“is truly the vil- 
lain that so many publishers pro- 
fess it to be,” and wonders if may- 
be “the formula on which Ameri- 
can newspapers have operated for 
50 years may need to be scrapped.” 


@ As for the high price of news- 
print, Fortune says it smacks of 
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“poetic justice, after so many years 
when the publishers held the whip 
hand over the mills.” And the 
shortage (and high prices) look 
like they are here to stay, the ar- 
ticle continues, with only two new 
newsprint mills having been con- 
structed since the close of World 
War II—the Coosa River mill in 
Alabama, built cooperatively by a 
group of southern publishers, and 
a moderate-size mill in British Col- 
umbia which will not be completed 
until next year. 

As a result of the recent $10-a- 
ton price increase in newsprint— 
which brought most publishers’ 
blood to the boiling point—the 
Hearst papers skipped a dividend, 
noting that the additional cost of 
newsprint would almost exactly 
equal their net after taxes for the 
preceding year. 


@ The former owner of the St. 
Louis Star-Times blamed rising 
newsprint cost for the sale of that 
paper to the Post-Dispatch, and 
some other well-known papers suf- 
fered losses because of the increase, 
even the most profitable having 
their net profit drastically reduced. 

But what about the formula, 
which Fortune says may have to 
be scrapped? 

The newsprint price increase is 
especially important because it is 


ja certain kind of cost, says For- 


| tune. 

“For half a century the news- 
paper business, as a business, has 
operated on a formula—raise cir- 
culation, and leave advertising 
rates per reader alone. Many a 
publisher probably never recog- 
nized it as a formula, for it worked 
so well so long that it seemed like 


| an order of nature.” 


@ One of the problems, as Fortune 
is that American newspa- 
pers usually were founded to ex- 
press a point of view rather than to 


| make money, and as a result have 


“seldom generated any distin- 
guished economic thinking.” 


The old formula worked well on 
both the revenue and expense side 
until recently, according to For- 
tune. A_ circulation increase 
brought in revenue from the sale 
of copies and also from advertis- 
ing, since the rate per line was 
raised as the circulation rose. At 
the same time, some costs—like 
editorial and composition costs— 
didn’t increase proportionately. 

“Now the formula is petering 
out,” Fortune contends, “because 
the ‘intractable’ costs—of which 
newsprint is by far the greatest 
—have become so large a propor- 
tion of total expense. For this 
group of costs increases in iron- 
bound proportion to the total cir- 
culation and the size of each copy.” 


s The old formula still works well 
for small papers (up to 20,000 cir- 
culation), Fortune claims, whose 
newsprint bill generally runs 15% 
of total expense or less, and whose 
only newsprint worry is (or should 
be) the problem of supply rather 
than price. 

“One of the anomalies of the 
existing newsprint situation is that 
with most small papers supply 
comes first and price second, while 
with most large papers the re- 
verse is true.” 

Publishers have tried a variety 
of ways in which to save news- 
print, including cutting waste in 
the pressroom, tightening up on 
the return of unsold papers, and 
slightly reducing the page size. 

Newspaper buyers have been 
tapped to bolster sagging profits 
also, says Fortune, with most dai- 
lies having upped their prices from 
2-3¢ to 5¢, and most Sunday pa- 
pers jumping from 10¢ to 15¢. 


e “The one thing that has seemed 
sacrosanct is the milline rate, or 
price of advertising per line per 
million readers ...The publishers 
reluctance to recognize that it costs 
a great deal more to reach a given 
number of readers today than it 
did a decade ago is not confined 
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During the ten years, 
was the nation's 


 Ciry!. 


1939-49, Corpus Christi 
“sellingest’’ 


city, with a retail 


sales increase of 320.1% — reports Dun & Brad- 


Street. 


Another authority, Sales 
Management, estimates 1950 retail 
sales at $147,381,000. And this 
year so far is better than last! Write 
for new data. 


CORPUS CHRISTI, TEXAS 


CIRCULATION OVER 77,000 ABC 


Represented nationally by 
TEXAS QUALITY NEWSPAPER NETWORK, Dallas, Chicago, New York 
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to competitive newspaper cities. 

“The monopoly papers, fearing 
the outcry that would follow sig- 
nificant rate boosts, seem to prefer 
to exploit their advantageous posi- 
tion by expense trimming (e.g., 
fewer editions, cutting return priv- 
ileges on unsold copies, etc.)” 

As if the level milline rate wasn’t 
enough of a problem, publishers 
also must contend with still an- 
other—the one of local vs. national 
advertising rates, the lowest rate 
for local advertisers generally run- 
ning 35%-40% less than the na- 
tional rate. 


e “The national advertisers, who 
know a bargain when they see it, 
have responded with heavy coop- 
erative campaigns in which the 
advertising is placed locally at lo- 
cal rates, but financed at least in 
part out of a company’s central ad- 
vertising appropriation. 

“If the publishers are to raise 
the average milline rate signifi- 
cantly, their first point of attack 
must be upon this rate differential. 
For in the long run the cost to 
one newspaper of one line of ad- 
vertising will not differ from that 
of another.” 

It is “blatantly obvious” that the 
survival of the large daily news- 
paper in the U. S. depends on 
sharply increased advertising 
rates, Fortune contends, and pa- 
pers would be “far better off” if 
rate increases—say as high as 30% 
—would cut linage enough to pro- 
duce exactly the same revenue, re- 
sulting in a substantial saving in 
newsprint, composition costs, etc. 


es “Raising the rates is, for the 
monopoly-newspaper towns, large- 
ly a matter of nerve, plus the con- 
viction that advertisers should not, 
and in the long run will not, ex- 
pect newspaper advertising to be 
the one commodity that still goes 
at prewar bargain rates.” 

Publishers in competitive cities 
might try “a little unlawful con- 
spiracy in restraint of trade,” as 
suggested by Edwin D. Canham 
of Christian Science Monitor. Mr. 
Canham was concerned primarily 
with making more newsprint avail- 
able for friendly countries whose 
need is far more desperate than 
our own, Fortune says. 

There is very little likelihood 
that newsprint prices will drop, 
or even stay where they are, For- 
tune predicts, despite the fact that 
production is running some 200,- 
000 tons ahead of last year and the 
average publisher’s inventory is 
gradually approaching the com- 
fortable 40-day level. 


e There are several reasons for its 
prediction, says Fortune. One is 
that Canada’s traditional foreign 
customers, who have not been tak- 
ing their usual share of newsprint 
due to their dollar shortages, now 
find their pockets jingling with U. 
S. defense program dollars. 

Also, a slight decline in produc- 
tion might be welcomed by the 
mills, which have been running at 
more than theoretical capacity, 
and can probably break even at 
about 75%, Fortune estimates. 

Still a third reason why prices 
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| aren't likely to drop is that a por- 

tion of existing capacity can easily 
and cheaply be switched to turn- 
ing out other printing papers— 
particularly those approaching 
book paper in finish—for which 
there is a strong demand in the 
Vv. S. 


once more. 


e “If so, the large American news- 
papers as a group would go on a 
non-profit basis, and failures 
would be numbered by dozens. 
“It is strange that American 
newspapering,” the article con- 


“The most horrible possibility,” | cludes, “on which there are so 


Fortune adds, “from the publish-| many 
ers’ point of view, is by no means! 


the most remote—that advertising 
revenue will falter at the same 
time that newsprint prices advance 


hot and ready opinions, 
should have been considered so 
seldom by the public as part of 
the U. S. economy. In the concern 
that the press be free, it has been 


all but forgotten that it must also 
be self-supporting and prosperous. 

“Bankruptcy was never the 
route to independence, nor faulty 
economics the key to vigilance and 
effectiveness. Economically speak- 
ing, the large American daily 
newspaper has reached the end of 
a formula and must evolve a new 
one.” 


Midland Sealtite Promotes 


Midland Sealtite Corp., Cleve- 
land, will use trade publications 
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and direct mail in a campaign for 
its patented process for making 
coal dust-free. Ads will promote 
Sealtite and the Dustroyer spray- 
er-applicator, through Palm & Pat- 
terson. 
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INDIANAPOLIS, IND. 

The Typographic Service Co., Inc. 

KALAMAZOO, MICH. 

Claire J. Mahoney 

LOS ANGELES, CAL. 

Morneau Typographers 

LOUISVILLE, KY. 

The J. W. Ford Company 

MILWAUKEE, WIS. 

Arrow Press 

George F. Wamser, Typographer 

MINNEAPOLIS, MINN, 

Duragraph, Inc. 

NEW YORK, N. Y. 

Ad Service Company 

Advertising Agencies’ Service Co., Inc. 

Advertising Composition, Inc. 

Artintype, Inc. 

Associated Typographers, Inc. 

Adas Typographic Service, Inc. 

Central Zone Press, Inc. 

The Composing Room, Inc. 

Composition Service, Inc. 

Diamant Typoquenic Service, Inc. 

A. T. Edwards Typography, Inc. 

Empire State Craftsmen, Inc. 

Graphic Arts Typographers, Inc. 

Huxley House 

Imperial Ad Service 

King Typographic Service Corp. 

Lino-Craft Typographers, Inc. 

Master Typo Company 

Morrell & McDermott, Inc. 

Chris F. Olsen, Inc. 

Frederic Nelson Phillips, Inc. 

Philmac Typographers, Inc. 

Royal Typographers, Inc. 

Frederick W. Schmide, Inc. 

Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 

Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 

Typographic Designers, Inc. 

3 debe — — , 
anderbilt-Jackson Typography, Inc. 

Kurt H. Volk, Inc. . 

NEWARK, N. J. 

Barton Press 

William Patrick Co., Inc. 

PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 

Alfred J. Jordan, Inc. 

John C. Meyer & Son 

Progressive Composition Co. 

Typographic Service, Inc. 

PORTLAND, ORE. 

Paul O. Giesey 

ST. LOUIS, MO. 

Brendel Typographic Service 

Warwick Typographers, Inc. 

SAN FRANCISCO, CAL. 

Reardon & Krebs, Inc. 

SEATTLE, WASH. 


The Deers Press 
Frank McCaffrey's Acme Press 
of Seattle 


Today practically all of the advertisements appearing in America’s 
leading magazines are submitted in the form of plates. This is 
because advertisers learned that having their copy set by experts 


with final approval subject to their ‘control assures them exactly : 


HAT 


what they want. Otherwise they are gambling against getting 
= just ‘‘a reasonable facsimile.’’ Advertisers refuse to take 
that chance. They insist on 100% effectiveness. 


In the field of fine ad-setting, the Advertising Typographers 


Association of America has no peer. ATA members are specialists who do 


nothing else. Their well-lighted, roomy, completely modern plants 
= with type inventories covering every possible requirement, are 


equipped to give clients the last word in value and service. The fact ‘ 


that over 90% of the nation’s advertisements are ATA set bears this out. 


Moreover ATA’s proficiency and specialization covers all forms of 
printing impression. The skilled craftsmen are as well-versed 


in typesetting for reproduction by lithography, offset, 
: planograph and gravure as they are with letter press and ad composition. 


: ATA’s superior reproduction proofs, whether on regular proofing paper, 


== acetate, bronze glassine or other specified material, assure you 


the best results from printing plates of every kind. Whatever 
printing medium you select, if it is done with type, ATA 
can serve you to your complete satisfaction. 


The best way to learn about this comprehensive service is to 
contact your nearest ATA member and discuss your typographical 
problems with him. He will be glad to do this and it will cost you 
nothing. Yet you will profit greatly as a result. A phone call does it. 


Advertising Typographers Association 


___-— OF America, tne. 


Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY « 


JERRY SINGLETON, Executive Secretory 
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Cost Accounting Study Tells How Companies 
Assign Nonmanutfacturing Costs to Products 


New York, Sept. 5—Management 
must know profit margins realized 
on individual products in selecting 
products to sell, setting sales 
prices and deciding how much can 
be spent profitably for advertising 
and selling, according to a research 
made recently by the Na- 

NEW JERSEY 

A ee ——~ Na Da Product 
ELIZABETH DAILY JOURNAL 
‘5*> of Union County’s Retail Sales 
($417,554,000) are made in the 
Elizabeth Daily Journal's Trading 
Market. Advertise in the 
ELIZABETH DAILY JOURNAL 
ASK FOR ADDITIONAL MARKET FACTS 
Wer 


y vepresented by 


study 


WARD-GRIFFITH CO. 

The Word-Griffith Co. maintains offices 
oll advertising centers 

ET OUR CITY ZONE FOLDER — 


tional Assn. of Cost Accountants. 

The study, entitled “The Assign- 
ment of Nonmanufacturing Costs 
to Products,” is based on an analy- 
sis of the techniques used by 70 
major companies to obtain product 
costs. 

The report reveals that multi- 
product companies usually en- 
counter difficult problems in ob- 
taining separate costs for their 
products. These difficulties arise, 
it points out, because the various 
products share in common the 
benefits from marketing and ad- 
ministrative activities and facili- 
ties 


s Although most companies inter- 
viewed by NACA prepare periodic 
reports of profit or loss by product 
lines to determine what products 
need attention, these reports were 
almost always supplemented by 
special studies when changes in 
current marketing activity pat- 


terns were proposed, in order to 
project the effects that such 
changes will have on product costs 
and profits. 

Many of the companies inter- 
viewed were found to be guided 
by the margin after deducting var- 
iable or separable costs from sales 
income, rather than by net profit 
after allocation of all costs. 

The reason for this approach, 
the report explains, is that it 
avoids arbitrary allocations which 
must be made when all costs of 
selling and administration are dis- 
tributed to individual products. 


@ Product costs are wanted by 
management for three reasons, 
according to the study: 

1. To determine profitability of 
present products under conditions 
currently prevailing. 

2. To aid in estimating the effect 
that a change in products, methods 
of marketing, or selling emphasis 
will have on product costs and 
profits. 

3. To provide cost information 
which management wishes to have 


Fra eas Nilesat 


MANAGEMENT 


An Entirely New Type of Farm Magazine! 


A BUSINESS TYPE PUBLICATION BUILT EXPRESSLY FOR THE BIG 
SCALE FARMER OF THE PACIFIC SLOPE, WHO LOOKS UPON 
FARMING AS A BUSINESS INSTEAD OF A WAY OF LIVING! 


25,000 READERS in the 7 Western States with a min- 
imum of $50,000 in FARM MACHINERY & BUILDINGS 


FINANCE, with its problems of accounting, 
financing, investment and tax management. 


PRODUCTION, with emphasis on new methods 


and machines to reduce costs and increase pro- 


. i 


FARM MANAGEMENT, 


. a bi-monthly, will cover a 
broad field. The complexity of 


INTRODUCING... 


ain 


‘ duction. 
will 


farm gement p 
lead its coverage into 


management. 


February, 1952 


torial departments. 


major department of business 
First Regular Issue, Januvary- 


There will be five specialized edi- 


HERMAN C. SCHIMPFF, Advertising M 9 


CROW PUBLICATIONS, INC. - 4511 Produce Plaza « Los Angeles 58, Calif. 


every 


trols. 


Every Type of Big Scale Western Farming Will Be 
Represented, Regardless of the Crop Produced. 


For brochure, circulation statement, rate card and 
complete information, contact any of the following 


RESEARCH, with special attention to efforts 


to develop new crops, fertilizers and pest con- 


HUMAN RELATIONS, with its four-fold prob- 


lem of public relations, employee relations, 
community relations and government relations 


MARKETING, with its multiple interests in 
packaging, transportation, warehousing, sales 
promotion and advertising. 


Publi 


PECK & BILLINGSLEA e 
185 N. Wabash Ave. 
Chicago 1}, Il. McDONALD-THOMPSON 
625 Market Street e 
San Francisco, Calif. 
Terminal Sales Building ° 
Seattie 1, Wash. 


, Crow P 


3727 W. Sixth Street 
Los Angeles 5, Calif. 


1118 Odeons Drive 
Dallas 1, Texos 


BILLINGSLEA & FICKE 
420 Lexington Ave. 
New York 17, N. Y. 


SALES IMPRESSION—Celebrating Interstate Bakeries Corp.'s 10th anniversary as a 

bench advertiser are Ernest B. Hueter, Interstate ad manager, and Clyde Grant, 

president of United Bench Advertisers, Los Angeles. In the foreground is the lotest 
bench ad for Weber's bread in Los Angeles. 


| when setting selling prices or de- 
|ciding whether or not to accept 
| business at a given price. 

| One company reported that the 
|first time it determined profit 
| margins on individual products it 
| found certain items were highly 
| profitable, but that sales volume 
jon these items was small, pre- 
|} sumably because little sales pro- 
|}motion work had been done on 
them. 


@ When these products were 
stressed more heavily in advertis- 
ing and selling, a substantial in- 
crease in volume was obtained. 
Another company, which pre- 
viously had sought nationwide 
coverage for all of its products, 
discovered that some items ceased 
to be profitable when shipped be- 
yond a certain distance. By drop- | 
ping these lines in distant areas, 
and establishing branch plants in 
other areas, profits were improved. 
The study also brings out the 
fact that averaging of nonmanu- 
facturing costs over all products by 
expressing costs as percentages of 
sales or manufacturing costs ob- 
scures cost differences which 
management needs to know. 


@ Cost is only one of the factors! 
that need to be considered in pric- | 
ing, the report states, but product 
costs can be used as guides in 
measuring profit and deciding 
whether or not a product should |! 
be a permanent part of a com- 
pany’s line. 

The study warns that rigid ad- 
herence to a full cost-plus ap- 
proach may result in loss of busi- 
ness to competitors and failure to 
obtain the most profitable utiliza- 
tion of a company’s facilities. On 
the other hand, it points out, losses 
may result when no attention is 
given to the necessity for recover- 
ing fixed cash as well as out-of- 
pocket costs 

Copies of the study, priced at 
75¢ for nonmembers, can be se- 
cured from NACA, 505 Park Ave., 
New York 22 


Chicago Ad Classes Offered 

Eight courses in various phases 
of advertising are being offered, 
beginning Sept. 17, by the Chicago 
|Federated Advertising Club and 
lthe Women's Advertising Club of 
Chicago. Charges for the eight- 
| week courses are $20 for one plus 
{$3.50 for each additional course. 
| Enrollments before Sept. 10 are 
jcharged at the rate of $15 and 
| $2.50 


Curtis Declares Dividend 


Curtis Publishing Co., Philadel- 
phia, declared a 20¢ dividend on 
common stock last month—its 
first since 1932. 


| NBC-AM Adds Station 


National Broadcasting Co. has 
added a Macon, Ga., radio affili- 
ate with the signing of 250-watt 
Station WBML, effective Sept. 30. 


Wise Chips Will Use 
Radio, Newspapers 


Berwick, Pa., Sept. 4—Using 
radio and newspapers, Wise Pota- 
to Chip Co. is launching its big- 
gest fall ad drive this month. 

The radio schedule includes 
twice-weekly quarter-hour shows, 
transcribed in New York, and 
aired over 29 stations, including 
WOR, New York; WEEI, Boston; 
WCAU, Philadelphia; KDKA, 
Pittsburgh, and WTOP, Washing- 
ton. 

Newspaper ads will be increased 
to weekly insertions of 100-line 
ads in each of 47 markets and 70- 
line ads in 94 markets. Theme of 
the drive will be “Tempting To- 


gether,” featuring Wise potato 
chips with related foods. 
Dealers will receive full-color 


point of sale material and Wise’s 
“display of the month” easel cards 
and rack cards. The company will 
use highway signs on principal 
routes from Maine to Florida and 
connecting east-west routes. 

Lynn-Fieldhouse Advertising 
Agency, Wilkes-Barre, services 
the account. 


DuMont Boosts Lynn Cleary 

Lynn Cleary, manager of con- 
tinuity acceptance of the DuMont 
Television Network, has been pro- 
moted to manager of sales service 
for the web and its owned and 
operated stations. 


Named by Bendix 


George R. Faustman has been na 
general factory manager at the Bendi 
Radio Division of the Bendix Avia- 
tion Corp. Mr. Faustman is a regular 
reader of The Wall Street Journal. 
Like most men everywhere who are 
getting ahead in business he finds The 
Journal provides necessary background 
for important decisions. 


( ADVERTISEMENT ) 
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Advertising Age, September 10, 1951 


De Beers Uses 
Dufy Pictures 
in New Drive 


PHILADELPHIA, Sept. 4—De Beers 
Consolidated Mines, Kimberly, 
South Africa, this month launches 
a 12-month drive with a variation 
on its long-used theme of featur- 
ing reproductions of fine art in 
its ads. 

General, fashion and trade pub- 
lication ads will be built around 
a series of paintings by French art- 
ist Raoul Dufy. In addition, jew- 
elers will be provided with point 
of sale material. 

The general magazine schedule 
consists of eight four-color bleed 
pages in Life, Look and The Sat- 
urday Evening Post. The first Life 
ad will appear on Sept. 24, to be 
followed by Look on Sept. 25 and 
the Post on Oct. 13. 


Stressed will be diamonds as 


the proper engagement stone, with ° 


average prices of various carat 
diamonds given. Copy will urge 
readers to seek the counsel of a 
trusted jeweler before making a 
selection. 


@ This year-long campaign, 
through N. W. Ayer & Son here, 
follows a similar drive by the 
South African company last year, 
which helped lift retail diamond 
sales from 10% to 15% at the 
same time that jewelry sales, gen- 
erally, dropped slightly. 

De Beers markets* only uncut 
diamonds through sources in Eng- 
land. However, the advertising and 
publicity is serviced by Ayer 
through its offices here. Until a 
few months ago, the Ayer office 


in New York serviced the ac- 
count. 
Fashion ads include six four- 


color bleed pages in Harper’s Ba- 
zaar and Vogue, emphasizing dia- 
mond clips and other fashion jew- 
elry. Four jewelry trade publica- 
tions will carry a special cam- 
paign of 12 full-page insertions, 
showing how De Beers is aiding 
in the sale of diamonds through 
advertising, publicity and dealer 
helps. 


e An expanded program of dealer 
aids includes reprints of two book- 
lets, “The Day You Buy a Dia- 
mond” and “More Dollars from 
Diamonds.” A dealer direct mail 
piece for promoting diamonds as 
Christmas and anniversary gifts’ 
also has been prepared, plus a se- 
ries of window cards in seasonal 
designs, with the theme, “A Dia- 
mond Is Forever.” 

Ayer’s public relations depart- 
ment will handle an extensive 
program on the publicity, involv- 
ing the planning and staging of 
diamond events of high news in- 
terest. Ayer also will develop and 
promote new diamond fashions, 
utilizing such events as the open- 
ing of the Metropolitan Opera. In 
Paris, diamonds will be promoted 
among leading designers, and in 
Hollywood publicity will be given 
to the use of diamonds by film 
stars. 


HAVERHILL 


MASSACHUSETTS 


A Trading Zone Population Of 
104,479 Reached Thru The 


HAVERHILL GAZETTE 
Get your share of Haverhill’s 
$59,000,000 effective buying income. 
Retail sales are over $51,000,000 
and food sales top $16,000,000. 
REQUEST MORE FACTS—ADVERTISE IN HAVERHILL 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principol advertising centers 
— GET OUR CITY ZONE FOLDER — 


DIAMOND AD—General, fashion and 
trade publication ads for De Beers Con- 
solidated Mines’ new 12-month drive are 
built around paintings by Raoul Dufy. 


96.7% of N. Y. TV Homes Have Radio Sets 


New York, Sept. 6—Television 
may be the center of attraction in 
many a New Yorker’s home, but 
there are still plenty of working 
radios around the house. 

At least such would seem to be 
the case from a count taken in 767 
TV homes in this area by Adver- 
test Research. The study was made 
during the week of Aug. 3-11 for 
the Columbia Broadcasting Sys- 
tem. 

Some 96.5% of these TV families 
had at least one working radio in 
the home; 32.4% had three or more 
working radios in the home. 
The average number of working 
radios for all TV homes was 2.16%. 
Portables were included in the 
count, but the figures were not 
broken down to indicate how many 
receivers of this type were pres- 


Sweet Agency Formed 


Sweet Advertising Agency has 
been established in Mount Morris, 
Ill., by Don Sweet, formerly ad 


ent. 


s CBS was also interested in ra- 
dio’s circulation in automobiles. 


director of Watt Publishing Co. Advertest reported that 70.6% of 


all automobile owning TV families 
had them equipped with a work- 
ing radio. (There was an average 
of 0.89 automobiles per TV family 
interviewed. ) 

Two or more cars equipped with 
working radios were owned by 
6.6% of the sample. 


New York University 
Plans Ad Law Course 

Two special courses of interest 
to persons in advertising, broad- 
casting and publishing will be 
conducted this fall by New York 
University’s division of general 
education. 

Attorney David M. Solinger will 
teach a 15-week evening course in 
“advertising, radio, television and 
the law” starting Sept. 24. On 
Sept. 25, a 15-week course cover- 
ing “writers, publishers and the 
law” will begin with Alexander 
Lindey, literary property lawyer, 
as instructor. Meeting places for 
the classes have not been an- 
nounced. 


|Clarvan Names Hanson 


Vernon Hanson, formerly sales 
manager of World Toy House, has 
been named sales promotion man- 
ager of Clarvan Corp., Milwaukee 
maker of plastic products. 


WDOS Names Ernest Oliver 


Ernest F. Oliver, formerly gen- 
eral sales manager of Station 
WESB, Bradford, Pa., has been 
named manager of Station WDOS, 
Oneonta, N. Y 


‘In CANADA 


39% of the 
English-speaking Families 
read 
The STAR WEEKLY 
Ask for Information 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in oll’ principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


you've Got 10) ACT BIG) to 


Baltimore is Bigger . . . Richer, too! 
, Since 1940 family population has in- 
creased 28% ... spendable income has 
almost doubled. And to sell in Bigger, 
Richer Baltimore you need the biggest, 
harpest sales tools available. 


Today, successful advertisers in the 
Nation’s 6th largest city use the larger 
evening circulation of The Baltimore 
News-Post to get a healthy “sales-cut” 


out of the Market. 


IN BIGGER BALTIMORE 


Baltimore.” 


Advertising in The News-Post reaches 
more than 58% of City Zone families— 
(197,000 plus). Total net paid circula- 
tion exceeds 225,000. 


For a detailed review of growth in 
Baltimore ask your Hearst Advertising 
Service representative to show you a 
copy of “A Visit To Bigger, Richer 
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Martin Names Sechrist S. M. 

William A. Sechrist, assistant 
general sales manager of National 
Pressure Cooker Co., Eau Claire, 
Wis., has been named sales man-' 
ager of Martin Motors, outboard 
motor division of the company.| 
Mr. Sechrist, who joined National 
four years ago as a salesman, suc- 
ceeds K. Anderson, who re- 
signed to open his own sporting 
goods business. 


VIRGINIA 
“Metropolitan” Lynchburg retail 
sales—36% HIGHER THAN THE 
U. S. AVERAGE! 

Only the Newsa-Advance covers this 
basie Virginia market of over 
50,000 city zone population. 

ADVERTISE IM LYMCHSURG—GET OUR MARKET FOLDER 


Nationally Represented by 


WARD-GRIFFITH CO. 


Crawford Clothes 
Plans to Put Half 
of Budget into TV 


New York, Sept. 4—Crawford 


Clothes, one of the country’s larg-!| 


est clothing chains, will dive 
whole-heartedly into television 
this fall, devoting nearly 50% of its 
greatly increased advertising bud- 
get to the medium. 

Special play will be given to 
the augmented clothing line for 
women, which now _ includes 
blouses and sweaters. “There’s a 
new flair in ladies’ wear at Craw- 
ford” will be the theme. This cam- 
paign also will emphasize the No. 
1 rating the U. S. Testing Co. has 
given Crawford merchandise. 

In New York, the company’s TV 
lineup will include three programs 


WABBD, starting Sept. 9), and In- 
ternational Boxing Club bouts 
over WOR-TV on Monday nights, 
as of Oct. 1. 


@ “They Stand Accused” also will 
be carried over WFIL-TV, Phila- 
delphia, and DuMont Television 
Network is trying to clear time 
for the show in Detroit. 

Radio will continue to play an 
important role in Crawford's pro- 
motion, with musical programs 
and news shows and spots being 
carried on WINS, WMGM, WQXR, 
WLIB and WMCA, New York. Ra- 
dio is under consideration in De- 
troit, Philadelphia and nearby 
Pennsylvania towns. 

Crawford uses 
throughout the entire sales area 
covered by its 63 stores. Al Paul 
Lefton Co. is the agency. 


AIL ABNER 
TURNIPS 


LABEL—This Li'l Abner label from Arrowhead Canning Co.'s new presarved turnips 
presarves the sperrit of the Al Capp character. The company’s home town, Grand 
Rapids, Minn., holds a turnip festival Sept. 14-16. 


Yum Yum (Slurp)! Arrowhead Canning Co. 


newspaper ads) 


Is (Drool) Presarving Turnip Presarves! 


| GRAND Rapips, MINN., Sept. 5—: out the nation. 


|/As any fool knows, there is a 


—‘Public Prosecutor” (9:30 to 81,600 TV Sets in Miami | backward community called Dog- # Arrowhead and Al Capp Enter- 

The Ward-Griffith Co. maintains offices 10 p.m., EDT, over WABD, start- Station WTVJ estim atch, deep in the Imaginary Hills, prises figure that some 30,000 peo- 
cori GE ae . - s S ates 81,600 P ’ P ’ ’ ; 

in all princ advertising centers ing Sept. 6); “They Stand Ac- Ty sets installed in the Miami area| 2nd its denizens live on turnips ple will turn up (Ed: Ugh!) for 

ioe cused” (10 to 1l p.m. EDT, over as of Sept. 1. |and Kickapoo Joy Juice between the three-day festival here. Those 


Whats Louioville (ox 
BESIDE 


The Kettucky Derby?!? 


The Louisville Metropolitan Area ranks 28th 
in America in Net Effective Buying Income.* 


| Sadie Hawkins Days. 

The Arrowhead Canning Co. 
will shortly begin canning and dis- 
|tributing Li'l Abner Presarved 
| Turnips, in a variety of cans, and 
their labels are drawn by Al Capp. 
| To celebrate this historic event 
properly, Arrowhead will hold a 
turnip ‘n’ tater festival, starting 
Sept. 14, with some notion of 
building the popularity of ruta- 
bagas (turnips with jaundice) and 
turnips, garden variety, through- 


who do will hear about an all- 
turnip banquet, which 500 are to 
attend. 

At the banquet, the menu calls 
for turnip antipasto, turnip bisque, 
a main course of presarved turnips 
with side orders of turnip pan- 
cakes, candied turnips, turnips au 
gratin, and turnips Skonk Holler 
style. Plus, natcherly, turnip salad 
(turnips and turnip greens) and 
a dessert of seven-layer turnip 
cake and ice cold turnip juice. 


High Negro Radio Listening 

Radio listening in Negro homes 
in the Los Angeles area averages 
from 15% to 25% higher than the 
all-home base, according to a 
special Pulse survey during July. 
The tabulation, made for Station 
KOWL, Santa Monica, was of a 
cross-sectional selection of 500 
from the 80,000 Negro families in 
the area. The afternoon differen- 
| tial was not as great as the evening 
| margin. 


WAVE has a Daytime BMB Audience of Factor Now Factor-Breyer 


238,490 families. Its BMB Area has an Effee-| , Ted H. Factor 


tive Buying Income of more than one-and-a- 
half billion dollars—or 66.6% as much as posts of president and executive 
the entire State of Kentucky! 


WAVE-TY was first in Kentucky by more than 
a year... is now a third-year veteran, pre- 
ferred by the majority of the 91,987 TV been promoted to merchandise 
set-owners in and around Louisville. WAVE- 
TV is Channel 5... features outstanding local 


programming as 
Dumont. 


well as NBC, ABC and 


Ask Free & Peters for the whole WAVE story, 


today! 


* Sales Management Survey of Buying Power, May 10, 1951 


Agency, Los 

ngeles, has changed its name to 
Factor-Breyer. Ted H. Factor and 
Donald A. Breyer retain their 


v.p. respectively. 

Jones & Brown Boosts Sauer 
W. J. Sauer, sales representative 

of Jones & Brown, Pittsburgh 

building materials distributor, has 


manager. 


| Shelton Names Kupsick 


J. R. Kupsick Advertising has 
been appointed agency by the 
Hotel Shelton, New York, re- 
cently acquired by Louis Schlei- 
fer. A newspaper campaign in 18 
major cities for transient busi- 
ness, outdoor and railroad dis- 
plays as well as a local radio and 
newspaper campaign are planned. 
J. M. Mathes Inc. is the previous 
agency. 


Cousins Forms PR Concern 


Walter Cousins Jr., formerly 
editor and publisher of Southern 
Pharmaceutical Journal, has 
formed Walter Cousins & Asso- 
ciates, public relations counsel, at 
522 Atlantic Bldg., Dallas. The 
new company primarily will serve 
the drug industry. 


Beck Elects Dudett V.P. 


Milan F. Dudeff, manager of 
sales and engineering of Charles 
Beck Machine Corp., Philadelphia, 
has been elected a v.p. 


“WARWICK type 
made me 
look good” 


“Well, it looks as if this mess in world 
affairs finally caught up with me 

personally. I 
active duty with the Air Force. 


have been recalled to 


“Before I leave I do want you to know 
that it was always a pleasure to call on 


Warwick for ah 


elping hand. 


I'm grateful and appreciative of the fine 
typographical work you've done for me. 
Your dependable work has made me 
look good time and time again. 


“When I relocate about two years from 
ee ee now I hope that I'll again be in a 

;AVE* has a Daytime B oT . Y e ont”? 
of 238,490 families in Kentucky and position to call on Warwick often! 
Southern Indiana. This area has an 
Effective Buying Income of 31.70 
billion, as against $2.56 billion for 
the entire State. The Effective Buy- 
ing Income within WAVE's Daytime 
BMB counties is 151.6% of the In- 
come in those Kentucky counties in 
which WAVE does NOT have a BMB 


audience! 


something about Warwick service thot we 

to put into words, something that prompts 

3 hove worked with us fér some time, like Fred 

, into writing the letter we have reproduced above. 

It is one of the reasons we are able, day in and day out, 


*The WAVE-TY Coverage Area 
contains 334,000 families. 


serve over 400 firms in 24 states and Mexico on the 
friendliest of terms. A Type Book will be sent on request. 


WARWICK TypoGRAPHERS, INC. 


920 WASHINGTON AVE., ST.LOUIS, MO. 


FREE & PETERS, INC. 
Exclusive National Representatives 


Pe a Pe ae i es” i sae ls Bh PW i ae, Tn Joe Se oy RG } ; Re ae 
. La Advertising Age, September 10, 1951 : 
ei Pal tunaips i, | 
t ee =a | ee 
; —_— = =—hl neal tC s:ti‘(< . 2 
b Pp eee a i oairy noe cos 
a eet v P wk 3 
Ee Ena fl 
: ‘ys 4 ie BAS | We : - cre , - ; 
; “ig ae Bee SS ¢ 
: } ' Z 
| LYNCHBURG = \_,N == poe 
Ms 
— 
Ps po : 
® ——— “ 
a _ 
Pa 7 
~s : 4 
>| asa 
1 = 
~¥: | a 
i rs & 
cc 
a he 
o- 
2 ; 
3 & 
q + : 
‘a : | 
aie : tq] . 
; ! : ee 1) 
4 TTI TENE 
—~— " } = 
: ee oa ; A , : oy ae >: es 
oe 7 a a . ‘ me F ye “SS 
| —— (2 ; 
: MS 7 , 
Re LAA Aort 7. 
LOUISV E : gg 
- bd \ 
- % Sees s. Pa Mae a et ; 
| te Pe @ ae ss) 


gg 


‘I consider reading 
Advertising Age 
an essential part 


of my job,” 


Says DAVID H. GRIGSBY 
ADVERTISING MANAGER 


ZENITH RADIO CORPORATION 


“Not alone because of its alert, expert re- 
porting of what goes on inside of this fast- 
moving business—but because of its sound 
editorial treatment of the broad aspect and 
importance of advertising, I feel that 


I'm behind the times if I miss a single issue.” 


,. 


= 


DAVID H. GRIGSBY 


Mr. Grigsby was appointed advertising manager of 
Zenith Radio Corporation in 1949, five years after 
joining Zenith as an advertising copywriter with a 
background of advertising experience seeured from 
the Scholl Manufacturing Company, the Fair Store 
in Chieago, and Sears Roebuck & Company. 


In 1947 Mr. Grigsby was appointed manager of 
Zenith’s sales promotion department. In this capac- 
ity he handled all display and promotion activities, 
trade journal advertising, and an extensive sales 
training program. 


In his present post, he has full charge of the 
company’s national and cooperative advertising, 
and, in addition, continues to be responsible for 


sales promotion activities. 
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Wolft Does Collins Film 
Raphael G. Wolff Studios, Chi- 
» cago, is currently producing a mo- 
: tion picture for Collins, Miller & 


Pennsylvania Publishers Protest Loudly 
Against Proposed Tax on Newspaper Sales 


Hutchings titled “The Picture’s the HARRISBURG, Pa., Sept. 5—The a license and would be unconsti- 

Ching,” which illustrates the steps Pennsylvania Newspaper Pub- tutional because of its restraint 
Z involved in the production of en- jishers’ Assn. has voiced bitter upon the press. 

grawings. The film is designed so opposition to a proposed 1¢-per- “Such a tax would be no more 


that it cam be screened as a com- 
panion piece to the Wolff-pro- 
duced “The Magic Key.” Premiere 
showing will be in Chicago this 
fall 


; NEW BERN 
NORTH CAROLINA 
1. Buying Center of Craven County. 
Quality of Market—108. 
re t. Effective 
$16,261,000, 
THE RICH NEW 
SERVED 


copy 


on advertising 


of weeklies in 
In a letter to 


Buying Income 


MARKET IS 
EXCLUSIVELY BY 


THE EVENING SUN JOURNAL 
REQUEST MORE FACTS—ADVERTISE IN NEW BERN 


y Represented by 


tax on all newspapers sold 
in the state, claiming that such a 
tax would be tantamount to a tax 
represents virtually all daily and 
Sunday papers and more than 75% 


vey Taylor, president pro tem of 
the state senate, Theodore A. Ser- 
rill, general manager of the asso- 
ciation, pointed out that such a 
tax would be a special privilege 
tax upon a free press, which “cer- 
tainly in these days should not be 
shackled with any greater burden 
of costs than any other business.” on the sale of newspapers would | 


justified than a tax upon freedom 
of assembly or upon places of 
worship,” he wrote. “Such a tax 
would be a tax upon advertising 
and as such would tend to raise 
an obstacle against the free flow 
of trade and would hamper the 
prosperity of the commonwealth.” 

Mr. Serrill warned that such a 
tax would place a greater burden 
upon newspapers already hard 
hit by more than 100% increases 
in costs, and would threaten the 
lives of many newspapers. 


The association 


the state. 
State Sen. M. Har- 


e He went on to warn that a tax 


be construed as the same kind of 


Te eel di ee etemee @ Listing nine reasons why such harassing tactics used in totali- 
The Ward-Griffith Co. maintains offices a tax would be undesirable, Mr. tarian and fascist countries to 
all principal centers Serrill pointed out that the tax hamper the press 
{ — GET OUR CITY ZONE FOLDER — would possibly be construed to be “Even in those states where a 
- as —_ 
THE ROCK ISLAND 
4 oa MOLINE 
< EAST MOLINE 
x > > 
‘ DAVENPORT 
oe 


~ 


i a unique combination of 
in 2 states - on the Mississippi River 


—— 


but intimate 


as 4 Aces 


Ty 
he Quad-Cities are tied by physical prox 


rmaty 


: , “te ES” 
ieee 


by business and social bonds into one 

large metropolitan unit. Together the cities 
e 

cover 50 square miles on the banks of the 


Mississippi. Here 234,256 Quad-Citians live 


is residents of this S2nd metropolitan area 
m population (S.M Survey of 162 metro 


politan areas.) A profitable market, certainly. 


G cities 


: Good Marketing Men Know This 234,000 Market 


What looks like a tough job is easy when you know 
that the Quad-City Metropolitan area is a 234,000 
unit- instead of 4 separate cities Alert space and 
time buyers have learned this fact and are using 
Ps the knowledge to good advantage in schedule 
preparation. Up-to date information is now avail 


thle in a brochure that graphically portrays the 


ie NEWSPAPERS THAT COVER 
‘ 3 OF THE 4 QUAD-CITIES 


% 


Ze ROCK ISLAND = 
Vagus 


Sa 


THE ALLEN-KLAPP CO. representing ARGUS & DISPATCH ¢ AVERY KNODEL, INC. representing WHBF 


Quad-City Market—clearly, concisely, completely. 

How to make profitable sales to Quad-Citians 
whose per capita E.B.L. ranks l4th among 162 
metropolitan areas is something worth knowing 
about. For your copy, write to either The Dispatch, 
Moline, Ill. — The Argus, Rock il. 
WHBF, Rock Island, Ill. 


Island, or 


RADIO & TV THAT COVER 
THE ENTIRE QUAD-CITIES 


HLLINos 
> 
mame oe a 
Twe sof 
e 


Dispaleh 
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SOME GAINS—July newspoper linage reports from Media Records show gains 

in retail, automotive and financial advertising, but for the third straight month gen- 

eral and total display are on the minus side. July classified advertising was 
up 14.2% and total advertising for the month was up 3.1%. 


broad-based sales tax is imposed,” 
he wrote, “the custom and practice 
is to exempt the bread we eat, 
the milk we drink and the news- 
papers we read.” 

He also warned that such a tax 
would discriminate against news- 
papers, “imposing greater burdens 
upon newspapers than upon maga- 
zines, radio, TV, etc.” 


Hotpoint Has New Division 
and New Dealer Film 

Hotpoint Inc., Chicago, has cre- 
ated a new sales training division 
under D. D. Thompson, who has 
specialized in sales promotion dur- 
ing his past two years at Hotpoint. 
The division will operate as part 
of the merchandising department, 
coordinating programs with the 
company’s 


1951 its program will relate to a 
sales campaign for the company’s 


major marketing ob-| 
jectives. During the remainder of| dietary 


appliances for complete kitchens 
and home laundries. 

Hotpoint is making available to 
dealers a new 20-minute sound 
film describing the advantages of 
complete kitchen installations. An 
accompanying plan book details 
methods for exploitation and pro- 
motion of the film in schools, etc. 


Shillito Promotes Lazarus 


Fred Lazarus III, executive v.p. 
in charge of merchandising and 
publicity of John Shillito Co., Cin- 
cinnati, has been promoted to gen- 
eral manager of the department 
store. 


Kyron Appoints Simmonds 

Kyron Foundation, Chicago, has 
appointed Simmonds & Simmonds 
to direct advertising of its Kyron 
reducing aid. Industrial 
Advertising Associates previously 
had the account. 


The JIFFY INSULATED 
"FRIGERATOR BAG. 


Hailed as the most 
effective and most 


360 FLORENCE AVENUE HILLSIDE, NEW JERSEY 


inexpensive picnic bag 
and insulated shopping 
bag by expert food 
merchandisers, it keeps 
10 Ibs. of frozen foods 
frozen up to 7 hours. Ice 
cold beer remains ice cold 
up to 12 hours. 


Imprinted with your client's brand name, it 
will make his sales zoom! 


Information on request! 
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Advertising Anonymous Acts as Ad Agency 
and Mentor, Critic and Purchasing Agent 


CrncInnatTI, Sept. 5—Advertising 
Anonymous is more than the name 
of an advertising agency. It is an 
idea put into practice. 

When S. Wells Heatherington 
adopted the name for his agency, 
he was convinced that: 

1. What advertising does is more 
important than who does it. 

2. Much advertising is priced on 
the basis of inordinate and ex- 
cessive overhead and not on any 
consideration of its intrinsic value. 

3. The objective of any cam- 
paign is to accomplish the most 
with the available budget. That 
means determining what costs can 
be afforded and, more important, 
what costs a particular job justi-| 
fies. 

4. There are thousands of small 
or new companies which need) 
merchandising and advertising| 
counsel but which cannot afford a 
full time experienced ad manager. | 


es His own experience as an ad 
manager had brought Mr. Heather- 
ington to the conclusion that “it 
is next to impossible to evaluate 
a piece of advertising art. 

“This is especially obvious,” he 
declares, “when I discover that 
some of the cheapest, or shall I 
say least expensive, things prompt- 
ed the instant acclaim of distribu- 
tors and retailers who declared 
that they were proud to place them 
in the hands of prospective cus- 
tomers ‘because these folders create 
confidence in the product and are 
written in a style that is easily 
understood and believed.’ 

“This is somewhat intangible, 
perhaps, but some sales jiterature 
does an effective job while much 
does not.” 


s Before founding Advertising 
Anonymous, at 5540 Madison Rd., 
Mr. Heatherington had done busi- 
ness with a large commercial art! 
studio with about 40 people—lay- | 
out visualizers, illustrators, layout 
artists, lettering artists, cartoonists, 
photographers, retouchers, me-| 
chanical draftsmen and paste-up 
artists. | 

“That staff,” he recalls, “re- 
quired a lot of space, light, heat 
and power and other overhead. In 
fact, even when business was good, | 
it was next to impossible to keep 
this large staff fully occupied, but 
the salaries went right on into the 
over-all expense of doing business 
and into the overhead charges. 

“Part of what was paid for a 
layout or finished art, therefore, 
helped support the non-productive 
time of idle artists. Of course, 
when the first real pinch came, 
these artists scattered to the four 
winds.” 


s Net result of this experience 
was a rather novel theory as to 
why agency art work is so ex- 
pensive. As Mr. Heatherington 
sees it, the process works like this: 
“A new account seems to justify 
having a good illustrator around 
and the agency takes him on. Then, 
when this new campaign is com- 
pleted, things slack off. To keep 
the higher salaried artist busy they 
throw most everything to him and 
the little fellow coming up eventu- 
ally may have to be let go. 

“As a result, the small art jobs 


PATERSON 


NEW JERSEY 
3rd City In New Jersey Covered With 
THE PATERSON CALL 
In 1950 Department Stores Sched- 
uled Most Of Their Advertising In 
The Paterson Call To Cover This 
Third Largest Market In New 

Jersey. 
REQUEST MORE FACTS—ADVERTISE IN THE CALL 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 
in all principal advertising centers 

- GET OUR CITY ZONE. FOLDER — 


|eredit only for results, 


are costing more because they are 
being done by a better man who 
costs more.” 

But, he continues, “Advertising 
Anonymous has no such overhead 
problems. Over the years I have 
made many contacts and have 
quite a few established sources for 
all the needs of graphic art pro- 
duction.” 


e He firmly believes that art, il- 


lustrations, photographs, lettering 
and logos should be designed with 
a view toward repeated use. 

Moreover, since the sales man- 
ager and ad manager or both get 
it makes 
little difference where the work- 
| able ideas originate. 

Net result is Advertising Anony- 
| mous, with no fixed salaries or re- 
tainers, but a willingness to act 
as mentor, critic, idea man and 
| purchasing agent to the small 


business which can't afford full- 
time counsel. 


Rich Joins Carlisle Shoe 


J. M. Rich, formerly in charge 
of women’s advertising for Flor- 
sheim Shoe Co., Chicago, has 
joined Carlisle Shoe Co. New 
York, manufacturer of Mademoi- 
selle shoes, as head of advertising 
and promotion. 


O’Keefe’s Names McKeough 


O. J. McKeough, formerly sales 
manager of O’Keefe’s Brewing 
Co., Toronto, and assistant to the 
sales v.p. of the parent Canadian 
Breweries Ltd., has been named 
general manager of O’Keefe’s. 


McNeill Names Barley A. E. 


Henry W. Barley, formerly with 
Benton & Bowles; Calkins & Hold- 


Tt, 


en, Carlock, McClinton & Smith, 
and Conde Nast Publications, has 
been named an account executive 
of McNeill, McCleery & Creamer, 
Los Angeles. 


Cameron to ‘Herald Tribune’ 
Barney G. Cameron has resigned 
as circulation manager of the 
Pittsburgh Post-Gazette, effective 
Oct. 1, to join the New York Her- 
ald Tribune as circulation director. 


THIS IS “‘TERRY"’ TERHUNE ( Another W-G Salesman) 


Palmer Terhune joined our organization in 1944 after extensive ex 
representative business which followed his earlier training as media 
In addition to servicin 


known advertising agency 
agencies in the Chicago area, 


rience in the 
yer in a well 
the advertisers and advertis. 


e does an intensive job of cultivating the district a 


branch offices in Minnesota and Wisconsin. Terry's honest, straightforward manner 


of Me gained for him a host of friends. Terry, or any 
glad to help you with your advertising problems 


man, will 


vard-Griffith sales- 


Please note individual advertisements of our newspapers throughout this issue. 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


Park Lesipaien Building .. 
Wrigiey Bui) 


ereceses rior 7-2 CHICAGO 
Genera! Pm aaine Trinity 3-6365 ETR 
Statler ve any Aa Ald .»- Liberty 2.5668 ST 
22 Ma ypee 1231 ATLANTA 
215 Bull iders ‘pul ng . 58020 CHARLO 
Russ Bui! yuben ? — SAN FRANC 
Lincoln Li betty Building Locus PHILADELPHIA 


LAKE SHORE 


You leave nothing to chance when you use Bista 
Pre-Madeready mats on your R.O.P. Color schedules. 
Bista mats are the result of years of painstaking 
research and development secured from day to day 
experience of our personnel in newspaper plants. Tear 
sheets of ads by big name national advertisers in The 
Milwaukee Journal, The Chicago Tribune, Cleveland 


Press and many other papers prove the superiority of the 


Bista method. Let the Lake Shore representative call on 
you and bring to your newspaper color releases this 


invaluable accumulated information and experience. Bista 


Pre-Madeready mats are fully protected by U. S. patents. 


"Run-of-paper 


Mats for their 


national advertisers that vse Bisto 


— 


1 


is one of many big name 


color 


oP eP 


LAKE SHORE ELECTROTYPE Co. 


REILLY ELECTROTYPE . MICHIGAN ELECTROTYPE * renuy masmerves. © 


1224 WEST VAN BUREN STREET - CHICAGO de, HLLINOIS — 
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Ad Detector Starts New Service; 
Sees Rift in Business Clouds 


Cuicaco, Sept. 5—Five years 
ago, in its Aug. 12, 1946, issue, 
APVERTISING AGE reported 


A strange new kind of advertising re- 
whose “god” is the psycho-galva- 
and whose dogma is 


ligso 
omete “arousal,” 
ILLINOIS 


Buying Center For The Rich 13 County 
PEORIArea Market Blanketed With 


THE PEORIA JOURNAL STAR 

1. First metropolitan market in 
Illinois (except Chicago). 

2. Metropolitan pop. 250,000. 

3. “Best TEST newspaper in U. S.” 

4. Per capita income—51% above 
Nat'l Ave. 

SEND FOR “PEORIAREA FACTS FOR FIFTY” FOLDER 

Natt Represented hv 


onally 


WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


is being preached to 
circles here. And while no converts have 
officially been tabulated, there are some 
Cefinite signs of fervor 


This week the Ad Detector Re- 
search Corp., lineal descendant of 
the 1946 “arousal” group, reported | 
that a new research package, an- 
nounced three months ago, has de- 
veloped unusual interest among ad- 
vertisers and agencies. The new} 
package involves group operation 
of a 30-day panel to test layouts, | 
copy, packaging and labels using} 
the psycho-~-galvanometer to estab-| 
lish levels of emotional impact, fol- 
lowed by a_ psychological probe 
in an effort to determine credibil- 
ity, comprehension and memora- 
bility 


agency research 


e Between this week’s encourag- 
ing report and the original story 
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IN A PACKAGE 


Many National Ad- 
vertisers hove al- 
ready discovered the 
pulling-power and 
low cost of our 3-way 
“Comic Section’ buy. 
Ask our Rep! 
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These Are— 
SEPARATE 
SECONDARIES 


Yes — we work from the inside 
and saturate our markets of 
“Home-town"™ folks who react 
to their own local papers. You 
can't GET IN— you have to 
start INSIDE and work out... 
and, man, how “we" work! 


ONE ORDER—ONE BILLING 


You not only get best results in } 
these markets by using the 
Home-town papers — but look 

how easy they are to buy! 


hone ia 


Arkansas 
_.OKMULGEE, Oklahoma | 


AD DETECTORS—Rose Mason scans an ad while connected to the 
electronic device used by Ad Detector Research Corp. to test 
reactions. Looking on are Harold Feigenholtz, president of the 


in ADVERTISING AGe lies five years 
of back-breaking effort and the 
expenditure of considerably more 
than $100,000 in hard cash, aimed 
at the development of a satisfac- 
tory method of securing complete- 
ly objective tests of the effective- 
ness of advertising—in advance 

It all started when Walt Wesley, 
an ex-Navy officer, came back 
from the wars and started a refer- 
ence research service. Recalling 
one day his part-time research 
with Prof. A. R. Gilliland at North- 


western University, in which de- 
vices similar to the lie detector 
were used in an attempt to eval- 
uate students’ attitudes toward 
God, Wesley thought: 

If the lie detector, which mea- 
sures physiological reaction to out- 
side stimuli, works in criminology, 
why wouldn’t a similar device do 
a job in getting reactions to ad- 
vertising—reactions that are auto- 
matic and accurate, not colored by 
the subject’s desire to conform, or 
to “say the right thing”? 


1951 


— 


company, and Sid CoBabe, v. p. (standing). Seated is Emil Ron- 
seen, statistician and technician, who is watching the record 
made on the machine by the subject as she scans the ad. 


With the aid of Prof. Gilliland 
and Emil Ranseen, a Northwestern 
psychology major who was partic- 
ularly interested in the apparatus 
of psychological research, a com- 
pany was set up, a “psycho-gal- 
vanometer” was built, and the com- 
pany was in business. 

Wesley and his associates plod- 
ded from agency to agency in Chi- 
cago, and occasionally made a for- 
ay into New York. They demon- 
strated the machine to advertisers, 
to research men, to anyone who 


In every business . . 


. including all 


branches of advertising . . . management must decide which is most 


important: salesmanship or service? Selling is competitive. Service is cooperative. 


The members of the Chicago Photoengravers Association are frankly 


competitive in selling, but they have banded together to cooperat 


in raising standards of service to buyers of photoengravings. They 


work as a team to maintain high standards of craftsmanship among the 


more than 1,000 craftsmen they employ, to train young photoengraving 


craftsmen, and to assure fair trade practices. Their names, 


listed below, are a buyer's guide to photoengraving service. 


BONCRAFT 


COLLINS 


FOOTE 


AD-PLATE ENGRAVING CO 
AMERICAN COLORTYPE COMPANY 
BLOMGREN BROS & CO 
ORPORATION 
CENTRAL TYPESETTING 

& ELECTROTYPING CO 
MILLER & HUTCHINGS. INC 
RR DONNELLEY & SONS COMPANY 
DOT ENGRAVERS INCORPORATED 
FAITHORN CORPORATION 
CONE 


LAURENCE INC 
MANZ CORPORATION 


McGRATH ENGRAVING CORP 


NORTHWESTERN PHOTO 
ENGRAVING CO 


& BELDING 


GLOBE ENGRAVING & ELECTROTYPE CO 
ILLINOIS PHOTO-ENGRAVING COMPANY 
JAHN & OLLIER ENGRAVING COMPANY 
LAKE SHORE PHOTO ENGRAVING CO_INC 


LIBERTY PHOTO ENGRAVING CO INC 


THOS. F McGRATH & ASSOCIATES 
NATIONAL ENGRAVING COMPANY 


PONTIAC ENGRAVINGS ELECTROTYPE Ci 
PREMIER ENGRAVING COMPANY 
PROCESS COLOR PLATE CO 
PUBLISHERS ENGRAVING COMPANY 
RELIABLE ETCHCRAFT CORPORATION 
REVERE PHOTO ENGRAVING CO 

ROGERS ENGRAVING COMPANY 
STANDARD PHOTO ENGRAVING CO 


STEARNS & COMPANY 
SUPERIOR ENGRAVING COMPANY 
WALLACE MILLER CO 


CHICAGO PHOTOENGRAVERS ASSOCIATION 


REPRODUCTION . 


BOARD OF TRADE BUILDING * CHICAGO 
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would look or listen. And they 
generated a great deal of interest 
and excitement. 

The basic idea of getting auto- 
matic, unconscious, unrehearsed 
and unrefined reactions to pro- 
posed advertising appeals intrig- 
ued everyone. But their method- 
ology was crude, it was impossible | 
to tell whether the mental stimulus 
(which they labeled “arousal val- 
ue”) was positive or negative, 
their correlation with known cri-| 
teria was not good enough to de-| 
velop confidence. And they had 
extremely limited financial re- 
sources. 


e They hung on, through one fi- 
nancial crisis and reorganization 
after another, making little visible | 
progress. Then, in the middle of 
1948, they reached the breaking 
point. Something had to be done. 
Either the psycho-galvanometer 
idea had to be dropped, or new 
blood—and new money—had to 
be put behind the enterprise. 
The new money and the new 
blood came, strangely enough, from 
a lawyer. Harold L. Feigenholtz, 
partner in the Chicago law firm of 
Hurford & Feigenholtz, was asked 
to look into the possibilities of 
the device by one of his clients 
(he has been counse] for the west- 
ern division of Ruthrauff & Ryan 
for some 20 years, and has also 
served other advertising agencies). 
Feigenholtz looked. He thought 
the business had possibilities, but 
he advised his client not to buy, 
because there were competitive 
problems which seemed difficult to 
surmount. Then he did his best to 
forget the whole thing. But he 
couldn't, and in November, 1948, | 
he bought what was left of the 
company and began a liberal edu- | 
cation in the research business. } 


gs What he found, when he started | 
delving into the business, was not 
very encouraging. The basic idea’ 
still seemed sound, and it was in- 
triguing to a number of people. 
But the technique was still unre- 
fined, business methods were prac- | 
tically non-existent, and three or 
four years of backing and filling 
had left advertising research men | 
weary of the process and extreme- 
ly wary about expressing further 
interest. 

Quickly it became apparent that 
one of two courses had to be fol- 
lowed: The idea could be aban- 
doned and the relatively modest 
initial investment written off as 
a bad guess; or the requisite mon- 
ey, time and effort could be ex- 
pended to refine and develop the 
technique so as to produce statis- 
tically significant results. 

Mr. Feigenholtz, who hates to 
give up, decided on the latter 
course. He enlisted the help of a 
battery of scientists, including 
Prof. Anton Carlson, famed physi- 
ologist of the University of Chica- 
go; Dr. Robert Strotz, Northwest- 
ern University mathematician; and 
Dr. Robert J. Moon of the Univer- 
sity of Chicago, bio-chemist who 
has worked on electronic instru- 
mentation. To relate these scien- 
tists’ work and opinions to the 
needs of the marketing research 
field, he engaged a prominent mar- 
keting authority, who insists on 
anonymity, as consultant. 


e Two and a half years and $100,- 
000 later, he came up with a meth- 


PORT HURON 


MICHIGAN 

The Port Huron Market is the 
ENTIRE THUMB DISTRICT 
of Michigan — a WEALTHY 
market reached through ad- 
vertising in the Port Huron 
Times-Herald! We can HELP 
YOU! 

SEND FOR OUR PORT HURON MARKET FOLDER 
Nationally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co maintains offices 

in all principol advertising carters 

~ GET OUR CITY 7ONEF FOLDF® - 


odology and equipment which his 
scientific consultants say is now 
capable of providing accurate and 
statistically significant results; a 
series of tests which seemed to 
demonstrate the efficacy of the 
service, and an organization capa- 
ble of conducting day-to-day op- 
erating and sales work. 

He came up, too, with an in- 
teresting and unforeseen by-prod- 
uct: the marketing research staff 
of Ford Motor Co., intrigued with 
the idea of objective tests of ad- 
vertising and other appeals to the 
consumer, announced with consid- 
erable fanfare earlier this year 
that it was installing a laboratory 
based on the same principles of 
measuring the response of the 
sympathetic nervous system to 
outside stimuli. Mr. Feigenholtz, 
who had been trying to sell his 
service to Ford as well as to other 
advertisers, was moderately an- 
noyed at this development, but is 
also secretly a little pleased. 

“I've put over $100,000 into this,” 
he says, “and I don’t see how Ford 


is going to do as well for any less 
And they have at least confirmed 
our belief that the idea is sound 
and important.” 


e Three months ago, with methods 
and techniques checked by experts 
and a reasonable backlog of tests 
which showed effective correlation 
with known sales results or other 
tests, Ad Detector Research Corp. 
announced a new “package” in the 
pretesting field, involving not only 
the psychological studies conducted 
with the aid of its machine, but 
also “verbal statements and an- 
swers from the subjects with the 
usual techniques of (a) consumer 
jury, (b) aided recall and (c) un- 
aided recall.” 

The tests are made on a panel 
of 100, and thus far have been 
given only in Chicago. The panel 
is a random sample, utilizing 12 
“starting points” in the Chicago 
area, in the same manner as the 
consumer panel of the Chicago 
Tribune is set up. 

Development of the panel marks 


the first time the Ad Detector’s to do special studies set up in- 


machine has been taken to re- 
search subjects, instead of requir- 


| ing the subjects to come to Ad De- 


| 


tector offices, and Mr. Feigenholtz 
and his associates—Sid CoBabe, 
v.p. in charge of sales, and Emil 
Ranseen, statistician and technician 
—are convinced that the use of a 
portable machine, capable of being 
taken to subjects any place there 
is ordinary electric current, opens 
a wider vista in sampling, and 
makes possible a more accurate 
sample of any section of the pub- 
lic. 


@ The panel starts a new series 
of tests every 45 days, and requires 
30 days for the field work. As 
many as 40 units of copy, layout, 
art work, etc., can be tested in a 
single panel, Ad Detector says. 
The charge is $150 per unit, with 
a unit consisting either of an ad 
as a whole, a single copy block, 
headline, commercial, etc. 

In addition to the panel op- 
eration, the company is continuing 


dividually 

Ad Detector Research Corp. is 
by no means out of the woods yet, 
and it has a long way to go to hit 
a profitable level of operations 
But Harold Feigenholtz thinks he 
| sees a glimmer of light at the end 
lof a dark, devious tunnel, and he 
| intends to carry on until his meth- 
lod of pretesting gains definite 
recognition. 
] 


PORTSMOUTH 


VIRGINIA 

For the Eleventh Successive Year 
| Portsmouth Is 

VIRGINIA'’S FIRST CITY 
in Sales Management's High Spot 
City Retail Sales Estimates. 
City Zone Population 87,966. 

THE PORTSMOUTH STAR 

WE WILL COOPERATE—ASK FOR INFORMATION 


WARD-GRIFFITH CO. 
te 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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like California without the 


BILLION 
DOLLAR 
VALLEY 
OF THE 
BEES 


BEE . THE MODESTO BEE . THE FRESNO BEE 


McClatchy Newspapers 


National Representatives ... O'MARA & ORMSBEE, INC. 


New York * Los Angeles * Detroit * Chicago * San Francisco 


Billion Dollar Valley. 


as Los Angeles . 


& 


wengrcerae 


{ 
. 
‘ 


Is there a great open space in your Cali- 
fornia coverage? There is—without the 


Because that’s the 


inside part of California—the independ. 
ent inland—with nearly as many people 
. . higher retail sales 
than San Francisco and Oakland com- 
bined.* And it's a market you miss unless 
you use its own leading papers. 

Be sure, then, that you are in the three 
McClatchy papers—The Sacramento Bee, 
The Modesto Bee and The Fresno Bee. 
Each is the hands-down favorite in its 
own part of the Valley. Together, they 
cover the entire 500-mile Valley as does 
no other newspaper combination. And 
remember, in research service those three 
McClatchy papers rank with the nation’s 
best. The 1951 Consumer Analysis—just 
off the press—is evidence of that! 


*Sales Management's 1951 Copyrighted Survey 
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Ocean City, Montague Set Fishing Rod Ads 


PHILADELPHIA, Sept. 5—Ocean 
City Mfg. Co. and Montague Rod 
& Reel Co, will launch its first 
large-scale consumer campaign in 
several years with space in the 
Oct. 13 Saturday Evening Post. 
For the first time in its consumer 
advertising, the joint company’s 
ads will feature either Ocean City 
fishing reels or Montague rods. 
Prior to. the planned drive, the 


QUINCY 


MASSACHUSETTS 


Fourth (4th) Market in Massachusetts 
Covered By 


QUINCY PATRIOT-LEDGER 
$119,399,000 Effective buying 
mmcome 
£99,277,000 Retail Sales 
Quality of market index 112 
Advertise and sell in Quincey 
ASK FOR OUR eae Pacer onpacgy SURVEY 


Nat "7 esented try 


WARD.- GRIFFITH co. 
The Ward-Griffith Co. maintains offices 


in oll principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


products were advertised together 
in the same space. 

Consumer ads will be staggered 
throughout the coming year, so 
that at least one ad will appear 
each week. The complete schedule 
includes American Magazine, Col- 
lier’s, Field & Stream, Holiday, 
Life, Look, Outdoor Life, Sports 
Afield and True, as well as The 
Saturday Evening Post. 

Lewis & Gilman here 
agency. 


is the 


Buys ‘Furniture Index’ 

Haire Publishing Co., New York, 
has purchased Furniture Index, 
Jamestown, N. Y. Beginning in 
October, the publication will be) 
included as a section of Home Fur- | 
nishings, Haire monthly. 


Goodrich Named S. M. 


Richard A. Goodrich, formerly 
with Bushong & Co., has been ap- 
pointed to the newly created posi- 
tion of sales manager of Jumon- 
ville Lithograph Co., Portland, 
Ore 


If you want the farm market, you want Vo-Ag Teacher 
Woodul and his 22,000 fellow Vo-Ag Teachers, County 
Agents and Extension Leaders! Just to give you an idea, 
here’s Mr. Woodul’s scope of activities: 


@ Has 85 regular Vo-Ag students. 
Has 108 veterans in five classes. 


@ Conducts cooperative projects on buying and selling poultry, 
mixing feed, mixing livestock minerals, 


vegetable growing 


@ Renders community service in soil testing, farm surveying, milk 


testing. 


@ Last year made 320 visits to Vo-Ag student farms and 36 visits 
to other farms; traveled 1900 miles in project work; published 
11 farm articles in local paper and 2 articles in national 


magazines. 


@ Serves as: 


Board of Directors, 
Chamber of C 


President of Portales Rotary Club; Chairman of 


Portales Veterans’ Training Committee; member of County Fair 
Ch ‘= 


Does 
VO-AG TEACHER 


WOODUL 
know your products 
like he knows his 

cotton? 


Past President of 
the National Vo- 
Ag Teachers As- 
sociation, Parker 
4. Woodul 
éright), Portales, 
N. M., discusses 
cotton problems 
with farmer H. B. 
Williams, 


livestock spraying, 


of C Dairy C itt 


Vo-Ag Teacher Woodul says: “After teaching agriculture 
for 15 years, I realize the difficulty of “keeping up.” 
BETTER FARMING METHODS is our primary source | 


of new material in teaching vocational agriculture.” | Journal. 


Want Mr. Woodul and the other 22,000 farm leaders to 


‘keep up” on 


CCA 
22,000 


your products? 
BETTER FARMING METHODS — 
the magazine they depend on. 


Poultry C 


Best way is through 


Business Magazine for Leaders who 


New York «> Chicago rs Angeles 


San Francisco 


TRAIN and ADVISE Farmers 


Seattle Dallas Portland Denver Palo Alte 


Ad 
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$40,000,000 SYSTEM—After three yeors’ work putting up 107 
microwave relay towers, American Telephone & Telegraph Co.'s 
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month starts providing west-bound telecasting of shows from 
A second channel, 
service some weeks later. 


West to East, will be ready for 


ab Atlantic City Law 


Hits ‘Closeout’ Sale 


ATLANTIC City, Sept. 5—The city 
has dusted off a 20-year-old ordi- 
nance governing the conduct of 
bankruptcy, fire or close-out sales, 
and has served notice that it in- 
tends to enforce it 

First to run afoul of the little- 
known Ordinance 14 was Irving 
Yedid, operator of the Belgium 
Lace Shop at 1621 Boardwalk. He 
was fined $100 and lost his permit 
to conduct a special sale when the 
city held that he had no intention 
of closing out as advertised. 

Indications that the Chamber of 
Commerce and the Boardwalk 
Merchants Assn. are behind the 
drive came when representatives 
of both organizations attended the 
Yedid hearing. In addition, Chaim 
Sandler, assistant city solicitor as- 
signed to prosecute the case, ad- 
mitted that the ordinance “is de- 
signed to do two things—protect 
the public from misleading adver- 
tising and elevate the tone of the 
Boardwalk by reducing the num- 
ber of ‘sale’ signs.” 


@ The ordinance also provides a 
source of revenue for the city. It 
provides that anyone conducting} 
a sale must obtain a license. For! 
a ten-day sale, the fee is $100; for) 
20 days, $200; and for 30 days, 
$300. 

To obtain the license, the mer- 
chants must file an inventory of 
the goods to be sold, and may not 
add items to that list after the sale 
has begun 


D’Arcy Brophy to Address 
Western Newspaper Meeting 
Thomas D’Arcy Brophy, chair- 
man of the board of Kenyon &! 
Eckhardt, will address the Oct. 22) 
luncheon of the Pacific Coast di- 
vision of the Bureau of Advertis- | 
ing, American Newspaper Pub- 
lishers Assn., during its eleventh | 
annual meeting in San Francisco. | 
Other speakers slated are Irwin} 
Maier, publisher of the Milwaukee | 
Stuart M. Chambers, 
treasurer of the St. Louis Post- 
Dispatch; Harold S. Barnes, direc- 
tor of the bureau, and William A. 
Greene, assistant director. 


| Appoints Duncan A. Scott 


Duncan A. Scott & Co, San 
Francisco and Los Angeles, has 
been appointed national repre- 
sentative for the Journal of Com- 
merce, Portland, Ore. 


Proctor Appoints Kampmann 
Proctor & Schwartz, Philadel- 

| phia textile machinery manufac- 

|} turer, has appointed Robert S. 


| Kampman Jr. Advertising to han- 


dle its account. 


Forms Heyden Export Corp. 

Heyden Export Corp. New 
York, a subsidiary of Heyden 
Chemical Corp., has been organ- 
ized to sell antibiotics, pharmaceu- 
ticals and chemicals in the west- 
ern hemisphere. Paul van der 
Stricht, secretary of Heyden Chem- 
ical, has been elected president of 
the sales subsidiary. 


Gravenson Joins Neptune 

Ted Gravenson, formerly di- 
rector of advertising and sales 
promotion of Burndy Engineering, | 
New York, has been appointed v. p. 
in charge of sales and sales 
methods of Neptune Storage, New 
Rochelle, N. Y., and affiliated com- 
panies. 


‘Appliance Digest’ to Bow 

Appliance Digest, a 3%x5'4” 
monthly for appliance salesmen 
and dealers, will be published, be- 
ginning in December, by Busi- 
ness News Publishing Co., Detroit. 
To carry only full-page ads at 
$600 for one time, the magazine 
will have an initial circulation of 
40,000 


Donald Duck Using Ties 


Wholesale bakers that will mar- 
ket National Biscuit Co.’s new 
Donald Duck white bread (AA, 
Aug. 13) will supply “Donald 
Duck ties” made by American 
Neckwear Mfg. Co., Chicago, to 
route men, as an additional pro- 
motion device 


th LARGEST 


Retail Sales Market 


In Illinois . . . 


$130,849,800* 


Be MARKET-WISE . . . Buy MARKET SIZE! 


Don't let the magical ‘50,000 population"’ limit stop you 


from reaching over 130,000 


consumers in the Pantagraph 


Market, one of Central Illinois’ richest. Pantagraph readers 


bought from one-third to one- 


four Illinois markets with over 


half more than the readers in 
50,000 population. 


Put These Facts On Your Media Scoreboard: 


% The Pantagraph has the second largest circulation 
among 74 evening newspapers in Illinois.* 


%& The Pantagraph Market is the 2nd largest in “down- 


state” Illinois covered by one 


newspaper.* 


*Copyright 1950. Sales Management Survey of Buying Power; fur- 
ther reproduction not licensed. Chicago excluded in all comparisons. 
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Colgate Salesmen 
Reach Settlement, 
End Their Strike 


Jersey City, Sept. 4—The sales- 
men’s strike at the Colgate-Palm- 
olive-Peet Co. was settled over the 
Labor Day weekend. 

A joint statement issued by the 
company and Local No. 153, Office 
Employes’ International Union, 
AFL, says simply that the strike 
“has been settled on a mutually 
satisfactory basis.” 

While neither the company nor 
the union would elaborate on the 
joint statement, AA learned that 
the basis for settlement included 
an open shop, a salary increase of 
$1 a week above a previously 
agreed upon raise, agreement on 
seniority on layoffs, a $50 hike in 
bonus payments over and above 
a previously agreed upon total, and 
a definite contract. 


e At the office of the company, 
R. E. Healy, v.p. in charge of ad- 
vertising, confirmed the strike 
settlement but declined to com- 
ment on details. 

H. C. Coughlin, business agent 
of Local No. 153, said that the 
union had nothing to add to the 
joint statement. He said that he 
could not reveal any of the details 
of the settlement without breaking 
his word not to do so. 

The company’s 41 salesmen in 
this area struck Aug. 22 and tied 
up operations at the company's 
huge plant here and at the Jeffer- 
sonville, Ind., plant and warehouse 
(AA, Aug. 27). Negotiations which 
started July 5 were broken off 
Aug. 15 by the union over the issue 
of requiring retail soap salesmen 
to become union members. 


e Mr. Coughlin told AA a week 
ago (AA, Sept. 3) that the man- 
agement had set up a road block 
by refusing to grant a union clause 
in a proposed contract. He also 
said the union was asking salary 
increases of about 10% and a com- 
prehensive bonus plan. Average 
salesmen's salaries, he said, were 
about $65 a week. 

E. H. Little, president of the 
company, declared the strike was 
“not over economic questions, or 
hours of work, or working condi- 
tions. Substantial agreement has 
been reached,” he said, “on all 
matters except the issue of com- 
pulsory maintenance of member- 
ship in the salesmen’s union.” 

Evidently a settlement was ef- 
fected which enabled the company 
to win its major point and the 
union to get material benefits for 
its members. 


Radio Group Elects Mosse 
Baskett Mosse, chairman of the 
radio division of the Northwest- 
ern University school of journal- 
ism, Evanston, II1., has been elected 
chairman of the Council on Ra- 
dio Journalism. Robert K. Rich- 
ards, director of public affairs of 
the National Assn. of Radio & 
Television Broadcasters, with 
which the council is affiliated, was 
re-elected secretary-treasurer. 


Johansen Joins WEEI, Boston 


Howard N. Johansen, formerly 
with Station WENE, Endicott, N. 
Y., has joined the local sales de- 
partment of Station WEEI, Boston. 


ROCKY MOUNT 


NORTH CAROLINA 


The LARGEST MARKET 
east of Raleigh and north of 
Wilmington served exclusively 
by its only newspaper the 
Evening and Sunday Telegram 
SEND FOR OUR STANDARD MARKET DATA BOOK 
WARD-GRIFFITH CO. 
The Ward-Griffith Co mantoins offices 
in all principal advertising centers 
GET OUR CITY ZONE FOLDER 
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Emeco Names Simpson A. M. 

Jon W. Simpson, formerly ad 
manager of R. H. Sheppard Co., 
Hanover, Pa., has been appointed 
to the newly created post of sales 
promotion and advertising mana- 
ger of Emeco Corp., Hanover. 
Emeco is expanding its aluminum 
office furniture production, and 
plans an extensive consumer and 
trade campaign in 1952. 


Names MacBain PR Head 
Canadian Westinghouse Co., 
Hamilton, Ont., has named C. H 


MacBain manager of its public 
relations department. Mr. Mac- 
Bain will administer the com- 


pany’s over-all public relations, 
empioye information services and 
advertising and sales promotion 
programs. 


Clinton Signs TV Newscast 

Clinton Clothing Co., Los An- 
geles men’s wear retailer, has 
signed to sponsor “Chet Huntley 
and the News” over Station 
KECA-TV, Los Angeles, Monday 
through Friday, 11-11:10 p.m. Mil- 
ton Weinberg Advertising Agency 
handles the account. 


Train Hoover Execs 
for President and 
Top Sales Posts 


NortH Canton, O., Sept. 4—An 
unusual instance of executive 
training has been revealed by the 
executive directors of the Hoover 
Co., following the resignations of 
W. W. Steele, v.p. in charge of 
sales, from active direction of sales 
activities, and of Clarence W. Holl, 
assistant v.p. for sales 

Both of these resignations are 
effective the end of this year. At 
the executive meeting, J. F. Hat- 
tersley, president, announced that 
Oscar M. Mansager, manager of 
the company’s special products di- 
vision, “has been selected to be 
trained for the post of general 
sales manager,” and Maurice E. 
Peck, now branch manager in New 
York, “will be trained as field sales 
manager.” 

Mr. Hattersley also reminded the 
directors that when he was elected 
to the presidency of the company 


in April, it was with the under- 
standing that he would serve only 
until his normal retirement in 
about three years, or sooner, if a 
successor could be trained to fill 
his post. 


e H. W. Hoover Jr., son of the 
chairman of the board, and now 
assistant v.p. and director of pub- 
lic relations, “has been selected for 
the necessary training,” Mr. Hat- 
tersley said. This training will 
Start this month in England, under 
the guidance of Sir Charles Col- 
ston, chairman and managing di- 
rector of Hoover Ltd., and a direc- 
tor of the U. S. company. 

Sales of Hoover overseas oper- 
ations have expanded so greatly 
in recent years, it was revealed, 
that they now greatly exceed those 
of the parent U. S. company 


Bush Names Babin 


Bush Mfg. Co., Hartford, pro- 
ducer of heating and air condition- 
ing equipment, has named C. L 
Babin to the newly created posi- 
tion of assistant director of sales. 


Davis Returns to Wyckoff 

James H. Davis, at one time an 
account executive with Wyckoff 
Advertising Agency, San Fran- 
cisco, has returned to the agency 
as director of media and produc- 
tion. 


Guenther Names C. W. Hauck 

Cornelius W. Hauck has been 
named director of media and re- 
search of Guenther, Brown & 
Berne, Cincinnati. 


SALISBURY 


NORTH CAROLINA 
You can't cover the South’s No. 1 
State North Carolina — without 
The Salisbury POST, because only 
The Salisbury POST COVERS 
North Carolina’s No. 1 PER 
CAPITA RETAIL MARKET. 
Nationally Represented by 
WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
centers 


in all principal advertising 
— GET OUR CITY ZONE FOLDER — 


ICEEN*STIK 


oa a 


makes ANY place an ADVERTISING oface/ 


Costly layouts, stock, artwork and printing cannot influence sales unless 
your advertising material is used. Add a fraction of your total prepara- 
tory costs for KLEEN-STIK and insure the productivity of your entire 
Point-of-Purchase investment. 


KLEEN-STIK gets P.O.P. up and keeps it up . . . on the job, working 
for you. Wins instant dealer acceptance everywhere. Saves time for 
your field rae. Have your printer or lithographer use KLEEN-STIK 
on your next window streamer, interior display, folder holder, shelf 
strip or die-cut piece to assure efficient, preferred Point-of-Purchase 
advertising. 


“Just peel and press, KLEEN- 
STIK, the moistureless, self- 
sticking adhesive, stays! 


WALLS + WINDOWS + DOORS 
COLUMNS « TRUCK SIDES 
REFRIGERATORS + BINS 
COUNTERS + SHOW CASES 
CASH REGISTERS 
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Take It Easy Is Good 
Advice, But Can It Be Done? 
\ro 


Editor: Agreeing that 


the 


iny of the occupational hazards 
fatal to advertising people are 
elf posed, ie carrying busi- 
‘ ove into recreation hours, 
I believe Mr Crain's 

re n The Word for It Is Ten- 
ne AA, Aug. 27] that anyone 


« the most fortunate can pace 
life today without 


outside demands is 


tneir business 


regard for 
false 
Whether 
A eek or 
performance 
of 


an advertising job pays 
$3,500 a week, the 
expected 

$3,500 man 
happens to the agency or 
$35 man is his son. The fran- 
urgency underlying all human 


$35 a 
ame is 


ine course, the 
own 
tne 


‘ 
tie 


SHEBOYGAN 


One of 
MANUFACTURING CEN- 
TERS of the WORLD. Go 
after sales in that market with 
vour advertising in the SHE- 
BOYGAN PRESS. We will 
}COOPERATE! 
Seup FOR OUR snesovean MARKET FOLDER 
 WARD-GRIFFITH CO. 


The Word-Griffith Co, ma ntamns offices 
wn wn odvertising centert 


principe! 
— GET OuR CITY ZONE FOLDER — 


This department is a reader’s forum. Letters are welcome. 


activity in America may be ac- 
counted for in the trite. over- 
worked slogan feast or famine.” 
A is either striving desper- 
ately for the next rung on the lad- 
ce he is delegated to the lower 
echelons for life. And some, who 
haven't the blessing of a blue- 
chip diploma, never get near the 
ladder 

Advertising, of course, has im- 
posed its own obstacles in the fact 
that it operates on a commission 
basis largely. How any business 
can hope to aspire to the status of 
a profession by operating on such 
a ridiculous level is quite beyond 
There are far too many fac- 
tors operating against the adver- 
tising man to begin with, much less 
adding the precarious proposition 
that the buyer will accept increas- 
ing production bills forever. 

An advertising man cannot make 


man 


r oF 


me 


an engraver work over 35 hours 
a week...but he is expected to 
create from scratch some selling 
idea and rush it into print five 
minutes before the client leaves 
for the weekend. And woe to him 
if the mechanical costs are too 


high! An advertising man doesn’t 
prescribe the cure as the lawyer 
or doctor...but works up the cure 
he thinks the “patient” will ap- 
prove. Imagine the state of medi- 
cine today if patients of 200 years 
ago wrote the rules. But you know 


eo 


" = bie 
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THE LOUISVILLE TIMES 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 


364,123 DAILY 


293,426 SUNDAY 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


ing 
wanted for our company 
ment ran high; it would have done 
your heart good to hear the com- 
ments, 
of secrecy 


Ad 


to symbolize the growth we 
Excite- 


and to see the sly smiles 
when one of the ex- 


ecutives “not in the know” passed. 


who is responsible for this fiasco 
the advertising man himself 
No, I'm afraid the trouble lies 
deeper than Mr. Crain's simple 
plan of taking it easier and living 
longer. And since the toughest 
business in America is advertis- 
ing, perhaps its workers had bet- 
ter start researching right now for 


Well, that’s how it started—but 
we finally bought three unusually 
beautiful hardy plants that will 
make a mighty attractive conver- 
Sation-piece in our new reception 
room. We have ordered a bronze 
plaque for the wall, to accompany 
the gift from the employes—a 
plaque on which the legend in- 


the solution. : cludes the words “affectionately 
Epwarp J. CARLIN JR.. presented.” And the voluntary 
Philadelphia, Pa contributions made for this gift 

e e e were so generous that we have 


Critic Has Harsh Words 
for Current Bell Ad 

To the Editor: The Bell Tele- 
phone System's advertisement on 
Page 7 of the Aug. 13 issue of 
Time will probably receive the at- 
tention of all advertising critics 
I am awaiting with interest their 


Thinking 
Inventing 
Building 7O Ett THE COUNTETS THLEPHONE weEDs 


pool 


verbiage in this 


of 
stuffed shirt 
Leaving the 


ripping the 
major ripping to 
better hands, I do wonder how 
they go about “inventing ahead.” 
As a colloquialism, their “thinking 
ahead” may be acceptable, but 
the invention business I'd like 
explained. Then the illustration— 
is that one of Mr. Bell's early 
models calling for improvement? 
The dial would suggest that it is 
something new, but one would 
never know from the ad or the 
caption. 

The advertisement is certainly 
a candidate for “Worst Ad of the 
Year” title. After reading it, I re- 
called the opening line of “The 
Man Who Came to Dinner.” 

JAMES T. CUNNINGHAM, 
Toledo. 

Remember this line? It seems a 
mite tough as criticism of the Bell 
System’s ad. 


Here’s One for the Book 
on Employe Relations 

To the Editor: Over here, at 
Consolidated Lithographing Corp., 
there are 700 employes—in many 
different departments, on different 
floors—members of ten different 
unions. Understandably, there are 
only very few occasions when all 
of us can get together that 
one would say such a background 
would hamper mutual understand- 
ing and esprit de corps among the 
employes. 

Well, we were to have an infor- 
mal dedication of our new plant 
out in Carle Place, Long Island. 
One of the employes thought it 
would be nice if we got together 
and sent “the firm” a floral piece 
of some kind, for the occasion. The 
idea spread like wild-fire, through 
every department, through every 
floor. Every employe wanted to 


so 


be part of it—and they came with 
coins and bills. 

It was finally decided that the 
gift should be a surprise to the 
executives—that we wanted some- 
thing that would last—that we 
wanted something alive and grow- 


created a permanent fund, dedi- 
cated to keeping that corner green 
and growing for Consolidated. 

Is there something here that 
labor-management relations ex- 
perts do not have in the book? 

Mary Marsu, 

Consolidated Lithographing 

Corp., Brooklyn 


Wire. Tape Recorders 
Not Stealing Office Field 

To the Editor: I was interested 
to read an article in the Aug. 13 
issue of ADVERTISING AGE concern- 
ing the Webster-Chicago Corpora- 
tion. My impression from that ar- 
ticle was that Webster-Chicago 
sales of wire and tape recorders 
were making great inroads on the 
sale of dictating machines used 
for normal office dictation pur- 
poses 

It might be interesting to look 
over the figures shown below as 
published by Webster-Chicago in 
their 1950 Annual Statement. This 
data indicates that their sales of 
wire recorders have dropped off 
considerably from the peak year 
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improvement purposes, and sec- 
ondly into the professional mar- 
ket such as schools, churches, etc 

I just thought I would pass this 
information along to you because 
while we recognize that there is a 
sizable demand and market for 
wire and tape recorders, we do not 
feel that to date they have made 
any substantial inroads on the of- 
fice dictation field 

R. H. Wooprow. 
Director, Market Research, 
Dictaphone Corp., New York 


More Light on What 
Makes ‘Everybody’ Wrong 

To the Editor: Last night, while 
reading one of the Rough Proofs 
in the Aug. 27 issue, I remembered 
that I had intended to write you 
about your editorial in the Aug 
20 issue, entitled “ ‘Everybody’ Is 
Usually Wrong.” 

One of the most remarkable 
books I have ever read was writ- 
ten in 1841 and entitled “Memoirs 
of Extraordinary Popular Delu- 
sions.” The book appeared as a 
second edition in 1852, entitled 
“Extraordinary Popular Delusions 
and The Madness of Crowds.” In 
1932 a publisher re-issued the 
book with a foreword by Bernard 
Baruch. 

This quotation taken from the 
contents of Baruch’s foreword is 
significant and an appropriate 
comment on “Grey Matter’s” con- 
tention: 

“All economic movements, by 
their very nature, are motivated 
by crowd psychology. Graphs and 
business ratios are, of course, in- 
dispensable in our groping efforts 
to find dependable rules to guide 
us in our present world of alarms 
Yet I never see a brilliant eco- 
nomic thesis expounding. 
as though there were geometrical 


of 1948, which is a complete re- theorems, the mathematics of 

versal of the experience of the price movements, that I do not 

Total Sales Per Cent in Dollar Sales 

Wire Recorders Wire Recorders 

1947 $12,530,000 23.8% $2,892,000 

1948 13,769,000 35.3% 4,860,000 

1949 11,089,000 31.9% 3,538,000 

1950 19,086,000 16.3% 3,111,000 

Ist Quarter 1951 5,406,000 not given not given 
dictating machine industry. 

We are quite certain that the recall Schiller’s dictum: ‘Anyone 


greater portion of the volume of 
wire and tape recorders does not 
go into normal office use but is 
directed into the home market 
primarily for amusement and self- 


taken as an individual, is tolerably 
sensible and reasonable—as a 
member of a crowd, he at once 
becomes a blockhead. . .” 


“Without due recognition of 
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TODAY'S HEALTH is edited end published by 
the Doctors of Americe te provide porents end 
the Public in general, en authentic end ethical 


%* new Englond. 6.1% | W. Ne. Contre! 10.46% 
Middle A 78 W. Se. Centre! 65 
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wants and with the cosh to setisfy those needs. 


QUICK FACTS FROM THE 1951 
SUBSCRIBER STUDY 
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* 78.3% have had High School end/or College 
training 

* 60.2% ore in Executive, professional or semi- 
professional 

*78.5% own their homes 
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crowd-thinking (which often 
seems crowd-madness) our the- 
ories of economics leave much 
to be desired. It is a force wholly 
impalpable—perhaps little amen- 
able to analysis and less to guid- 
ance—and yet, knowledge of it is 
necessary to right judgments on 
passing events.” 
Lee P. HENRICH, 
Director of Advertising, Hart 
Schaffner & Marx, Chicago. 


. 7 . 
No Message 
To the Editor: Here’s another 


example of a costly advertisement 
—impressive artwork, copy, and 
layout—only the artist did not 


a *, 
HLLIMOIS CENTR 


know what he was doing and there 
was no telegrapher around to give 
him professional advice. 

The KEY in this ad is CLOSED, 
hence DEAD. 

JOHN EVANS, 
Direct Mail Advertising, Chi- 
cago. 


‘The Reporter’ Amplifies 

To the Editor: In the interest of 
amplification I would like to point 
out that in your item headlined 
“Reporter Takes Ads Again After 
Building Circulation” in Apvertis- 
ING AGe, Aug. 27, the writer neg- 
lected to mention that present cir- 
culation of The Reporter was over 
28,000 for the May 29 issue. 

The article's statement that “The 
Reporter's circulation last Septem- 
ber was less than 14,000,” may give 
your readers an incomplete and 
therefore inaccurate picture of the 
phenomenal growth The Reporter 
has had in the past six months. 
During that period circulation of 
the magazine mushroomed from 
13,600 to the present figure which 
is over 3,000 above our guarantee. 

Could you take the necessary 
steps to amplify the article you 
ran? 

Ricnarp F. Lyon, 

Advertising Manager, The 

Reporter, New York. 


Plenty of Strong Groups 
in Voluntary Chain Field 

To the Editor: Lest ADVERTISING 
AGE readers believe that IGA, Red 
& White and NROG constitute a 


TORONTO, CANADA 


Capital City of Ontario — Canada’s Richest 

Province — Having One-Third of Canada's 

Total Population and 42% of Retail Sales— 
Bianketed by the 


TORONTO DAILY STAR 
— 400,000 circulation (largest in 
Canada) 
— 80% coverage of Toronto 
—50% coverage of 45 prosperous 
Ontario centers 
SEND FOR OUR COMPLETE DETAILED MARKET FACTS 


Represented In United States By 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all pri ' centers 
— GET OUR CITY ZONE FOLDER — 


ited 


“Big 3” in the voluntary food store 
world (AA, Aug. 27), it should 
| be pointed out that there are other 
|strong organizations deserving 
equal recognition, including Plee- 
Zing Inc., National Brands Stores, 
and the Cooter Co., all located in 
Chicago. 

I am not qualified to speak for 
Plee-Zing or National Brands, oth- 
er than to point out that they per- 
form similar merchandising func- 
tions for national grocery products 
manufacturers as do the groups 
discussed in your story. I do, how- 
ever, want to point out that the 
Cooter Co. (although there is no 
common store name linking the 
various groups and independent 
stores together) nonetheless oper- 
ates as a “group headquarters” for 
some 175 wholesale houses and 
branches throughout the United 
States. Its associated publication, 
The Grocer’s Digest, has the sec- 
/ond largest circulation of any food 
trade journal falling into this vol- 
luntary category, The Plee-Zing 
| Answer being No. 1. 


Advertisers in The Grocer’s Di- 
gest receive the complete coopera- 
tion of the Cooter Co. in merchan- 
dising promotions through a week- 
ly retailer mat service and dis- 
tribution of special bulletins and 


manufacturers’ point of sale ma-| 


terial. 


The Cooter Co., today essentially 


a brokerage operation, lists among 
its accounts some of the leading 
independent wholesale grocers in 
the country, many of whom have 
set the pattern for voluntary group 
operation in the United States. Its 
close association with these whole- 
salers through the years, brought 
about by its many merchandising 
services, its private label program 
and through The Grocer’s Digest, 
rates it prominent mention in any 
story dealing with voluntary food 
store groups. Any grocery product 
manufacturer familiar with the 
voluntary field will readily testify 
to this fact. 
Horace Barks, 
The Grocer’s Di- 

Louis. 


Publisher, 
gest, St. 
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Tell Your 
Story with 


SHOPPER STOPPER 
moves the customer to AC 
TION — where you went 
ACTION — at the point.of 
sole. Has the impect of 
projected pictures with the 
ease ond economy of film 
Find out today hew it will 
open doors for your soles 
men — Write for Brochure 
AA-10. 


The HARWALD COMPANY 
1216 CHICAGO AVE., EVANSTON, ILL. 


i] 


The church that pays its way! 


This is the Church of the Brethren, Prairie 


City, Lowa. In 1944, tts 86 members borrowed 


money to buy a 96 acre farm to make their 


church self-sustaining. 


The farm is managed by a committee of 


three, worked by church members who also 


contribute seed, livestock and fertilizer. 


In seven years, the parishioners managed 


to pay off most of the mortgage, buy a house 


for their full-time minister, and contribute 


to charities. 


Today's best farmers back their faith with 


works... shape their surroundings to fit the needs 


of the spirit, as well as mold material success. 


Farming is a better way of life... 


and a way ol 


living better. The community church, 


education, the 4H clubs, farm societies, 


mechanization . . 
importance with better farm homes, 
higher living standards. 

The manual and guide to modern 


social group activities, are as integral 
to agriculture as crop research, soil 
conservation, new plant varieties, wider 


. rank in interest and 


farm activity, homemaking, and business on the 
nation’s best larms is SUCCESSFUL FARMING....with 
nearly a half century of service. 

SUCCESSFUL FARMING families are the nation’s 
best farmers...have the best soil, top investment 
in buildings, machinery, equipment, and herd 
... produce the largest crops, get the highest cash 
returns. The million SF farm subscribers in the 
fifteen Heart states alone have incomes easily 50° 


above the US tarm average 


Opportunity for service and for sales to the 


SUCCESSFUL FARMING audience is augmented by 

the current drive for greater agricultural output 
.the world demand for farm products...the high 

level of income and expenditure making the SF 
Us! 

Your advertising in general media doesn'treach 


families the best class market in the 
most of today’s best farmers — needs SUCCESSFUL 
FARMING to open doors and minds. You're not 
getting maximum national sales, if you overlook 
For data and 
detail on both, call the nearest SF office. 


this major market and medium 


Merepirn Pustisning Company, Des Moines. 
Offices: New York, Chicago, Cleveland, Detroit, 
Atlanta, San Francisco, Los Angeles. 
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PHOTOGRAPHIC REVIE 
: OF THE WEEK 


REASON FOR SMILES—Jon Tangdelius, executive v. p. of Fulton, Morrissey Co., Chi- 
cago, is about to toke o color picture of Betty Jone Johnson, ‘Miss Hawaii of 1949," 


NEW MEDIUM—Manhotton borough President Robert F. Wagner Jr. points to a new 


ot the Halekulani Hotel, Honolulu, during o tour of the islands. At left is Mrs. E ; advertising medium that will bring in $12,000,000 annually to New York's debt- 

§ Tangdelius who, as Lolita Linn, director of Arizona in Chicago, spends her time ay SNe aeety tte’ troubled board of transportation, according to John Donnelly, food development 
' Gun thenutins of Ast neon sign over the Salt Lake City Deseret : . : , 4 

as eo ™e @ arisens. cn in offi tnt ' it engineer, who conceived the idea. If the city approves, Mr. Donnelly (standing next 

§ seston ee 4 Pa the epoca sili’ to Mr. Wagner) proposes to fill from 5,000 to 7,000 of the city’s 30,000 subway 

} ” . oe —— grates with this unique advertising art and copy. Painted with weatherproof enamel 


paints, the gratings give four different views, depending on the direction from which 
@ pedestrian approaches. 


auenh Pm 


‘ 


} 


~ 


(3s jos a | shee 


Penge 


+ a 
DALLAS VIDEO HUDDLE—Matty Bell, football coach of Southern Kash, radio-TV directer of the agency; Mary Ann Baccus, also APPLE FOR TEACHER—As part of their two-week Advertising Workshop Course, 
Methodist University, holds o planning session for his weekly of Rogers & Smith; Ralph Nimmons, manager of WFAA-TV; Mr. sponsored jointly by the Los Angeles Board of Education and all advertising groups 
15-minute telecast, which is sponsored over Station WFAA-TV by Bell; Poul Franke of Rogers & Smith; Alex Keese of WFAA-TV, in the area, 20 teachers visited the offices of West-Marquis. Here John R. West, 
the First National Bank of Dallas. Left to right: Randall Brooks, and Clifton Blackmon, director of advertising and public relo- agency president, presents the traditional apple to Vivienne Bonzi, Metropolitan 
executive v. p. of the bank's agency, Rogers & Smith; Edward E. tions for the sponsor. Junior College teacher. At right is Doria Balli, TV Ads Inc., program coordinator 


for the Advertising Clubs of Los Angeles. 


SPAGHETTI KING AND QUEEN—Six members of the St. Louis Women’s Ad Club were pitted _cacinet 8 six of Queen Myra Stroud, Motion Picture Theater Owners of St. Louis; Bill Veeck; Mrs. Helen Martin Gettys, Mis- 
the “leanest and hungriest’’ members of Bill Veeck’s St. Louis Browns in a recent souri Pacific Railroad, and Helene Sullivan, Ruthrouff & Ryan. The competing Brownies (left to right) are: 
ing contest conducted by the gals. Shown here Awe the tour de force are: Standing teh to ‘tight), le Fred Marsh, Sherman Loller, Ned Garver, “King” Tommy Byrne, Jim Delsing and Jim McDonald. V. Viviane 
Chapman, Station WIL; Beulah Schacht, St. Louis Globe-Democrat; Mrs. Peggy Johnson, American Red Cress; & Bros. Mocareni Mig. Co., St. Louis, furnished the spaghetti. 
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THERE IS NO SAFER RULE: 
For Best Results 


Pick the Magazine 
With the Largest Circulation 


MORE SOUTHERN 
RURAL FAMILIES 
READ FARM and RANCH- 


SOUTHERN AGRICULTURIST 
THAN ANY OTHER MAGAZINE 


THERE’S PROSPERITY ON WHEELS IN 
THE BOOMING SOUTH TODAY... 


Southern and Southwestern farms and 
ranches have more new trucks than any other 
section of the nation... 1,800,000 more auto- 
motive units (automobiles, tractors and 
trucks) than in 1940. 


This means a tremendous job of servicing, 
sales of gasoline, oil and tires...a tremend- 
ous market you can reach... with more and 
better results—in Farm and Ranch-Southern 
Agriculturist! 
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SOUTHERN - 


ACRICULT 


Circulation Guarantee 1,290,000 
AND... FARM AND RANCH-SOUTHERN AGRICULTURIST 


e Is keyed closely to state distribution of farm income... 


e It takes your advertising message where the most dollars 
are... 


e@ At a lower cost per 1,000 readers than any other farm 


Which means more sales for you...more and better 
advertising support for your distributors, wholesalers 
and retailers. Write, wire or phone for the number of 
Farm and Ranch-Southern Agriculturist subscribers in 
any Southern or Southwestern county. Compare these 
figures with those of the second farm publication— 
and you'll be convinced. 


Telephone: 42-5511 
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Results? He 


Market Place.” 


He heard from the 
TOP BRASS, themselves! 


This fellow wanted a job at a salary well up in 
the five-figure brackets, and he didn’t want to 
cool his heels in reception rooms looking for it. 
So he ran a classified ad in ADVERTISING 
AGE’s “Advertising Market Place.” 

says: 
ADVERTISING AGE too highly for the splen- 
did response. I got over a dozen inquiries and 
with one exception they all came from either 
the presidents or the executive vice-presidents, 
indicating that ADVERTISING AGE is routed 
to the top men first!” 

He's right: To reach the men who make the 
decisions, tell your story in ADVERTISING 
AGE’s classified columns — the “Advertising 
Rates are low, results are tops! 


“I can’t recommend 


Building Sales to Indus- 


4077 
try 
Industrial Equipment News of- 
fers a new brochure, “3 Shortcuts,” 
which shows: how U.S. industry 
is concentrated and how the pub- 
the key men in 


No 


reaches 
spots 


lication 
the key 


4079. The New York and Na- 
tional Picture. 

In a new 60-page book, “1951 
Circulation Breakdowns,” the New 
York Mirror presents a detailed 
picture of the New York market 
by metropolitan counties, New 
York City by boroughs and dis- 
tricts, plus the out-of-state circu- 
lation of the paper throughout all 


No 


48 states, Canada, and eight for- 
eign countries. The publication 
provides penetration into 3,763 


cities and towns 


No. 4080. New View of Detroit. 
Walker & Co. offers a new 
‘package” containing, for Detroit, 

a traffic index, a rate-and-re- 


quirements sheet on outdoor 
boards, and a new map which pin- 
points the location of banks and 
indicates the surrounding trading 
areas. Detroit, fifth in U.S. popu- 
lation, is third in bank debits— 
the point to the map being, how- 
ever, that bank locations indicate 
good local business potentials. 


No. 4081. How to Get Distribution 

Opportunity Magazine, under 
the title of “The Publisher Who 
Serves His Advertisers Best Serves 
His Readers First,” presents a 
new outline of the editorial serv- 
ices of the publication and shows 
how direct selling can get quick 
distribution for new products. Rec- 
ommended reading for those un- 
familiar with this type of opera- 
tion 
No. 4090. 
City. 

“Greater Kansas City Market 
Data” is a new media-market file 
folder containing latest statistics 


Latest Data on Kansas 


Information for Advertisers 


and contour map, offered by Sta- 
tion KCKN. The value of KCKN 
as a “booster station” for the city 
area is outlined. 


No. 4091. Californians Concen- 
trated. 
Pointing out that “Californians 


don't live on mountain tops,” the 
San Francisco Call-Bulletin pre- 
sents a new file folder, “Factual 
Survey of Northern California 
Markets,” showing how population 
is concentrated in the valley areas. 
Topographic and population maps, 
together with county-by-county 
figures on area, population, retail 
sales, and retail outlets make an 
easily-understood picture. 


No. 4092. Label Ideas. 

Ever Ready Label Corp. offers 
a new catalog, “Tools of Business,” 
illustrating and pricing hundreds 
of different types of gummed la- 
bels—both special and stock. Con- 
tains many idea-starters, and is 
recommended reading for art and 
production departments. 

No. 4093. Rinses and Rouges in 
Canada. 
Canadian Home Journal offers 
the 14th in its continuing series 
of brand studies—“Canadian Home 
Journal Market for the Care of 
the Hair and the Use of Lip-Color- 
ing and Rouge by Women Read- 
ers.” The study indicates that there 
are large undeveloped segments 
of the market 

No. 4094. How to Lay Out a New 
Office. 

The Wood Office Furniture In- 
stitute offers a new booklet, “Of- 
fice Planning for Profit,” which 
covers such considerations as 
functional furniture, correct use 
of color and lighting, their effect 
on health and morale of employes, 
simplification of procedures, maxi- 
mum utilization of space, in- 
creased productivity of personnel, 
and resultant lowering of admin- 
istrative expenses to gross sales. 


Note: Inquiries for the items listed above will not be serviced beyond Oct. 22 


USE COUPON TO OBTAIN INFORMATION 


' 
| Readers Service Dept., ADVERTISING AGE 


! 200 E. Mlinois St., Chicago 11, Ill. 


—please print or type) 


Please send me the following (insert number of each item wanted 


NN sacesticccennnecinisitsenecisinintintalcieniieceindantnnionuinnnaniniiie FOTN - eeernsnenimarivinntennmnaninaainnita 
COIIPIDEY osccereecerscecercescecereseescesesoscssesnonsesnensseosesseosousssenessnseecenerosessusessesoneesseaseanonssscossteesesen 
ADDRESS .....0-scrcrnerscccssroresenseoseeecsscerssasovesenssssnseseeserees 

CITY & ZONE ...... ITD ccccisssnunerienemenecenmnmnets 


Rates 


90¢ per line, minimum charge $3.60. Cash with order. 
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THE ADVERTISING MARKET PLACE 


Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.00 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr 2-0115 Chicago 
WANTED 
Adv.-Publicity Man 
Well known manufacturer of nationally 
advertised outdoor product has unusual 
opportunity as assistant to advertising 
director for man 30 to 45 years. Must have 
experience in fields of publicity and pro- 
motion - be able to write well-have a 
creative mind and aggressive personality 
Should know and enjoy water sports 
particularly fishing and boating. Should 
have knowledge of publications and syn- 
dicated features. Write giving experience 
and qualifications in full, photo if possi- 

ble, and salary expected 
Box 3991, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


INDUSTRIAL PHOTOGRAPHER- 
EPORTER 


Well-known Chicago industrial firm seeks 


young man with photographic and wri- 
ting experience who can supervise Photo- 
Reporting Section of Advertising and Pro- 
motion Department. Will coordinate all 
phases of company photography, and write 
case-histories of products in use in field 
Limited amount of travel necessary. A job 
well done will lead to possible other ad- 
vertising, promotion or public relations 
opportunities within company if interest 
ed. Send complete resume including start- 
ing salary and snapshot. Address 

Box 3994, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il 


EXPERIENCED LAYOUT MAN WANTED 
For Advertising Agency in medium sized 


Ohio city. For interview state full partic- 
ulars including experience, age and salary 
required 


Box 3974, ADVERTISING AGE 
200 E. Illinois St.. Chicago 11, Ill 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St HA 7-2063 Chicago 


SPACE SALESMAN 
Fine opportunity for man or woman with 
proven ability to sell space. Right party 


may have complete charge adv. Dept. The 
Magazine Tucson, 2744 E. Broadway, 
Tucson, Ariz 


ADVERTISING & PROMOTION MGR 
Thoroughly experienced vet young enough 
for flexibility. Knowledge of all media 
from direct mail to outdoor. Experienced 
to fit into any organization. xx,xxx salary 
os. for future important 
Box 3995, ADVERTISING AGE 
11 E. 47th St.. New York 17, N 


DIRECT MAIL 
Small national mfgr. needs capable promo- 


¥. 


tional advertiser - must be alert to all 
class mailings and responsible for lists - 
layouts & help. Opportunity 

P. O. Box 869, Alliance, Ohio 


POSITIONS WANTED 
ROOM ON YOUR PAYROLL? 
Available for $85.00 per week, artist-de- 
signer, ambitious, versatile, new ideas, 
knowledge layout, offset, letter press, 
type 
Box 3996, 


ADVERTISING AGE 
11 E. 47th St., Y 


New York 17, N 


ADVERTISING MANAGER 
Specialist in producing catalogs, direct 
mail pieces. 8 yrs. exp. with leading mail 
order companies. Age 32, _ exempt 
Salary $8,000. Will re-loca 

Box 3997, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il 

ADVERTISING ENGINEER 
With technical background ideal for in- 
dustrial agency or ad dept. Includes retail 
sales, degree in elect. eng... and 2 yrs 
preparing ads, catalogs, and promotional 
material for elect. mfg 

Box 3998, ‘ADVERTISING 
200 E. Illinois St., Chicago 11, 


AGE 
Il 


ADVERTISING 
Thorough knowledge all phases agency- 
advertiser relationship. Skilled writer. 10 
yrs. experience leading national adver- 
tisers, agency. Univ. grad. Age 36, 2 
children 


MANAGER 


ox 3999, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
COPY CONTACT, AD MGR. ASST 
4 yrs. A. E. small agency. Machines, agri., 
misc. Good plans, campaigns, copy: good 
advertising. Click with clients. 26, draft 
ex., married. BA. $5,000 min 
Box 4000, ADVERTISING 
200 E. Illinois St., 


AGE 
Chicago 11, Il 


4A ARTIST, ART DIRECTOR desires to 
make a change Southwest or West loca- 
tion preferable. 10 years practical experi- 
ence making layouts, finished art and 
purchasing art with cost consciousness 
Full knowledge of production and type 
Ideal for small or medium size agency 

Box 4001, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 


Copywriter. Honest, affable young woman 
7 years’ experience in agency and mail 
order wants job in Chicago agency. Col- 


lege graduate with ability to produce if 
given opportunity. Solid background in 
food and utilities 

Box 4002, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
Combined ART DIRECTOR, ARTIST, 
PRODUCTION MANAGER with 
more than 25 years experience on na- 


tional accounts desires permanent con- 
nection with medium size agency or man- 
ufacturer, South preferred. Capable of 
executing first flight layouts, finished art, 
has thorough knowledge of type, paper 
and reproduction; direct mail, packaging, 
displays, etc. You are familiar with his 
work. Minimum salary ten thousand. 

Box 4003, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


REPRESENTATIVE AVAILABLE 
ADVERTISING MEDIA REPRESENTA- 
TIVE AVAILABLE for north central states 
or portion of them. ESTABLISHED. In 
position to share my present facilities. OR 
to set-up your separate Branch Office and 
function as Manager befitting your re- 
quirements and advancing your regional! 
interests. Prefer to focus space selling ef- 
forts for conservative but forceful organ- 


ization 

Box 3971, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 
BUSINESS OPPORTUNITIES WANTED 
WANTED: Established publishing busi- 
ness. If you publish syndicated articles 
business or financial news letters, sales 
advertising or business services, trade or 
business publications, we are interested in 
receiving offers for sale up to $500,000 ™ 
regardless of earnings or financial cond:- 
tion. Send details ‘in confidence) and re- 
cent copies to IRVING STONE & ASSO- 
CIATES, 2214 Highland Avenue, Chi- 
cago 45, Illinois 

MISCELLANEOUS 

AGRICULTURAL PHOTOGRAPHS 
Stock Photos Special enone 
GORDON MILLE 

a sy 2, Nebr 


A GUIDE TO ART PRICING 
38-page Illustrated Manual for determin- 
ing cost of Advertising Art; Straight for- 
ward; Up-to-Date; Reliable; in Easy-to- 
Read form -a necessary working too! for 
Everyone in the Graphic Arts Industry 
$2.00, Postpaid. Roy Jacobs, Box 162, 
Wash. Bridge Station, New York 33 


1221 mee 


ATTENTION 
ADVERTISING SALESMEN 


NOW WORKING IN 
SEATTLE, PORTLAND, 
SPOKANE, SALT LAKE 
CITY, LOS ANGELES, 
SAN FRANCISCO, SAN 
DIEGO, DENVER, SAN 
ANTONIO, EL PASO, 
HOUSTON, DALLAS, 
FT. WORTH, TULSA, 
OKLAHOMA CITY, NEW 
ORLEANS, SHREVEPORT 


We are looking for an ac- 
count executive in each of 
these localities, to sell and 
service advertising accounts 
for the world’s largest 
AAA-1 manufacturer of ad- 
vertising material. If you 
believe you have a creative 
mind, a good basic knowl- 
edge of advertising and a 
determination to earn in ex- 
cess of $12,000 per year, 
you may be the man we 
are looking for. 


Interview will be arranged 
in each of these towns in 
the very near future. If in- 
terested please write in de 
tail about yourself and 
qualifications, to Box 7925, 
Advertising Age, 200 E. II- 
linois St., Chicago 11, Ill. 
All replies will be treated 
confidential. 


Mr. President... 


If Your Advertising Manager 
Isn't Agency-Wise, Here's an 
Agency Ad Woman Who Is! 
Turn her experience 
into profit for you 


Fourteen years advertising experience: 
presently in planning and copy-contact; 
media, research and graphic arts know- 
how. Sound thinker, excellent at follow- 
through. New York. Chicago, St. Louis 
references. Now employed midwest 4A 
agency but free to relocate. Available for 
interview New York about September 20 
with facts that speak for themselves. Box 
7961, Advertising Age, 11 E. 47th St.. New 
York 17, N. Y. 


| Broadcast 
| data), 
| ning ratings, 


Petry Offers Data 
on Stations, Cities 
to Aid Time Buyers 


New York, Sept. 6—Edward 
Petry & Co., station representa- 
tive, which some time ago started 
surveying agency time buyers to 
see what kind of data was most 
helpful to them, has wasted no 
time in putting suggestions they 
received into effect. 

Data sheets, with the requested 
facts in capsule form on both sides 
of the paper, have been prepared 
for 30 of the 35 AM stations rep- 
resented by the company. Similar 
sheets for the others are being 
compiled. To implement this pro- 
ject, which has been under the di- 
rection of Seth Dennis, manager of 


adio promotion for Petry, the 
company’s research staff has been 
b many months. To date 
t! eets have cost the Petry 
com) y an estimated $4,500. 


e As an aid to the work of the 
paper-inundated time buyers, these 
data sheets summarize the perti- 
nent information for competing 
stations as well as the Petry-rep- 
resented outlet. Such basic facts 
aS average ratings are included 
even when the station Petry is 
selling is not always the leader. 
The Station KFI, Los Angeles, 
sheet is typical. It gives a quick 
comparison of KFI, an NBC af- 
filiate, with the L.A. stations 
identified by call letters—of the 
other three major networks 
Among the factors listed are 
power, network affiliation, cover- 
age (day and nighttime based on 
Measurement Bureau 
average daytime and eve- 
basic time costs and 


| costs-per-thousand. Also given are 


outstanding facts about the mar- 
ket. 


Arden Farms Sponsors Autry 

Arden Farms Co. will sponsor 
26 new Gene Autry pictures, spe- 
cially filmed for video, over Sta- 
tion KECA-TV, Los Angeles, be- 
ginning Oct. 27. The firm is also 
sponsoring the current Autry series 
on the station. Productive Adver- 
tising, Los Angeles, is the agency. 


Columbia Promotes Wexler 

Paul Wexler, national sales 
manager of Columbia Records, 
New York, has been named a v.p. 
of the company. 


FARM EQUIPMENT SALES & 
ADVERTISING EXECUTIVE 


Successful sales and advt 
broad agricultural 
after Sept. 15th 
velopment and 


executive with 
background availab‘e 
Pioneered research, de- 
marketing of new im- 
portant farm labor saving machine that 
has become big business Creative 
minded with accent on dealer merchan- 
dising problems at decision-making level 
and “direct to farmer’’ selling technique 
Box 7959, Advertising Age 


200 E. Ulinois St.. Chicago 11, Mi 


COPY MAN’S 
OPPORTUNITY! 


Detroit area national manufacturer has 
attractive opening for competent, ex- 
perienced creative man who knows how 
to write selling copy Appliance back- 
ground desirab'e but not imperative. The 
better the man the better the opportunity 
Our organization knows of this advertise- 


ment. Write, giving history 
Box 7962, Advertising Age 
200 E. Illinois St., Chicago 11, Il 


ATTENTION: NEW YORK 


Midwest sales manager, former agency 
VP, will move to NY for right oppor- 
tunity. Excellent food background. 
Present salary $18,000. Interested? 
Write: Box 7960, Advertising Age 
200 E. Illinois St., Chicago 11, Ml. 


Advertising Brand 
Manager 


Or assistant. college, 29. married, children 
Objective: advertising staff consumer company 
Seven years with advertising agencies, emphasis 
upon plans and reports. Well-grounded media, 
copy, budget control and ie ae Loca - 
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Transferads Names Sprouse; 
Ads Won't Appear Until ‘52 


Chicago Transferads, newly or- 
ganized company set up to sell 
advertising space on the reverse 
side of transfers issued on Chicago 
Transit Authority surface vehicles 
(AA, June 18), has appointed Ken- 
neth F. Sprouse as sales manager. 
He formerly was in the advertis- 
ing department of the Chicago 
Sun-Times. 

Mr. Sprouse said that the 
“smile-a-day” feature—a_ differ- 
ent quip or joke on the transfer 
every day—will start Dec. 5 and 
the first advertising will appear 
on Jan. 4, 1952. According to CTA 
officials, 65% of all revenue pas- 
sengers use transfers. Chicago 
Transferads rates are based on an 

A / average circulation of 1,260,000 
PREMIUM—Howewives ore being of aonday through Friday and 980,- 
000 on Saturday. 


No other Sunday paper 
in the Southwest 


REACHES SO 
MAY FAMULIES 


- a 
blisher’s 
Statement Mar. 31, 1951 


THE DAILY OKLAHOMAN 


MORNING 146 90 


fered this Swing-A-Way $4.98 car opener 
for 30 Flamingo frozen orange juice can 
tops, plus 25¢, by Leigh Foods Inc., New 
York. Mieke DuBerta demonstrates the Olian Advertising Expands 


COMBINED 


263,179 


THE OKLAHOMA PUBLISHING CO. 
THE FARMER-STOCKMAN 


EVENING ° 


opener in this manner on TV spots sched- Olian Advertising Co., Chicago, WKY « WKY-TV, OKLAHOMA CITY 
- vied in New York, Detroit, Chicago and has leased additional space ad- Represented by THE KATZ AGENCY, INC. 
Oklahoma City. joining its third floor offices in 


the Pure Oil Bldg. 


Networks Crow Over 
Number of Sponsors 
Lined Up for Fall 


New York, Sept. 6—Two of the 
major radio networks this week 
took time out to issue press re- 
leases based on the happy state 
of their business affairs. 

American Broadcasting Co., 
which has been a pace setter in 
getting sponsors—several of whom 
were enticed away from other net- 
works—to sign on the dotted line 
for radio this fall, reports it has 
only one quarter-hour daily open 
Monday through Friday between 
the hours of 8 a.m. and 12:30 p.m., HITS 
EDT. With the exception of the 11 
to 11:15 a.m. period and a single 
five-minute strip, the rest of the DA KOTA FA 44 ba e & - 
morning hours are sold out solid. 


Meanwhile, Mutual Broadcast- 


ing System revealed that its bill- 
ings for the first seven months of --—= be Yy -- J 


195 1—$10,200,000—are up 7% 


over the same month in 1950. Con- 


tributing to this increase was a 
sharp gain in the number of spon- 
sored news shows, up 69% in the 
{ last year. 
i The average Mutual advertiser 
this fall, according to Frank White, 
' president of the network, will be 
: carrying his program on 356 sta- 
tions, contrasted with an average 
t station lineup of 284 last year. 


| 


Read and Believed by the whole family! 


Dakota farmers employ THE DAKOTA FARMER for the 
practical help it gives them on problems in their own unique area. 
'y rely on the timely, authoritative information contained in 
“Dakota’s Own Magazine,” edited and published by Dakotans. 
CONFIDENCE, built from 70 years of constructive-service to the 
Dakota territory, assures every advertisement of top readership 
and immediate response . . . More than 100,000 farm families 
in DAKOTA subscribe to . . . and read with confidence, THE 
DAKOTA FARMER! 
This year Dakota farmers are taking off a crop that will top all 


records in the history of Dakota agricul- 


ture . . . THIS MEANS greatly increased 
buying power and better prospects for 
whatever you are selling in DAKOTA! 
In the first six months of 1951 THE 
DAKOTA FARMER led the entire farm 
publication field in crop machinery and 
tractor advertising with 51,871 lines .. . 
led the food and grocery field with 64,435 
lines.* 
*Source— Farm Publication Advertising Report, June, 1951. 


Offers Nash Rambler Prizes 


Eight Nash Rambler automo- 
; biles will be the top prizes in a 
contest to be sponsored this Sep- 
| tember by Nash-Kelvinator Corp., 
Detroit, “to stimulate sales activity 
' for Kelvinator dealers during the 
' early fall season when refrigerator 
sales ...decline,” according to a 
company official. In addition to 
awards for the best 100-word com- 
pletion of “I like a Kelvinator re- 
frigerator because...,” on a blank 
obtainable from any dealer, Ram- 
blers also will be awarded to the 
salesmen who demonstrated Kel- 
vinators to the eight consumers 
i who win cars. 


Ruth West Joins Compton 

Ruth West, formerly a copy su- 
pervisor with J. Walter Thompson 
Co., has joined Compton Advertis- 
ing, New York, as a supervisor in 
the print copy department. 


CHICAGO 16 
CAlumet 5-3224 


J. P. MALONEY, Advertising Manager 
1019 Northwestern Bonk Building + ATlantic 2229 


Mies poli 2, Min *, 


SJEIRAVIGIE 


BINDERY CO. Inc. 


ABERDEEN, SOUTH DAKOTA 
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Toy Makers Sell $500,000,000 Worth 
of Toys, But Ad Budgets Are Small 


Industry Needs 12-Month 
Merchandising, Not Just 
Peak Season Selling 


By LAWRENCE BERNARD 
New York, Sept. 5 


industry 


There's an 
in this country whose re- 
tail consumer sales last year were 
well over half a billion dollars, vet, 
iccording to the most optimistic es- 
timates, that industry spent about 
$5,000,000 for advertising in 1950 
Lo! 

It will be a deep dig before re- 
earchers up with a con- 
sumer industry whose ratio of 
advertising dollars to sales dollars 
is further apart than that of U.S 
manufacturers 

The major difficulty with adver- 
tising toys is that they are consid- 
ered primarily Christmas 
The major trouble with the toy 
industry is that it has done too 
little to improve this impression, 
despite the fact that year-round 
sale of toys is becoming more and 
more a big business. Last year, for 


less than 


come 


toy 


sellers 


example, more were sold in the 
first ten months than in all of 
9941 


: 


® According to Publishers Infor- 
Mation Bureau 1950 figures, 240 
Manufacturers spent $1,440,607 to 
pave rtise toys, games and hobby- 


raft items in general magazines 
his is the highest sum ever re- 
orded. PIB lists expenditures 
rom 1946 as follows: 
; Number of Spent for 
manufacturers advertising 
946 277 $ 857,294 
947 318 771,843 
94F 237 902.287 
949 197 1,053,210 
950 240 1,440,607 
The Bureau of Advertising of 
he American Newspaper Pub- 
fishers Assn. does not have a toy 


rlassification (they are listed un- 
er sporting goods); thus there are 
no figures available on newspaper 
abet Even if BofA did 
«lassify toys separately the figures 
would. be incomplete, because 
khances are most newspaper ad- 
tine of toys is retail and co- 
®p, including secret deals between 
the manufacturer and retailer. 

The largest recorded advertiser 
last vear was the Lionel Corp., 
which spent a total of $256,678 to 
advertise trains in magazines, tele- 
vision and Sunday supplements. 
The top 21 companies in the toy 
field combined spent than 
$1,000,000 in consumer magazines 
and the average national magazine 
advertiser spent about $3,500 


less 


toy 


se Not included 
compilable 
advertisers 
infants’ magazines 
the PIB figures is 


the two main 


in any readily 
statistics are those toy 
who use children’s and 
Not included in 
advertising in 


business papers in 


the toy field, Playthings and Toys 
« Novelties. It’s estimated that 
last year these two publications 
carried in excess of $500,000 in 
toy advertising. 

Among the toy authorities that 
ADVERTISING AGE interviewed is 
Charles J. Cutajar, v.p. in charge 
of new business for Robert Holley 
& Co., New York agency with a 
number of toy clients. Combining 
his research with that of other toy 
experts reveals that if toy adver- 
tisers spend $5,000,000 yearly in 
all available media—trade and 
consumer—it’s a lot. 


e What are some of the problems 
that restrain the toy industry, with 
a market potential this year of 
43,144,000 children under 15 years 
(1,500,000 more than 1950), from 
allocating at least 1% of its annual 
sales toward full exploitation of 
that market? 

The character of the industry is 
one of the biggest stumbling 
blocks. The toy business functions 
in a manner very similar to the 
fashion business. Items are “hot” 
one season and “dead” the next. 
Unheard of manufacturers sudden- 
ly zoom to the fore and just as 
quickly pass from the scene. There 
are a few leaders who advertise 
and a vast majority of manufac- 
turers who are content to keep 
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American-Made Toys 
.% .... for American Girls and Bays 
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CHRISTMAS TOYS—This is part of the seven-page cooperative spread which will 
run in Life Nov. 24. Grey Advertising prepares the annual push for Toy Manufac- 
turers of the U. S. A. Part of the spread will also run in Parents’ Magazine. 


sooner does a manufacturer intro- 
duce his latest creation to the 
trade, than a dozen cheaper-sell- 
ing imitators set to work dupli- 
cating the item, leaving little time 
for advertising promotion, except 
to the trade, which is covered reg- 
ularly. 

Unlike fashion, which has four 
seasons yearly, the toy industry 
has but one season a year—Christ- 
mas. It’s estimated that 63% of 
the annual retail volume is done 
in the months of November and 
December. 


gs The last point, however, may 
be a result, rather than a cause, 
of half-hearted advertising promo- 


TELEVISION PROMOTION—Melvin Freud, 


president of Toy Guidance Council, dis- 


cusses the “right toy for the right age” with Borbara Welles of WOR-TV. 


their media-mouths silent. 

There are an estimated 2,000 
toy producers in the U.S. but only 
slightly more than 10% are con- 
sistent advertisers. (Of these 2,000, 
about 350 manufacturers do be- 
tween 70% and 80% of the total 
volume.) 


@ Just as in the fashion field, the 
public, with a few exceptions, 1s 
not brand conscious. It’s the par- 
ticular item, not who makes it, that 
counts. Toy outlets themselves of- 
ten discourage brand advertising; 
department stores frequently re- 
move manufacturers’ labels; vari- 
ety by their nature, have 
no interest in promoting brands. 
Also, like fashion field items, 
toys are highly competitive, easily 
copied, quick selling items. No 


stores, 


MERCHANDISING PROMOTION Tying in merchandise with movie names remains 

one of the most popular types of advertising promotion engaged in by toy manu- 

facturers. Here Roy Rogers ond Dale Evans, one of movieland’s top western couples, 

talk over plans to plug the new Roy Rogers rodeo game with Melvin Helitzer (center), 
director of public relations for Toy Guidance Council. 


tion. At any rate, that point is 
one of the main reasons for the 
existence of an organization known 
as the Toy Guidance Council. 

There exists a second, and older, 
toy group, the Toy Manufacturers 
of the U.S.A., but this organization, 
founded in 1916, is a national non- 
profit trade association with 350 
manufacturer-members, whose 
primary function is internal, such 
as running the annual Toy Fair, 
a buyer’s market. Toy Manufac- 
turers is also behind the annual 
Christmas spreads in Life and does 
some consumer publicity and pro- 
motion. 

Toy Guidance, founded in 1938 
by Melvin Freud—a former Reiss 
Advertising executive—has been 
plugging for year-round intelligent 
selection of quality toys. Some 300 
participating manufacturers, 17 of 
the biggest wholesale distributors 
and more than 1,200 toys stores 
belong to TGC. 


e Mr. Freud, who likes to be 
known as the “prime minister of 
toyland,” says he was the first to 
urge the industry to undertake a 
major advertising and public rela- 
tions campaign to promote year- 
round toy sales. His arguments 
were: year-round toy sales would 
aid the industry—which is prone 
to operate on a 12-month-expense- 
two-month-income basis—-econom- 
ically, and at the same time, help 
to develop America’s children 
“mentally, physically, socially and 
vocationally.” 

The way in which toy manufac- 
turers pounce on every child psy- 
chologist’s utterance concerning 
the mental and physical efficacy 
of proper toys, indicates that Mr. 


Freud is on the right track. (It 
also points up the fact that toy 
makers are eager to better their 
year-round sales, answering those 
who say toy people aren’t inter- 
ested in remedying their annual 
cycle.) 


s TGC conducts a comprehensive 
national public relations program, 
headed by pr. director Melvin 
Helitzer. The most important ac- 
tivity is the maintenance of a per- 
manent exhibit where some 500 
toys are demonstrated annually to 
visiting educators, students, writ- 
ers and toy representatives. 

In addition, the council pub- 
lishes annually six different units 
of scientific and promotional liter- 
ature for direct consumer distribu- 
tion, as well as hundreds of press 
releases and radio and television 
presentations. This year the coun- 
cil’s annual Toy Yearbook, a cata- 
log without advertising which is 
distributed free by member stores 
over their own logotype, will have 
a circulation of more than 3,- 
100,000. 


@ It’s probably still true that toy 
promotion today relies mainly on 
merchandise character tie-ins for 
its appeal, as typified by the tre- 
mendous popularity of items asso- 
ciated with movie, radio, television 
and comic characters. But TGC 
and many industry leaders feel 
that, for the long pull, the key to 


year-round sales and sound pro- | 


motion lies in programs similar to 
that of the council. 

Mr. Freud is among the first to 
acknowledge that the road ahead 
for year-round toy promotion is 
long, rough and practically untrod. 
Advertising agency executives, 
looking for new markets to exploit, 
might do well to examine the 
American toy industry, whose cus- 
tomers are bouncing out of layettes 
in increasing numbers, and where 
the competition is still nominal 


McDonnell, Wolf Named 

Roger Pryor, who joined Foote, 
Cone & Belding in 1947 following 
wide experience in the entertain- 
ment field, has been elected v.p. in 
charge of radio-TV in the agency's 
New York ofice. 

In line with the recent consolida- 
tion of the radio and television de- 
partments in the New York office, 
Foote, Cone & Belding has ap- 
pointed Thomas McDonnell direc- 
tor of radio-TV production and 
George Wolf manager of radio-TV 
programs. 


Appoint Fletcher Udall 

Fletcher Udall & Co., Los An- 
geles, has been appointed to rep- 
resent The Saturday Review of 
Literature in 11 western states, 
British Columbia and Hawaii. The 
company has also been named to 
represent Armed Force in south- 
ern California. 


Curtis & Son to Graham 

S. Curtis & Son, Sandy Hook, 
Conn., manufacturer of folding pa- 
per boxes, has named Hugh H. 
Graham & Associates, New Britain, 
Conn., as its agency. 


Black Market in 
Newsprint Seems 
to Have Broken 


New York, Sept. 6—Spot sales 
of newsprint were reportedly made 
this week in the local market at 
about $200 a ton, f.o.b. mill. In 
one instance, 300 tons were in- 
volved and in another sale 200 
tons. Smaller lots are reported 
to have been placed at prices 
ranging from $215 to $225 a ton. 

While these sales and prices 
cannot be confirmed en toto, they 
indicate that the so-called black 
| market has broken. Buyer resist- 
ance to the $245 spot delivery price 
that held for some time here 
apparently has succeeded in weak- 
|} ening the price structure. As pre- 
| viously reported (AA, Sept. 3), 
| black market operators seemingly 
| reached the point of diminishing 
| returns. 
| 


| @ The local paper market, for the 
|most part, continues quiet, with 
little activity reported. But sales 
| for the year as a whole are sub- 
stantially higher both in dollar 
volume and in tonnage than dur- 
| ing the first eight months of 1950. 
| Jobbers estimate the average in- 
crease for al] paper sales probably 
is about 10% in dollar volume and 
somewhere between 5% and 8% 
| in tonnage. 
It is noteworthy, however, that 
| Statistics of paperboard production 
for the week ending Sept. 1 show 
declines in production, new or- 
ders and unfilled orders compared 
| with the week ending Sept. 2, 1950 
| Production is down 5.5%; new or- 
| ders are down 41.7%, and unfilled 
orders are down 35.5% compared 
| with the same period a year ago 
| 


|@ Eastern paper mills for the first 
time since the end of World War 
| II increased their wastepaper in- 
| ventories during August. Today's 
inventories in tons are 66% higher 
| than a year ago, according to fig- 
ures compiled by the Eastern Con- 
servation Committee of the Waste- 
paper Consuming Industries. 

| During the first eight months of 
1951, wastepaper consumption in 
} eastern mills exceeded consump- 
j tion of the first eight months of 
| 1950 by 27% and by 47% over 
| 1949. Wastepaper consumption by 
|} all mills for the first eight months 
of 1951 is estimated at 6,544,000 
|; tons, approximately the total for 
the entire vear of 1949 


Caro Leaves Ludgin to 
Join Weiss & Geller 

Joseph H. Caro, for the past 16 
years v.p. and a director of Earle 
Ludgin & Co., 


Chicago, has re- 
signed and dis- 
posed of his stock 
interest in the 
agency, to join 
Weiss & Geller, 
Chicago, as v.p 
and member of 


the plans board 
He will be asso- 


ciated with the 
agency’s top 
management in 


account direction, 
and in merchan- 
dising and creative activities 

Prior to joining Ludgin, Mr. Caro 
was advertising manager of Albert 
Pick & Co., hotel and restaurant 
equipment company. He was one 
of the founders of the Advertising 
Managers Club of Chicago 


Joseph Caro 


Blair Named Scheerr V. P. 

Ira Blair, formerly with the 
European command post exchange 
service of the U. S. Army and 
Air Force and previously ad di- 
rector of Esquire Inc., has been 
appointed executive v.p. in charge 
of merchandising and sales pro- 
motion of the men’s wear division 

of Scheerr Bros. & Co., New York. 
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ABRAHAM CAHAN 

New York, Sept. 4—Abraham 
Cahan, 91, retired editor and 
founder of the Jewish Daily For- 
ward, Yiddish-language newspa- 
per, died Aug. 31 in Beth Israel 
Hospital. 

Mr. Cahan ceased to take an 
active part in the activities of the 
newspaper two years ago because 
of failing health. 

He was born in Vilna, Russia, 
July 7, 1860, and became a teacher. 
Because of his political activities 
he was forced to leave Russia and 
came to America in 1882. He 
learned enough English in three 
months to begin giving lessons to 
other immigrants, and paid for 
his room by teaching Hebrew to 
the children of his landlord. 


@ In 1897, guests at a Socialist 
ball collected $800 to start the 
Jewish Daily Forward, and Mr. 
Cahan became its first editor. 
Shortly afterward, he left to join 
the Commercial Advertiser, where 
his city editor was Lincoln Stef- 
fens. 

By 1907 the Forward’s circula- 
tion had fallen off and Mr. Cahan 
was invited back as editor. He 
was given a free hand, and the 
paper became a notable financial 
success and one of the most power- 


ful foreign language newspapers 
in the U.S. 
His first novel in English, 


“Yekl,” appeared in 1896, and his 


best known book, “The Rise of 

David Levinsky,” in 1917. 

CHARLES JORDAN JR. 
Cuicaco, Sept. 4—Charles W. 


Jordan Jr., 41, president of Central 
Printing & Lithographing Co. here, 
died yesterday in his home near 
Argos, Ind. Mr. Jordan also was 
head of Jordan Associates, adver- 
tising specialties concern. 

Mr. Jordan helped develop many 
advertising posters, incliding the 
“Gosh, They All Want Ford” dis- 
play for Ford Motor Co. He also 
did calendar work. 


SOL N. LASKY 


Cuicaco, Sept. 4—Sol N. Lasky, 
65, owner of Lasky Advertising 
Service, died in his home here 
yesterday. 


C. WARREN BACON 

SAN FRANcIsco, Sept. 4—C. War- 
ren Bacon, 48, assistant sales man- 
ager of Hawaiian Pineapple Co. 
here, died Aug. 26 in Doctor’s Hos- 
pital. 

Mr. Bacon started with the Dole 
company in 1922 as an office boy. 


EDMUND OSBORNE JR. 

New York, Sept. 5—Edmund 
Burke Osborne Jr., 52, inventor of 
several color printing processes, 
died here recently. 


T. L. J. KLAPP JR. 


Cuicaco, Sept. 4—T. L. J. Klapp 
Jr., 67, retired v. p. and secretary 
of the Allen-Klapp Co., publish- 
ers’ representative, died at his 
home in suburban Glenview Aug. 
29. 

Mr. Klapp, a native of Freeport, 
Ill., entered the ad business in 
Chicago in 1912 as a trade publi- 
cation representative and became 
associated with the late A. W. 
Allen as a newspaper representa- 
tive in 1915. The Allen-Klapp Co. 
was founded in 1922. Mr. Klapp 
managed the business until re- 
cently, when it was purchased by 
E. F. Binder and J.S. McAnulty. 


LARRY F. HARRIS 

Sr. Lovurs, Sept. 4—Larry F. 
Harris, 45, president of Gary Ad- 
vertising Corp., died at his home 
here Aug. 31 following a heart at- 
tack. 

Mr. Harris had been active in 
promotion and sales management 
work in St. Louis since 1934, and 
was a partner in the Gary com- 
pany until 1950, when it was in- 


corporated and he became presi- 
dent. 


GEORGE W. SMALL 

New York, Sept. 4—George W. 
Small, 65, for the past 12 years 
an account executive of Crowell- 
Collier Publishing Co., died Sept. 
1 of a heart attack, while vaca- 
tioning at Hampton Bay, L. I. 

An alumnus of Yale University, 
Mr. Small was advertising direc- 
tor of the old Literary Digest for 
a number of years before joining 
Collier’s in 1939. His son, Edgar P. 
Small, is a partner and director 
of media of Ted Bates & Co. 


LESLIE W. WHITE 

Cuicaco, Sept. 5—Leslie W. 
White, 35, account executive with 
Western Advertising Agency, died 
at Billings Hospital here yester- 
day afternoon. Mr. White had 
joined the agency in 1938 as a 
publicity writer, following his 
graduation from the University of 
Illinois school of agriculture. He 
specialized in agricultural accounts 


and later became an account ex- 
ecutive of the agency. He had been 
associated with Western since 1938, 
except for three and a half years 
of wartime service with the Marine 
Corps. 


JOE A. WALLACE 

Osweco, N. J., Sept. 4—Joe A. 
Wallace, 55, head of the Wallace 
Poster Advertising Company, died 
Aug. 27. He also was head of the 
Wallace Storage Warehouse and 
the W. J. Tablet Co. His father, 
the late Joe A. Wallace, was a 
partner in the poster advertising 
firm of Wallace & Gilmore. 


EDWARD FLANIGAN 

To.Lepo, Sept. 4—Edward Years- 
ley Flanigan, 59, managing di- 
rector of WSPD and WSPD-TV 
here and v.p. of the parent Fort 


Industry Co. died Aug. 26 of 
pneumonia contracted at his 
Wampler’s Lake, Mich., fishing 
lodge. 


Mr. Flanigan began his service 
with WSPD as a salesman in 1931, 


after several years of newspaper 
ad work. He was appointed sales 
manager in 1933, station manager 
in 1941 and v. p. of Fort Industry 
in 1948. 

He was ex-president ef the Ohio 
Assn. of Broadcasters and one of 
the founders of the sales mana- 
gers committee of the old National 
Assn. of Broadcasters. The com- 
mittee eventually developed into 
the Broadcast Advertising Bureau. 


BEN ROBBINS 

PHILADELPHIA, Sept. 5—Ben Rob- 
bins, 54, who operated his own 
outdoor advertising business for 
many years, died yesterday at his 
home here. 


H. ]. Heinz Advances Three 


Edward James, eastern area 
sales manager of H. J. Heinz Co., 
Pittsburgh, has been promoted to 
adviser to the v.p. in charge of 
sales and distribution, and O. W 
Woods, New England manager on 
loan to the Office of Price Sta- 
bilization, has returned to Heinz 
as manager of independent grocery 
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and wholesale sales. Mr. Woods 
has replaced C. S. Anger, who has 
been named sales chief of the 
eastern seaboard region 


Henrikson Joins S-D Surveys 

Carl H. Henrikson Jr., formerly 
director of research of J. M 
Mathes Inc., New York, has been 
named v.p. and general manager 
of S-D Surveys, New York, an 
affiliate of Stewart, Dougall & 
Associates 


Wiseman Courses Start 

Mark H. Wiseman, advertising 
consultant who has conducted ad- 
vertising courses since 1945, will 
start a new course for beginning 
copywriters Sept. 13, and an ad- 
vanced course Sept. 14, at his of- 
fices at 106 E. 31st St.. New York 


OF LONG LIFE 
FOR QUANTITY BUYERS 
THE ARTKRAFT® SIGN CO. 
Dteten of 

Arteret* 


000 Kibby Stina Dhie USA. 
ee 


Long before WHAS-TV went on the air over a year ago, 
plans were made to insure the maximum television enjoyment 
for the maximum number of viewers in Kentuckiana. 

These plans included a 12-bay, high gain antenna—still 


ty 4 this is television in the WHAS tradition... 


50,000 WATTS, erp 


Audio: 25,000 watts, ERP 


the only one of its kind in service. 


With the recent authorization to increase our power, this 
antenna permits WHAS to transmis the nation's strongest 
television signal ... giving more TV enjoyment to more viewers 
... offering the advertiser more for his money in Louisville. 


REPRESENTED NATIONALLY BY EDWARD PETRY AND (CO. * 


VICTOR A. SHOUIS, Director 


. NEIL D. CLINE, Soles Director 


ASSOCIATED WITH THE COURIER-JOURNAL & LOUISVILLE TIMES 
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Oklahoma Creates Ad 
Council to Promote State 
A new advertising advisory 


Advertising Age, September 10, 1951 


Advertising Volume Figures for August Issues of Business Papers Business Paper Ad 


These figures are an exclusive compilation by Industrial Marketing and must not be quoted or repro- 
council for the planning and re- duced without written permission. Unless otherwise noted, all publications are monthlies and have stand- 


sources board has been created ard 7x10” advertising pages. 


by the State of Oklahoma “to help 
us sell Oklahoma both as an in- 
dustrial and recreational center, 
by assisting and counseling our 
af board and our advertising 
agency,” according to Gov. John- 
ston Murray 


Appointed for two year terms are J.J 
Bernard, manager of Station KOMA, 
Okiahoma City; O. E. Bettis, ad manager 
ef Phillips Petroleum Co Bartlesville; 
Harold Godschalk, ad manager of George 
E. Failing Co., Enid; Paul Hoheisel, ad 


manager of Oklahoma Gas & Electric Co., 


Oklahoma City; Dave Johnson, publisher 
of the Nowata Star; Joe McBride, pub- 
lisher of the Anadarko News; William 
Morgan, ad manager of Continental Oi! 
Co., Ponca City; John D. Reilly, ad rep- 
resentative of Oil & Gas Journal, Tulsa, 
and Dale Rogers, ad manager of Mid- 
Continent Petroleum Corp., Tulsa 
White Advertising Agency, Tul- 


sa, handies the account. 


Viles-Alton Studio Formed 

Photographers James Wiles and 
Walter Alton have organized 
Viles-Aiton Studios at 144 E. 57th 
St., New York 22. 


it pays.... to start your 
1952 
industrial advertising 


. budget with this item — 


industrial Equipment News, 


- 12 One-Ninth pages...$1500 


Then, by way of explanation, 
make this notation: 

1. Industrial Equipment News 
takes information about our 
products to 60,000 production 


men and engineers in the top 


plants of all manufacturing in- 
dustries. Since these men buy 
the bulk of all products used by §& 
they 
about our line. 


industry, should know 


2. This is the most satisfac- 


tory and the least costly way to 
preach our unknown potential |! 
Fcustomers, and assures us of 
constant exploration of the tre- 


mendous industrial market. 


For details, send for our new 
Media Data Reference File 
folder containing NIAA Report, 
CCA Statement, Rate Card and 
other useful data on Industrial 
Equipment News . . . industry’s 
leading product information 


service. You will want this in- 


formation in your Media file. 


Thomas Publishing Company 
461 Eighth Avenue, New York 1, N. Y. 
REPRESENTATIVCS—BOSTON - CHICAGO 
CLEVELAND + DETROIT + :NDIANAPOLIS 
LOS ANGELES + PHILADELPHIA - PITTSBURGH 


yey Ae GRouP 

Aero Digest 

poate so Engineering 
Review 

—- Aviation (bi-w.) 
American Brewer 

American Builder 

American City 

American 

American Machinist (bi-w.) 

American Printer 

Analytical Chemistry 

Architectural Record 

Arts & Architecture 

Automotive Industries 
(semi-mo.) 

Aviation Age 

Aviation Week 

Bakers’ Helper (bi-w.) 
edding 

Better Roads 

Boxboard Containers 

Brewers’ Digest 

Brick & Clay Record 

Bus Transportation 

Butane- — News 
(4! 2x6! 2 

Butter” Cheese & Milk 
Products Journal 

Canner (w.) 

Ceramic Industry 
emical & Engineering 
News (w.) 

Chemical Engineering 

Chemical Processing 

Chemical Week 

Civil Engineering 

Coal Age 

Coal Mining 

Commercial Car Journal 


Construction Digest (bi-w.) 
| Constructioneer 


Construction Equipment 

Construction Methods & 
Equipment 

Construction News Monthly 

Constructor 

Contractors & Engineers 
Monthly (934x14) 

Dairy Record 

Design News 

Diesel Progress (9x12) 

Distribution Age 

Drilling 

Drug & Cosmetic Industry 

Electrical Construction & 
Maintenance 

Electrical Engineering 

Electrical South . 

Electrical West 

Electrical World (w.) 

Electric Light & Power 

Electronics 

Engineering & Mining 


Journa 
a es ‘News-Record 


Excarating Engineer 
ory Management & 

y A, 

Fire Engineering 
Fleet Owner . 

Food Engineering 

Food Packer .. 

Foundry ~seanatine . 


on Age (bi-w.) 

Heating & Ventilating 

Heating, Piping & Air 
Conditioning 

Ice Cream Review 

Industrial & Engineering 
Chemistry 

on Finishing 
(4) 9x6'/2) 

Indu try & Power 

Inland Printer 
nteriors 

— Age (w. ‘Ww 

mberman 

Mechies & nm Blue Book 

(4! 2x6" 2 


Dyestuff Reporter 


1951 
60 


53 Machine Design 
Machinery .. ‘ 

Magazine of Building 

Manufacturers Record 

Marine Engineering & 

Shipping Review 

Mass Transportation 

74 Materials & Methods 

Mechanical Engineering 

42 Mechanization 

Metal Finishing 

Metal Progress . 

18 Milk Dealer 

Mill & Factory 

Mining Engineering 

Modern Machine Shop 

(4! 9x6'/2) 

Modern Metals 

77 Modern Packaging 

27 Modern Plastics 

40 Modern Railroads 

42 National Petroleum News 

*43 (Ww) 

96 National Provisioner (w.) 
National Safety News 

85 | Oil & Gas Journal (w.) 
Organic Finishing 

37 Pacific Builder & Engineer 

56 Packaging Parade (9%5x12) 

Paper Industry 

Paper Mill News (w.) 

Paper Trade Journal (w.) 

Petroleum Engineer 

Petroleum Processing 

Petroleum Refiner 

42 Pit & Quarry 

Plant Engineering 


Power Engineering 
Practical Builder 
17 | Printing Magazine 
Product Engineering 
Production Engineering & 
“71 Management 
32 Products Finishing 
(4) 2x6! 
58 | Progressive Architecture 
| Purchasing 
Quick Frozen Foods & the 
Locker Plant 
| Railway Age (w.) . 
Railway Engineering & 
Maintenance ... ° 
Railway Mechanical & 
Electrical Engineer 
Railway Purchases & Stores 
Railway Signaling & 
65 Communications 


178 | Southern Lumber Journal 
Southern Lumberman 
Southern Power & eovend 
| Steel (w.) 
*328 | Supervision 
33 | Telephone Engineer 
(semi-mo.) 


209 | Telephony (w.) .... 
$92 | Textile Inaustries 
105 | Textile World 
*121 | Timberman 
34 Tooling & Production 
74) (Su%) ..... 
Too! Engineer .. 
| Traffic World (w.) 
95 | Utilization 
76 | Wastes Engineering 
| Water & Sewage Works 
Water Works Engineering 
72 | Welding Engineer 
Western Canner & Packer 
92 Western Construction 
Western Industry 
bit water ‘i : 
Woodworking nee 
§103 | x62) .. 


World Petroleum 
Total 


174 propucT NEWS GROUP 
Volume figures for 


‘te 


Promoted by Barrett 


Charles G. Stupp has been appointed 
technical director of The Barrett Di- 
n, Allied Chemical & Dye Corp., 
New York. Like most other men who 
getting ahead in 
Stupp is a regular Wall Street Journal 


Vis 
are 


reader. 


business, 


| 
*| 


“11s | 
132 | 
181) 
*92 


Linage Up Record 
9.5% During August 


1951 NO, oe Cuicaco, Sept. 4—A new high 
motional Gettters’ Gazette s i gain for the —= in business — 
ice Appliances .. P isi a me was reache 

5 rs advertising ve ume 

Plumbing & Heating Business 100 93 last month, when, according to In- 

Piumbing & Heating Journal 66 72 dustrial Marketing’s monthly tab- 

Plumbing & Heating “ . : 
Wholesaler 35 39 ulation of business paper figures, 

Poultry Supply Dealer *28 *26 August volume was 9.5% above 
“aanT') 122 «37: the volume for August, 1950. 

Sheet Metal Worker *59 *60 Cumulative figures for the first 

Seuthera oe cewest 7} x eight months of the year also 

Sporting Goods Dealer 144 156 showed a record gain of 6.8%, or 

Sports Age ‘ *39 "35 . h d 

Super Market Merchandising 94 106 15,059 pages over the same perio 

Variety Merchandiser eet wes 
_~ iv 98 8 last year. ene ; 
Wood Tonsbustion & Monthly gains were recorded by 
Building Materialist 948 $37 all five groups of papers for the 
Total 5,447 5.390 first time this year. Seven prod- 
cLass Group uct mews papers rose 16.5%, or 
tome Prva = 178 §1g7 323 one-ninth-page units. The 52 
American Fonevel Director a | trade publications were up 1.1%, 

ir ir = P : 
=S5 ee ee 
anking (7x10-3/16) pers climbe: 9%, or 1, pages, 

ny dy Ba eee ae "165 and 25 class papers gained 165 
——— | aa - 21 | Pages, or 8.4%. Seventeen export 
Cleaning & Laundry World 31 39 publications were up 5.1%, or 45 
ental Survey 6 es. 

Fountain Service 38 46 - " nities : 
Hospital Management 63 68 In the cumulative totals, indus- 
pw Senqument Re RB trial papers were up 10.4% for the 
Hotel Worl Reves na a — o~r news vi Payor by 
(9' 4x14) ° } , and class was « ahead. 
Industrial Marketing 81 88 ; * . nee : toed 

deaveat of Ge Retastene The trade group was down 3.8%, 
Medical Association (w.) $*°253 §*220 and the export was off 1%. 

Laundry Age 49 51 MONTH OF AUGUST 
Medical Economics | Pages Pages 
(4! 4x634) 129 99 1951 1950 
Modern Beauty Shop 62 52 | Industrial 304 15,464 
Modern Medicine (sem.-mo.) Product News* 2.281 1.958 
(414x634) 172 139 | Trage 5.447 5.390 

Nation's Schools 70 59 Class 2.132 1.967 

orale Sylen?-3/16) 109 103 | Expert . _* 

Proceedings of the I.R.E £95 *61 Figures are for one-ninth page ‘‘standard units. 

| i Management 66 61) 

| School Executive— W 
School Equipment News 47 43 estinghouse Plans 
Total 2.132 1,967 000 000 u sh 

EXPORT gRouP ‘SL 4 Ad P 
merican utomob: | 
(owrsees edition). ss 6s for Washer, Dryer 

ms x 136 132 MANSFIELD, O., Sept. 4—De 
(2 editions) | ANS -D, + sept. — S- 

ae 1  — peewee 126 uz ite the fact that production has 

Automovil Americano 74 85| not been able to keep pace with 

oe 2 oo “ 4 4 demand, Westinghouse Electric 

Gastente 2 editions) 95 HH Corp.’s electric appliance division 

ospita ¢ . > ic 2 

Reesuienls Relivuntions’ plans to spend $1,000,000 this fall 

inctnttretsion 58 65 to promote its Laundromat and 

| Ingenieria ernaciona’ »] thes drver 
Industria 76 74 | C10 - < . 

Retren-Hin Digest 33 25 The campaign covers September, 
‘etroteo interamericano , - 

Pharmacy International 18 19 rege _ November, and con- 
evista Aerea Sists oO ree separate rograms 
Latinoamericana 12 9 > 4 pa er - 

Revista Rotaria ; 5 Of one month each. The individual 

Spanish Oral Hygiene drives will be spearheaded by ma- 

| ME ei br 2 gazine and key-city newspaper ad- 
Total 926 gg) | Vertising, plus demonstrations of 


product news information 


publications are reported in 1/9 page units (ap- 


prox. 3'4x434”) 

Electrical Equipment 

Industrial Equipment News 

Industrial Maintenance 

New Equipment Digest . 

Plastics World 

Product Design & 
Development 

Transportation Supply News 


Total 1/9 pages 


TRADE GROUP 
Air Conditioning & Refriger- 
ation News (w.) 
(11/9x16) 
American Artisan 
American Druggist . . 
American Lumberman & 
Building Products 
Merchandiser (bi-w.) 
Boot & Shoe Recorder 
(semi-mo.) . 
Building Supply News 
Chain Store Age— 
Administration Edition 
Combinations 
Druggist Editions 
General Merchandise— 
Variety Store Editions 
Grocery Editions 
Department Store Economist 
Domestic Engineering 
Electrical Dealer ... 
Electrical Merchandising 
(9x12) .... 
Electrical Wholesaling 
Farm Implement News 
(semi-mo.) 
Florists’ Review (w.) .. 
Fueloit & Oil Heat .. 
Geyer's Topics 
Glass Digest . 
Hardware Age (bi- Ww. » 
Hatchery & Feed .... 
Hosiery & Underwear Review 
Hosiery Industry Weekly 
Hosiery Merchandising 
Implement & Tractor (bi-w.) 
Implement Record ... 
Industrial Distribution . 
Jewelers’ Circular-Keystone 
Leather & Shoes (w.) 
Lingerie Merchandising 
Liquor Store & veeeened 
Motor 
Motor Age 
Motor Satis (4! ane e) 


Mr. 


(ADVERTISEMENT) 


NJ (National see 
(Sgx7%q) .. 


not in wee * wll pages. | 


| ‘Estimated 


§Includes a special issue 


the featur roduct on Westing- 
"Includes classified advertising ode dy ung 


house’s “Studio One” TV show, 
over CBS. 

Both Laundromats and clothes 
dryers will be promoted during 
September. October and Novem- 
ber will be devoted, respectively, 


Does not include advertising in special Western 
section. 


Ahrens Names Three 
Gustav Schwab, a member of 
the eastern sales staff of Ahrens 


4 = Publishing Co., New York, has|to the Laundromat and clothes 
152 133| been promoted to eastern ad man- | dryer. Dealers will receive a new 
= Pe ager of Restaurant Management, 16-page booklet, which details the 
Hotel Management, Restaurant staging, advertising and promo- 
272 230 | Equipment Dealer and Institution- | tion of individual demonstrations 
80 68 al Food Wholesaler. Ambrose! Fujjer & Smith & Ross is the 
2.281 1.958 | Hussey, formerly eastern ad man- — cai ee 
ager of American Advertising een 
Bulletin, and E. R. (Ted) Jobson . : 
= cag JP» formerly with Newsweek, Tintair Names Louris, 
9R 112)/have been added to the eastern Six More to Field Staff 
OR 99\sales staff of these publications. Bymart Inc., New York, has 
made seven appointments to its 
146 136 GE to Tie in with Pillsbury field staff, leading off with 
186 172| General Electric Co. Bridge- Chester Louris, formerly with 
148 112| port, Conn., through Young & Ru- Toni Co., as divisional sales man- 
bicam, will tie in with Pillsbury @8€T for the Northwest 
” 19 Mills’’ Grand National Recipe & Other appointments are: Brook- 
82 64, Baking Contest (AA, Aug. 27).GE, lyn and_ Staten Island, | Jesse 
a sa17_ Which will use color pages in six Beards, formerly with Marlin 
4 17 | magazines during the contest, will Razor Blade division; California, 
88 78 | offer $50,000 in appliances in ad- Jerry Samors, formerly with Phil 
160 160| dition to the $138,000 Pillsbury is Kalech Sales Co.; Texas, William 
48 Sa awarding. F. Murphy Jr., formerly with the 
°125 #140 Federal Bureau of Investigation, 
” 78 Musterole Launches Ad Plan _ — ~—— : a woth 
. ra < oss Mann Enterprises; New Jer- 
109 is @ Ss, s . Safety Fire Extinguisher Co.; 
68 69 lish and French dailies, profes- Connecticut and Massachusetts 
+23 «9@}. Sional, weekend and farm publi- John W. White, formerly with 
= 4 cations for its 1951-52 campaign Andrew Jergens Co . 
100 94 for Musterole Chest Rub, the lar- ais 
a7 45 gest promotion in the company’s « ‘ 
ans ass history. Erwin, Wasey of Canada, pow -4 Sow on TV 
60 4 Toronto, is the agency. ni, wince Co., New York, 
in 135 ae sponsors “Queen for a 
ay y é 
ssist_ gla Leslie Salt Buys Radio Time —dastime attraction os “Russa 
om A Leslie Salt Co.. San Francisco, will bring the audience participa- 
has signed “Meet the Missus,” Sat- tj how rici A 
144 131 ion show to television starting 
96 85 urdays, 11:30 to 12 noon, over the Sept. 13 at 8 p. PDT, ov 
a Wb | Gobenblea ‘Pacific Netw pt. a p. m., over 
olumbia Pacific Network. Long Station KECA-TV, Hollywood. 
200 209 Advertising Service is the agency. Lennen & Mitchell is the agency. 
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Along the Media Path 


e@ Popular Mechanics, readying 
plans to celebrate 50 years of pub- 
lication in 1952, much of it devoted 
to reporting automotive develop- 
ments, is co-sponsoring, along with 
Chicago’s Museum of Science and 
Industry, a 1,000-mile race from 
Chicago to New York between a 
1913 Stanley Steamer and 1911 
Stoddard Dayton. The cars leave 
from Chicago's city hall on Sept. 
10. Arrival time in New York is 
expected to be Sept. 16. 


e A new eight-page booklet just 
released by Metal-Working cov- 
ers history of the publication, 
markets served, editorial policy, 
circulation breakdown and format. 


e@ McGraw-Hill International} 
Corp. has published a listing of | 
its export sales building services, | 
including data on its trade coun- 
selors staff, trade information and 
overseas bulletins, overseas direct | 
mail services, automotive whole-_ 
saler list, world motor census, | 
| 


port sales qucta charts, foreign 
government buying agencies, ex- 
port advertising copy and Latin- 
American construction projects. 


e All year long, advertisers and 
agencies have received a monthly | 
pocket calendar from National) 
Livestock Producer, the cover of 
which reproduced the current cov- 
er of the publication for that 
month. The July calendar carried 
the cover for its July-August com- 
bined issue. The August calendar 
announced the “death” of the com- 
bined issues with an “In Memori- 
am” obit. Next year the maga- 
zine will be published in 12 is- 
sues. 


e@ Country Gentleman reports that 
its September issue carries more 
linage and advertising dollar vol- 
ume than any preceding issue for 
that month in its history. Total 
linage is 76,142 for the month, and 
revenue is $870,188. 


e@ During a recent flood in Miller 
City, Ill., subscribers to the Citi- 
zen, Cairo, Ill, received their 
copies of the daily with almost no 
interruption. Jimmie Barkett, the 
Citizen's circulation manager, had 
copies flown in through the good 
offices of a volunteer pilot and the 
Shelton Flying Service. 


e@ The Press, Middletown, Conn., 
has plans for the installation of a 
new duplex press, which, in con- 
junction with its present equip- 
ment, will permit an increase in 
pages from 24 to 40. The daily is 
also planning to enlarge its editor- 
ial and business offices. 


e@ Stores tying in with American 
Home’s October “spotlight” theme, 


PREPAREDNESS EFFORT 
BOOSTS NEGRO INCOME 


$15 BILLION MARKET— 
AND STILL GROWING! 


their own ice publications, the news- 
papers and they 1 into 
homes and hearts. Negroes are loyal! 


there, too. Don't z 
$15 oiiien ale away! Ad- 


serving America's 

over a decade. 

ONE EXAMPLE: for « pubiication that 
cream . you can’t 


| 


“We Like Mixed Company” (mod- 
ern and traditional furniture 
“mixed to match”), are now re- 
ceiving full-size posters, display 
cards, window banners, cover 
blowups, mounted reprints and 
other materials designed to help 
increase their furniture sales. 


e Following a series of articles 
in the St. Paul Dispatch exposing 
the extent of “legalized” bingo in 
the city, the city council passed 
an emergency ordinance imposing 
strict regulations on all phases of 


jand were able to make profits 


estimated at more than $1,000,000 
annually. 


e At a recent family picnic, co- 
sponsored by Station KLZ, Denver, 
and the Lakeside Park, site of 
the affair, almost 10,000 Denver- 
ites were entertained by KLZ's 
top local entertainers. The station 
presented two hour-long shows. 


e Forty-one stores across the 
country are tying in with Wom- 
an’s Day’s September fashion fea- 
ture, “Start with a Jumper,” which, 
in four pages of photographs, 
shows how a jumper dress plus 
|a few extras can be six different 
outfits from two Woman's Day 
patterns. 


the game. The articles revealed, 


how professionals had moved in 
through loopholes in existing laws 


|e The impact of NBC radio in 
television areas is the subject of 


a new brochure prepared by the 
National Broadcasting Co.'s radio 
sales department, and titled “NBC 
Radio in Television Areas.” Data 
are used to show that NBC radio 
stations located in TV areas are 
indispensable to any national ad- 
vertising campaign. 


Advertising, Market Research, Public Relations. 

( » I. A. 8. has handled, for over 
p important American accounts in 

a Argentina, Brasil and Uruguay. 


seven years, some of the most 
Tucuman 1668, Buenes Aires, Argentina. 


= fueloil Co 


Advertisers get RESULTS... 
Home Heating—Commercial— Industrial. 


FUELOML & OlL HEAT-232 Medison Ave. 
NEW YORK 16, N.Y. Lixington 2-4566 


"JUST LIKE 
SENDING OUT AN 


EXTRA 


“This sales letter is 
one of the best business- 
getters on our staff!’ 


“TI honestly didn't realize 


well-printed mailing pieces could intensify our whole 
sales and advertising program. I know now, and 

I’ve got our printer to thank. We worked out our 
campaign together. And he was certainly 100 per cent 
right when he recommended Hammermill Bond!” 


When you need booklets, 
and other mailing pieces, 


And ask him about Hammermill Bond. Examine 
this all-round paper for yourself. Send for the 
up-to-date sample book. No charge or obligation. 


om 


quality printing. 


" 


You can obtain business printing on Hammermill 
papers wherever you see this shield on a print 
shop window. Let it be your assurance of 


pmMMERAy 
BOND 


SALESMAN !” 


how well-designed, 


folders, sales letters, 
ask your printer’s advice. 


Companion papers for office use include Hammermill 
Mimeo-Bond and Hammermil! Duplicator. 


LOOK FOR THE 


WATERMARK . 


. ae 


Hammermill Paper Company, 


Please send me— FREE 
mill Bond. 


Name 


1459 East Lake Road, Erie 6, Pennsylvania 
the sample book of Hammer- 


Position 


1S HAMMERMILL'S WORD. OF HONOR TO 


(Please attach to, or write on, your business letterhead.) 


AA-@-10 
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Minneapolis-Honeywell Sets 
Sunday Newspaper Drive 

Minneapolis-Honeywell Regula- 
tor Co. will use cartoon ads in 
building sections of 49 Sunday 
newspapers in a 14-week fall and 
winter drive. Said to be the largest 
newspaper campaign for home 
thermostats, the promotion is 
handled through Foote, Cone & 
Belding, Chicago. 

John D. MacNamara 


of the 


Boston office of Minneapolis- 
Honeywell has been shifted to 
textile industry sales manager of 
the company’s Brown Instrument 
division, Philadelphia 


Bishop Joins Schatiner 

Charles W. Bishop has joined 
Schaffner Advertising Agency, 
New Haven, as a copywriter, re- 
placing G. E. Langeler, who re- 
signed. 
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Here Are Answers to Questions on How to 
Order Printing Plates Under CMP Rulings 


(Continued from Page 1) 
ing” system, NPA has no way of 
assuring essential supplies to all 
users. 


ein a nutshell, Direction 1 to 
CMP Regulation 5 is a ruling 
authorizing advertisers, advertising 
agencies, printers and publishers 
}to use the rating “DO-MRO” to 
order plates. 

The purchaser—the advertiser, 
advertising agency or publisher 
who is to own the plates—issues 
the DO-MRO. The photoengraver 


“extends” the rating to replenish 
his inventory. 
Full details of the system are 


specified in three rather compli- 
cated NPA orders—Regulation 2, 
CMP Regulation 5, and Direction 
1 to CMP Regulation 5—but the 
following is about all any adver- 
tiser, advertising agency, printer 
| or publisher needs to know: 


Which reaches more families 


. Indianapolis ? 


Here are the coverage facts 


COLLIER'S.........19% 
POST.........12% 
LOOK.........10% 


(Corporate Limits) 


__ eee»! 


|| | 


of 20% coverage in 31 


with the Indianapolis 


adjacent 


Times 


and the picture is similar 
in all Parade cities of origin 


The Sunday Picture Magazine 


markets of 1,000 


or more population 


Providing a Minimum of 20% Coverage in nearly 


2000 Markets 


What is Direction 1 to CMP 
Regulation 5? 
Answer: A brief amendment to 


NPA’s basic order governing the 
purchase of maintenance, repair 
and operating supplies (abbrevi- 
ated as MRO items). This amend- 
ment says printing plates are con- 
sidered operating supplies of “the 
ultimate owner.” These “owners” 
—advertisers, agencies, printers or 
publishers—are authorized to use 
NPA’s MRO order, known as CMP 
Regulation 5, in order to obtain 
plates. 

Do I have to use it? 

Answer: No. If you can get 
plates without using a DO-MRO 
priority, go right ahead, buy all 
you need. But if your photoen- 
graver insists on a rating—as most 
photoengravers will in the near 
future—Direction 1 to CMP Regu- 
lation 5 becomes important 


eo How much can I buy? 

Answer: Section 7 of CMP Reg- 
ulation 5 outlines various methods 
of computing the quantity of MRO 
supplies a firm may purchase. For 
established firms, the standard 
quarterly quota of MRO supplies, 
including plates, is 30% of the 
total dollar volume of MRO items 
(including printing plates) 

; chased in 1950. Quotas may also 
be based on the quantity 
sumed in the firm's fiscal 
ending nearest March 1, 1951. 


year 


What if I buy some plates with- | 


| out a rating, but use a rating for 
others? 

Answer: Your responsibilities 
are determined by the amount of 
use you make of your DO-MRO 


rating. If your total purchases of| 


all MRO supplies with the rating 
are less than 20% of your quota, 
you are free to make additional 
purchases without regard to quota. 
But if your purchases with the 
rating exceed 20% of your quota, 
| then your total MRO purchases— 
with or without the rating—must 
remain inside the quota. 


s How does this work out in prac- 
tice? 

Answer: For firms which have 
not been using a rating to obtain 
MRO supplies—-including most 
agencies—the volume of rated 
orders for printing plates will sel- 
dom, if ever, approach 20% of 
quarterly quotas. Advertisers, 
printers and publishers who have 
been using the DO-MRO to obtain 
other supplies will increase their 
quotas by the amount of printing 
plates they purchased in 1950, and 
will determine for themselves 
when their total purchases of 
rated orders, including printing 
plates, exceed 20% of their quota. 

How is a rating issued? 

Answer: The purchaser—the 
person who will own the plates— 
merely writes on his order “Certi- 
fied Under CMP Regulation 5,” 
and signs, either by hand or with 
a rubber stamp facsimile of the 
signature of a responsible indivi- 
dual who is authorized to sign. 
Agencies ordering plates for 
client, or publishers ordering plates 


pur- | 


con- | 


| for an advertiser or agency, must 
|obtain the rating from the pur- 
chaser. It is then “extended” to 
the photoengraver 


es How about telephone orders? 

Answer: Full details of the 
mechanics of certifying a rating or 
extending it are outlined in Sec- 
tion 8 of NPA’s Regulation 2. 
Where an item is needed in less 
than seven days, orders may be 
placed by phone, by a responsible 
person. Both the buyer and seller 
must make a record of the trans- 
action. 

What bookkeeping is involved? 

Answer: Each advertiser, agen- 
cy, printer or publisher using Di- 
rection 1 to CMP Regulation 5 
must have sufficient information 
on its books so that NPA inspectors 
will know how the firm deter- 
mined its MRO quota. 

Record keeping requirements, 
spelled out in Section 14 of CMP 

Regulation 5 declare that each 
person using a DO-MRO shall pre- 
serve for at least two years ac- 
curate and complete records show- 
ing what his quarterly MRO quotas 
are, how he computed them, the 
factual justification for them, and 
the corrections or revisions there- 
of. He must keep data on receipts, 

| deliveries, inventories and use of 
MRO items “in sufficient detail to 
permit an audit that will permit 
determination whether or not the 
provisions of the order have been 
met. No special accounting system 
is specified, but records must cover 
| purchases of plates both with and 
without the DO-MRO. 

Do I have to file anything with 
NPA? 

Answer: No. You have no con- 
tact with NPA at all, unless you 
have a problem. For copies of the 
regulations, or answers to ques- 
tions, write or call NPA’s Printing 


and Publishing Division, Wash- 
ington 25, D. C. (STerling 5200, 
Ext. 3295). The division will be 


glad to help. 


Arthur Murray Telecast 
Waltzes Back to ABC 
The “Arthur Murray Party,” 


|which has changed stations as 
often as a pretty girl changes 
dancing partners, will return to 


ABC-TV Sept. 19 at 9 p.m., EDT, 
as a 30-minute every-other-week 
feature, alternating with the Don 
McNeill program. Mrs. Murray is 
hostess on the telecast, which is 
sponsored by Arthur Murray 
School of Dancing, with local 
branches paying the time costs in 
their respective cities. 

Ruthrauff & Ryan is attempting 
to clear time for the program in 
most major TV markets. Started 
originally as a 15-minute feature 
on WCBS-TV, New York, 15 
months ago, it switched to WJZ- 
TV (ABC), then moved for a net- 
work run to DuMont. During the 
past summer the program was 
televised weekly over WNBT, 
New York. 


‘Farmer’ Revises Rates 

Maine Farmer and Homemaker, 
formerly the Maine Farm Bureau 
News, has changed its rate struc- 
ture from sliding scale and con- 
tract rates to a flat rate system, 
effective with the Sept. 1, 1951 
issue. 


powerful. 
is looked upon by retailers as 


Published by 
ASSOCIATION + 


STR ONGEST.... wie STRENGTH COUNTS 


IN INFLUENCE AND PRESTIGE with the 
nation's top furniture and home furnish- 
ings store buyers, REVIEW is uniquely 
Published by NRFA, REVIEW 


magazine’. Write for full details today 


“our own 


NATIONAL RETAIL FURNITURE 
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*Indicates first listing in this column. 
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Sept. 14-1b. Seventh District, 
tising Federation of America, 
body, Memphis. 

Sept. 17-18 Pennsylvania Newspaper 
Publishers’ Assn., annual classified clinic, 
Roosevelt Hotel, Pittsburgh 

Sept. 17-21. Premium Advertising Assn 
of America, New York Premium Cen- 
tennial Exposition, Hotel Astor, New 
York. 

Sept. 23-26. Western States 
Conference, Hotel Santa 
Rosa, Cal 

Sept. 23-28. Advertising Specialty Na- 
tional Assn., annual convention and Spe- 
cialty Fair, Palmer House, Chicago 

Sept. 24-26. Southern Newspaper Pub- 
lishers Assn., Arlington Hotel, Hot 
Springs, Ark 

Sept. 24-26. Assn. of National Adver- 
tisers, annual meeting, Hotel Plaza, New 
York 

Oct. 4-5. Continental Advertising Agen- 
cy Network, 19th annual meeting, Phila- 
delphia 

Oct. 4-5. Export Advertising Assn., 
3rd annual international convention, Ho- 
tel Plaza, New York 

Oct. 5-6. Pennsylvania Newspaper Pub- 


Adver- 
Hotel Pea- 


Classified 
Rosa, Santa 


lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg 

Oct. 5-7. Second District, Advertising 
Federation of America, Sterling Hotel, 
Wilkes Barre. Pa. 

Oct. 7-9. Tenth District, Advertising 


Federation of America, Washington-You- 


ree Hotel, Shreveport, La 
Oct. 11. National Assn. of Magazine 
Publishers, fall meeting, Westchester 


Country Club, Rye, N. ¥ 

Oct. 13-16. Mail Advertising Service 
Assn., 30th annual convention, Schroeder 
Hotel, Milwaukee 

Oct. 15-16. Boston Conference on Dis- 
tribution, 23rd annual forum, Hotel Stat- 
ler, Boston 


Oct. 15-16. Inland Daily Press Assn., 
67th annual meeting, Congress Hotel, 
Chicago 


Oct. 16-19. Affiliated Advertising Agen- 
cies Network, annual meeting, Sheraton 


Hotel, St. Louis. 

Oct 17-19. Direct Mail Advertising 
Assn.. 3th annual conference, Hotel 
Schroeder, Milwaukee 

Oct. 19-20. Fifth District, Advertising 


Federation of Arnerica, 
Columbus, O 

Oct. 22-23. Agricultural Publishers Assn., 
annual meeting, Chicago. 


Fort Hayes Hotel, 


*Oct. 24-25. Ohio Assn. of Broad- 
casters, fall meeting, Hotel Carter, 
Cleveland 

Oct. 24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler, 
Boston 

Oct. 25-26. Audit Bureau of Circula- 
tions, annual meeting, Congress Hotel, 
Chicago 

Oct. 25-27. Advertising Typographers of 
America, 25th annual convention, Hotel 
Nacionai, Havana, Cuba. 

Oct. 27-28. Intercity Conference of 
Women's Advertising Clubs, AFA, To- 
ledo, O 

Oct. 28-31. Life Insurance Advertisers 
Assn., annual meeting, Williamsburg, Va. 


They re all needed to heep steci production up 
---TO AID DEFENSE 


NEW SCRAP DRIVE—The Advertising 

Council will sponsor a new steel scrap 

drive in October with cooperation of 

business papers. James Thomas Chirurg 
Co. is handling the advertising. 


Nov. 12-13. First District, Advertising 
Federation of America, Boston. 

Nov. 12-15. Financial Public Relations 
Assn., annual convention, Hollywood 


Beach Hotel, Hollywood, Fla 

Nov. 18-19. National Business Publica- 
tions, annual meeting, Drake Hotel, Chi- 
cago. 

Nov. 18-20. National 
motion Assn., central recon meeting, 
Edgewater Beach Hotel, Chicago 

Nov. 20. Controlled Circulation Audit, 
annual meeting, Drake Hotel, Chicago. 

Dec. 27-29. American Marketing Assn., 
winter conference, Hotel Kenmore, Bos- 
ton 

*Jan. 24-26, 
the West, 
land, Cal 

Jan. 25-26, 1952. Assn. of Railroad 
Advertising Managers, St. Louis. 

June 8-11, 1952. Advertising Federation 
of America, 48th annual convention and 
exhibit, Waldorf-Astoria Hotel, New 
York. 

*June 22-26, 
the West, 
Wash. 

June 29-July 2, 1952. National Indus- 
trial Advertisers Assn., annual confer- 
ence, Palmer House, Chicago. 


Newspaper Pro- 


1952. Advertising Assn. of 
midwinter conference, Oak- 


1952. Advertising Assn. of 
annual convention, Seattle, 


Joins Everett-McKinney 

Robert Mandeville, who for- 
merly was in charge of radio sales 
for John H. Perry Associates, has 
been added to the staff of Everett- 


McKinney, radio representative, 
New York 
WESC Appoints Keller 


Robert S. Keller Inc., New York, 
has been named sales promotion 
representative for Station WESC, 
Greenville, S. C. The radio station 
is a Liberty Broadcasting System 
affiliate. 


@ FROM THE BASIC 
IDEA TO THE 
wi, FINISHED DISPLAY 


RIVER RAISIN PAPER COMPANY 


DISPLAY DIVISION 


. MONROE. MICHIGAN 


A.S. Beck Starts Fall Push 

A. S. Beck Shoe Co., New York, 
is using 15 Sunday newspapers 
and 90 dailies in 75 cities to launch 
its fall advertising program. In- 


sertions vary from 400 to 1,500 
lines. Dorland Advertising, the 
Beck agency, says it will place 


more than 1,500,000 lines in news- 
papers during 1951—90% of the 
Beck advertising budget. 


Zift-Davis Boosts McCahill 
William E. McCahill, who joined 


Ziff-Davis Publishing Co. last 
spring as western § advertising 
manager of Modern Bride, has 


also been appointed western man- 
ager of the company. He replaces 
William E. Pinney, who has re- 
signed. 


' Palen Rejoins N. A. Philips 


Vern W. Palen has resigned as 
publicity director of Michel- 
Cather, New York, to rejoin North 
American Philips Co., Mount Ver- 


non, N. Y., to handle technical 
publicity for the company’s re- 
search and control instruments 
division. 


Write for Circular AA-9 


ADmaster 
Arutomatio — 
DISPLAY __ 


HOLDS INTEREST-SELLS 
ADmaster is designed to the needs of 
advertisers. Accommodates from 6 to 18 
separate standard 8” x 10” qr 
posters, photo-gelatin prints, Black-Lite 
fluorescent: posters, magazine advertise- 
ment reproductions, ete. Each message 
moves in sequence, ADmaster action at- 
tracts attention, holds interest, delivers 
your product message—clinches the sale! 
Cempact and portable—no optical system 
or film; hence ideal for day-lighted win- 
dows and upon retail store counters. 
Fluorescent lighting assures brilliant, 
even-lighted messages. Fool-proof opera- 
tion, long life, low priced for volume use. 


ADMATIC PROJECTOR COMPANY 


800 Davis Street, Evanston, Illinois 


' 
l 


“a 


\\ 


l 
l 
1 
oN 


Gappe 


Wit. / 


... Wraps up the SALES 


- st rie 


sre pee 3% 


\ 


¢ : 
, 


a8 Ay 


WINNING PENNANT © 


.inthepich Midwest Farm 


and Rural Town Market! 


Let Capper’s Weekly... The Feature News 


Weekly of the Rural Midwest..."go to bat” 


for your product. Just one order...one 


ready to “play ball” 


Add Capper’s Weekly to the 


Topeka, Kansas 


plate or mat is all you need and you're 


for increased sales. 


“line-up”...and 


LET IT PROVE WHAT IT CAN DO FOR YOU! 


r's Week 


912 Kansas Avenue 
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PUBLICATIONS INC 


diene ee RR Pe ex - 
of eo ee re Fae ae Ree ee -L og am cs tee 
Fase Sart bree eae) re er! er ——— a: ‘C0 ne naar. Paice |. ao 
- Bars : Oe = Se ote pe ee Re oh 
: ees ae 
; Advertising Age, September 10, 1951 : ae 
; —— ; 95 ae 
: pee: i o ~ or a 
& SE, ea 

é i] a Bsr a 
— IV T¢.. [// ah 
7 ons 
: Bsn 
Scup as 
4 cate = 
Pp a 
= ———— an a? seo 

SS << = = G1 : a : ai “oe 
SSS SS pa i iar re is ; hat 
eee nae en te an ee *. ae gf ot 
SPomson's wame r : Ye >. i A 
m oe ye eae 
a BS ~ 
Be + : - 24 * a 
“ey 

aa 
_ ee 
se 
- oe 
, a ae 
_ a 
pe pee ss 
ee 
| 3 

Pres 
i Bee 
: =* 
| ia 
ia 
ae 

; Faas 
ut 
‘ | 
. ies 
Fa 
nee 
; ee 
— 
Cee ee a a ne ae 
ae 

by y 5 > &~ +~@uen — ‘Z a 
i 3 pe sst= — : : : et 
Bier ont reais 3 i a 
| os ee 
| a ee : a 
ay — ang 
} ee . x ag om ay é so 
\ = » , Po poy" Z : ss ny es 
| ies: 2i: SS ce 
: ; oe 23225 ee 
‘ @ Fel eS 
* : cesar SS P 
% % % z Fd 2 wet stte'sarees We 
% EET gs ! a ae 
% ~@%e o | oy 
Q % “e e rs a eae 
° ) re 2. 

% a o ert “a ype 
Me S333 ~ ~S . ie 
wNo 531:3 ets J 
> my one |e 
- Fine \\) L) - os 
“Neg «Cc all i iin ae 
“2ike 
( “\\"N ‘ i. 
( for all ae 
cath 
\y ee 
\ a 2 
— — 
a a aia el aie 


96 


Victor Adding Sets 
Expanded Campaign 


Cuicaco, Sept. 4—Victor Add- 
ing Machine Co. has begun an ex- 
panded business paper campaign 
using full-page b&w ads in seven 
publications 

The increased schedule, running 
from September through Decem- 
six heretofore un- 
used publications: American Busi- 


ber, includes 


I'M LOOKING for 
A SPECIAL JOB. 


-.. in an agency, 
radio, TV, retail 
adv., industrial 
adv., etc., where | 
can place any num 
ber of top odvertis- 
ing men who have 
filed with me for relocation. Write for 
my free ‘Availability Bulletin’. Numbers 
will represent applicants’ names. Please 
use your company letterhead. Confidential 
| Jeanne, Advertising Personnel 
Placement Div 
| 1309S Detroit, Tulsa, Oklahoma 
t 


-_ 


5.9449 


ok i jae es 
ness, Banking, Best's Insurance 
News, Controller, Nation’s Busi- 


ness and School Executive-School 
Equipment News. Also on the 
list is Journal of Accountancy, 
which was used in 1950. 

Victor is continuing a general 
consumer campaign in The Satur- 
day Evening Post, as well as a 
supplementary schedule in Office 
and Office Appliances. 

John W. Shaw Advertising here 
handles the account 


NBC Adds Two AM Stations 
WJIM, Lansing, and WGFG, 
Kalamazoo, both in Mich., will 
affiliate with the radio network of 
National Broadcasting Co., effec- 


| tive Sept. 30. Harold F. Gross is 


the president of both stations. 
NBC-AM does not have a radio 
affiliate in either of these cities 
at present. 


Names Overbey A.M. 


William Overbey has been 
named advertising manager of May 
Seed & Nursery Co., Shenandoah, 
la., succeeding the late R. E. Dear- 
mont. 


WEEKDAY HOOPERS 
Shreveport City Zone 
8:00 a.m. to 12 Noon 

March-April * 


KWKH 
51.8 


WHEN YOU 


KNOW HOW! 


A quick glance at the chart above shows you that 
KWEKH is tops in Shreveport Hooperatings—has steadi- 
ly increased its superiority, year after year! 


On Weekday Mornings in 


1949, KWKH had 70.0% 


more Shreveport listeners than the next station. For the 
same period in 1950, we had 76.9% more listeners. In 
1951, we had 157.7% more listeners! 


Shreveport itself, however, accounts for only 11% of 
KWKH’s audience. BMB Report No. 2 (Spring, 1949) 
gives KWKH a Daytime Audience in 87 Louisiana, 
Arkansas and Texas counties. KWKH’s total Daytime 
BMB Audience is 303,230 families. 75.0% of these are 
“average daily KWKH listeners”! 


Your Branham Company man can give you the whole 
KWEH story. Or write us direct. 


*Latest available at press time 


KW KH 


SHREVEPORT 


50,000 Watts e CBS \ Arkansas: 


\ 


TEE AAS OTS 


LOUISIANA 


The Branham Company, Representatives 


Henry Clay, General Manager 


HAPPY SOULS—Shown here is just one small part of a big line 
drawing by McCormick-Armstrong, Wichita agency, lithographer 


pily to fill your every 


ond printing house, which shows how “some 145 souls toil hap- 


. advertising need.’ 


Radio, TV Trade 
Practice Conference 
Gets FCC Proposals 


WASHINGTON, Sept. 4—An 18- 
page draft of proposed trade prac- 
tice rules for the radio and TV 
manufacturing industry, distrib- 
uted by the Federal Trade Com- 
mission last week, says a_ set 
should not be advertised as a color 
set unless it can receive pictures in 
color from a color transmitter. The 


draft is to be discussed at a three- 
day conference here beginning 
Sept. 26. 


It also says that the number of 
tubes should not be misrepre- 
sented; that no illegal discounts 
or advertising rebates should be 
allowed, and that no set should 
be represented as being sold at a 
reduced price “when the alleged 


reduction is from a_ fictitious 
price.” 
While the draft says industry 


members should state guarantees 
and warrantees clearly, and stand 
behind them, it passes over many 
of the malpractices denounced by 
dealers at a preliminary meeting 
of the industry and commission 
representatives here June 21. 


es At that time dealer spokesmen 
complained that the industry is 
plagued with a host of ills, from 
distress selling to kickbacks from 
service contracts. Edward S. 
Dempsey, executive director of the 
National Television Dealers Assn., 
complained that dealers have had 
to replace parts in hundreds of 
thousands of sets because sets are 
“poorly designed, falsely adver- 
tised, badly sold, carelessly shipped 
and poorly serviced” (AA, June 
25). 

FTC's proposals deal with a host 
of deceptive practices, however, 
including advertising of “discon- 
tinued” and “obsolete” models, 
misrepresentation of the effective- 
ness of antennas, use of spiffs and 
push money. 

A special rule is included on 
adaptability and convertibility to 
color and higher frequencies. 

e Among the practices banned 
are: 

“1. Representing that a set can 
be adapted or converted so as to 
receive a color signal in color 
or a color signal in black and 
white when such is not the fact; 

“2. Representing that any set 
can be adapted or converted to 
color or black and white without 
also stating conspicuously and in 
close conjunction with such repre- 
sentation that such adaptation or 
conversion will require the attach- 


ment or installation of a new part 
or parts, or some other substantial 
modification of the set, as the case 
may be.” 


Sylvania Electric Starts 
Special School Promotion 

The photolamp division of Syl- 
vania Electric Products, New 
York, will launch a special high 
school and college promotion this 
fall for Sylvania superflash bulbs. 
A staff of high school and college 
students, under the direction of 
the Gilbert Youth Research or- 
ganization, will coordinate the 
program. 

The campaign will center 
around “School Daze,” a 28-page 
snapshot diary which students can 
obtain for 25¢ plus the outer wrap- 
per from a package of Sylvania 
superflash bulbs and a coupon 
from display cards being shown 


in camera stores throughout the 
country. Gilbert representatives 
will handle point of sale promotion 
and merchandising on 275 cam- 
puses. 


Paravox Plans Fall Drive 

Fall advertising of Paravox Inc., 
Cleveland hearing aid manufac- 
turer, will stress its “photo- 
matching” technique of checking 
efficiency of its equipment. Para- 
vox, through Lang, Fisher & Sta- 
shower, will use direct mail, dealer 
mats, and its house organ. 


CENTRAL PRESS, INC. 
Publishers - Printers - Lithographers 
ESTABLISHED 1930 
Direct Mail - Catalogs - Publications 


one or more colors 


714 S. Adams St., Marion, Indiana 


Don’t Miss Your Share of the rich 


AKRON, OHIO 
MARKET 


. . . Where more than a half-million buyers 
live, work and trade with Akron merchants. 


... where your selling efforts must be 
given the local fouch to be effective. 


.. » Where Akron’s ONLY daily and Sunday 
newspaper, the Beacon Journal, is the ONLY 
means of reaching and influencing all the 
buyers in this rich market 


\ 7 AKRON BEACON JOURNAL 


JOHN S. KNIGHT, PUBLISHER 
REPRESENTED NATIONALLY BY: STORY, BROOKS G FINLEY 
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ANA Issues Third Report Analyzing 


Impact of TV on Radio Listening 


Report Says Nielsen 


Data Is Omitted Due 
to Financial Reasons 


New York, Sept. 6—The radio 
and television committee of the 
Assn. of National Advertisers this 
week released the third report in 
its continuing study of the “Impact 
of Television on Radio Listening.” 

In many quarters ANA’s early 
investigations of TV’s inroads on 
radio’s audience are given a major 
share of the credit for having 
broken the networks’ price line 
and brought about today’s lower 
time rates. 

However, this instalment, which 
purports to bring up to date 
earlier analyses published in Au- 
gust, 1950, and March, 1951, turns 
out to be somewhat of a this- 
is-w hat-we-would-have-done- 
had-the-facts-been-available _re- 
cital. 

(One judges from the acknow- 
ledgements that the principal rea- 
son for this situation was the un- 
availability of Nielsen data. The 
acknowledgements point out that 
“those familiar with the two pre- 
ceding reports in this series will 
note the omission from this one of 
data from the A. C. Nielsen Co. 
.. Nielsen's offer to permit pub- 
lication of up-to-date information 
in this report was on a financial 
basis which precluded its accept- 
ance.”) 

[For Mr. Nielsen’s comments on 
the fee he asked from ANA for 
use of Nielsen time value data, 
see story following.] 


s First, the committee tackled 
the subject of audience ratings, 
with this rather backhanded ap- 
proach: 

“In the absence of Nielsen data 
it is not possible to show a two- 
year comparison as had been 
planned, showing the trend in 
audience ratings of evening pro- 
grams from March-April, 1949, to 
March-April, 1951. 

“A paragraph which dealt with 
evening program ratings...in the 
preceding report read as follows: | 

“During the year March-April, | 
1949, to March-April, 1950, the. 
average ratings for 19 CBS shows 
(occupying the same time spots) | 
declined 18%. This decline con- | 
tinued during the year October-| 
November, 1£49, to October- 
Vovember, 1950, the percentage be- | 
ing 21%. Thus these new data =i 
dicate continuation of the large 
decline in ratings previously re- | 
ported. To date there is no indica- | 
tion that the downward trend of 
approximately 142% per month 
(18% divided by 12) has slacken- 
ed. The figures for NBC confirm | 
this picture 


e “Without direct statistical evi- | 
dence of what has occurred since 
October-November, 1950, it is not 
possible to say definitely that the 
decline in audience ratings of eve- 
ning programs continues at the 
same rate through March-April, 
1951. 

“Since the rate of decline, how- 
ever, is necessarily associated with 
the increase in the number of | 
television sets owned, members 
will be interested to note from 
the following tabulation that the 
expansion in set ownership be- 
tween Oct. 1, 1950, and April 1, 
1951, was much larger than in any 
previous six-month period.” 

The next two topics—radio sets 
in use and radio listening in tele- 
vision homes as compared with 
radio-only homes—were treated 
similarly by ANA, which stated: 

“The two preceding reports 
showed percentage changes in the 
number of homes using radio by 
hours of the day between March, 


1949, and March, 1950, and be- 
tween November, 1949, and No- 
vember, 1950. Comparable data for 
March, 1951, would have made it 
possible in the report to show per- 
centage changes over the two-year 
period since March, 1949, thus 
eliminating the difficulties intro- 
duced by seasonal variations.” 


@ “In the absence of such infor- 
mation,” the report referred ANA 
members to a business paper story 
printed some time ago. 

“Up-to-date Nielsen figures 
comparable with those on which 
these conclusions are based (ra- 
dio listening in TV homes com- 
pared with radio-only homes) are 
not available for this report,” it 
was explained. “The first ANA re- 
port, using Nielsen data for De- 
cember, 1949, indicated that there 
was 83% less radio listening in 
television homes than in non-tele- 
vision homes during the nighttime 
hours of 7 to 11 p.m. 

“The comparable figure given in 
Supplement 1 as of November, 
1950, was 82%. In the absence of 
comparable figures from Nielsen 
for any later month, it is assumed 
in this report that radio listening 
in television homes continues to 
approach near-elimination during 
the evening hours.” 


e The ANA measured TV's im- 
pact on evening radio listening by 
updating its market-by-market 
charts for Columbia Broadcasting 
System and National Broadcasting 
Co. stations showing the ratio of 
TV homes to radio homes in their 
coverage areas. 

“It is assumed that each televi- 
sion home previously was a radio 
home and that, for all practical 


| purposes, after acquiring a tele- 


vision set evening radio listening 
was discontinued. The impact of 
television on radio listening in eve- 
ning hours, therefore, is measured 
by the relationship between the 
number of television homes in the 
60-mile radius around a city and 
the number of radio homes cov- 


| ered by a station located in that 


city. 


s “In some cases, television cov- 


erage areas are greater than radio 
coverage areas. In those cases, the 
figures in the column headed ‘Per- 
centage TV to AM’ have been ad- 
justed so that they never exceed 
the ratio of television owning fam- 
ilies to total families in the tele- 
vision area, or in other words, the 
percentage of television owner- 
ship within the 60-mile radius.” 

By this method of computation 
the committee found that the “de- 
cline for individual stations 
ranged from 5% to 71%.” 

But the committee did not, as 
in previous reports, give a com- 
posite decline figure for the net- 
works, explaining that such was 
“not practicable in this report.” 
Nor was cost data included, as pre- 
viously, because “recent cost ad- 
justments make the same type of 
computation impractical.” 

For data on sets-in-use and tele- 
vision’s share of the audience by 
localities the report does cite up- 
to-date findings, provided by C. 
E. Hooper Inc., as shown in the 
table below. 


NIELSEN TELLS WHY 
HE ASKED FOR A FEE 

Cuicaco, Sept. 6—A. C. Nielsen 
today told AA that he put a price 
tag—‘“‘about the same amount we 
would charge a small agency that 
broadcasts one or two programs” 

on rating data wanted by ANA 
because he felt it would be unfair 
to Nielsen subscribers who pay 
for the data if it was made avail- 
able at no cost to non-subscribers. 

The Nielsen company is being 
supported by many large ANA 
members, he added, but there are 
others who do not see fit to sub- 
scribe. Subscribers get detailed re- 
ports on radio time values from 
the organization, he said, and can 
make their own analyses. 

: 
@ One of the biggest problems in 
the rating field, according to Mr. 
Nielsen, has been the practice of 
making rating data available at 
no cost. This not only tends to 
alienate those subscribers that you 
do have, but results in heavy mone- 
tary losses, he said. 

The Nielsen company alone has 
lost $8,000,000 since 1942 on its 
radio and TV rating services, he 
said (its food and drug indexes 
are profitable), and is still drop- 
ping about $1,000,000 a year. The 
company spends about $3,000,000 a 
year to compile its radio and TV 


° . 
Sets in Use and TV Share of Audience 
Average. Evening Hours*, Sunday through Saturday 
Source: TV-Home Hooperatings (City by City) 

Sets-in-Use (Radio plus TV) TV Share of Audience 
City March-April March-April March-April March-April March-April 
"48 ‘SO ‘sl ‘50 ‘Sl 
Philadelpmia We 419 47.3 52.1 74.7 
Prov. -Pawtucket 33.0 35.2 42.3 42.3 73.36 
Baltimore 315 40.8 45.1 54.1 72.1 
New York 35.8 39.4 45.2 52.3 72.0 
Detroit 318 39.8 43.0 42.0 71.3 
Dayton 33.5 40.4 47.8 44.8 69.7 
Chicago 29.6 40.6 47.5 46.7 68.4 
Buffalo 35.5 444 54.0 42.6 68.2 
Cincinnati 33.6 413 48.0 42.7 67.3 
Cleveland 36.6 43.5 49.3 39.8 66.7 
Columbus, Ohio 34.0 40.0 45.4 43.0 66.0 
Milwaukee %6.7 45.3 49.5 39.7 65.2 
Toledo 29.8 36.0 43.3 38.9 65.0 
Washington 318 37.9 418 519 64.8 
Boston 34.7 39.2 45.7 447 64.5 
Syracuse 35.9 40.4 48.5 26.2 63.5 
Los Angeles 33.8 39.2 447 42.8 59.6x 
Rochester 38.2 40.8 46.3 30.1 58.3 
Pittsburgh 33.5 39.2 46.0 26.7 58.3 
Louisville 35.2 311 43.0 18.4 57.7 
Atlanta 315 36.6 38.0 33.1 56.5 
St. Louis «M8 38.7 45.6 28.9 53.0 
Indianapolis 37.9 = 43.2 118 519 
Minneapolis-St. Paul 36.5 419 49.1 20.8 515 
Kansas City 2 36.2 445 116 49.5 
Memphis 32.2 33.6 42.7 22.1 48.5 
San Diego 37.3 33.3 40.5 18.0 46.5 
Salt Lake City %.0 35.5 43.0 13.4 40.6 
Fort Worth-Dallas 30.5 29.7 33.0 20.4 39.0 
San Antonio 28.5 32.3 37.8 14.0 39.2 
San Fran.-Oakiand 35.1 33.8 36.6 10.8 35.6 
Houston 4 28.5 32.5 10.8 35.5 
New Orleans = «4.9 40.1 14.9 35.2 
Jacksonville 30.7 30.5 33.1 8.5 35.2 
Oklahoma City 31.0 31.6 36.9 10.8 314 
Tulsa 34.6 = 35.3 8.2 25.3 
Number of TV sets in (4-1-48) (4-1-50) (4-1-51) (4-1-50)  (4-1-51) 
U.S. (NBC estimate 
in thousands) 286 5.343 12,172 5,343 12.172 
*From 6 p.m. to 11 p. m.. or to end of survey time, if earlier. Surveys ended no earlier than 
10 p. m. in any city for any period. 
=Not available. 
x April, 1951 only. 
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Westinghouse to Invest $2,050,000 
to Televise NCAA Football Games 


52 Stations to Carry 
19 Games; Losing Teams 
Can Be Dropped Later 


New York, Sept. 7—The privi- 
lege of sponsoring the only Na- 
tional Collegiate Athletic Assn. 
authorized football games on home 
b&w television this fall will cost 
Westinghouse Electric Corp. ap- 
proximately $1,250,000, J. M. Mc- 
Kibbin, its v.p. in charge of con- 
sumer products, said here today. 

Of this figure some $700,000 will 
go to the 29 colleges and univer- 
sities participating. The rest rep- 
resents time charges on the NBC 
network and local stations. 

To promote this sports feature, 
Mr. McKibbin told ApDvVERTISING 
AGE, the company expects to spend 
nearly $800,000—mostly on news- 
paper ads. Each week preceding 
the nine-week (Sept. 29-Nov. 24) 
series, Westinghouse will use 
large-space newspaper copy to 
alert televiewers to watch college 
football on TV. 


@ Dealers will receive official 
handbooks of football facts show- 
ing the Westinghouse-televised 
schedule for participating TV cities 
as well as the season's schedule 
for all NCAA games. There will 
also be an ample supply of window 
streamers, blowups, etc 

Although Westinghouse has ex- 
|clusive rights to bkw home TV 


coverage of the gridiron games of | 


| NCAA members, the ground rules 
for exercising that right impose a 
great many restrictions on the 
sponsor. This is because 


the upcoming season to make a 
“laboratory” test of the effect of 
video on the top money maker on 
| the college sports program. 

NCAA's rules limit the amount 
}of participation by individual 
|jteams and the range of coverage 
by the television cameras. Work- 
jing with these restrictions plus 
|those imposed by limitation on 
| TV’s live networking facilities and 


| teams whose games are outside 


the | 
. | 
NCAA's television committee chose | 


the video area, Westinghouse and 
its agency, Ketchum, MacLeod & 
Grove, selected the best available 
lineup of contests. 


@ Included are 19 games, three of 
which will be fed to the full net- 
work—52 stations. Others will be 
aired locally or regionally, with 
eastern games being fed to the 
East, western games to the West 
and in some instances vice Versa. 

The sponsor has been given the 
right to revise the schedule later 
in the season—in a manner within 
the NCAA blueprint for the test 
if any of the teams should fare so 
badly on the field that Westing- 
house no longer considers their 
games of great interest. Asked how 
the colleges, which would lose 
revenue if deprived of TV, would 
react to this, George Ketchum, 
president of the agency, voiced the 
opinion that such a school would 
probably not like “to have its 
shame broadcast.” 

The NCAA has assigned the Na- 
tional Opinion Research Center of 
the University of Chicago to make 
field studies to compare the re- 
sults of such varied TV setu 
Gate receipts, of course, wil] al 
be watched closely. : 

Theater television, color TV a 
subscription TV, on the other han 
will be completely free in thei 
handling of NCAA games, Ralf 
Furey of Columbia University, cos 
chairman of the association's T 
committee, explained. 


\¢ CBS has already announc 
| 


plans for colorcasting the top gam 
of the week this fall. Mr. Fure 
said the Fabian theater chain nal 
theater TV rights in the Eas 
Southeast and Southwest, whil 
United Paramount Theaters hz 
the rights in the Midwest 
Phonevision and Skiatron als 
have been granted NCAA permis 
sion to get into the football 
with their pay-as-you-see system 
he said. He pointed out that they 
still must get clearances from thé 
Federal Communications Commis# 
sion, 


= 


rating information. 

Although Mr. Nielsen refused to 
reveal the exact amount of the fee 
asked of ANA, it is believed that 
it was in excess of $10,000 


‘SUPERFICIAL AND 
INCOMPLETE’: RYAN 

New York, Sept. 7—First voice 
to speak up for radio following 
the Assn. of National Advertisers’ 
latest report on the “Impact of 
Television on Radio Listening” 
was that of the Broadcast Adver- 
tising Bureau. 

National Broadcasting Co., which 
along with Columbia Broadcasting 
System was singled out for indi- 
vidual attention on a station-by- 
Station basis, declined to reply at 
this time. Howard S. Meighan, 
president of the CBS Radio Divi- 
sion, voiced the opinion that the 
report is “not accurate,” particu- 
larly those statements referring to 
the “amount of radio listening in 
TV homes.” A recent, unpublicized 
| Study, of which Columbia is a co- 
backer, shows a somewhat differ- 
;ent picture than that painted by 
the ANA, he said 


| @ In his statement, William Ryan, 
BAB president, who promises a 
formal memorandum covering the 
| “study’s main technical and other 
limitations” later, said 
“In the interest of sound adver- 
tising and fair evaluation of media, 
BAB opposes any attempt to in- 
fluence the buyers or sellers of 
advertising by means of incom- 
plete or superficial studies of me- 
| dia problems. 


“BAB consistently and public- 
ly has offered its facilities, re- 
sources and technical assistance 
to any group with a sincere in- 
terest in the true evaluation of the 
radio medium and radio's relation- 
ships with other complementary 
major media. 

“This new report by ANA can- 
not by itself seriously affect ad- 
vertising decisions. It is significant 
mainly because, with its two pre- 
ceding reports, it is part of ANA’s 
organized effort to assist its mem- 
bers in the general area of com- 
parative media values that so far 
have been restricted entirely to 
the problem of radio time values. 

“This new report is not valid 
unless advertisers using it are 
willing to rely completely on sev- 
eral questionable assumptions.” 


EDWARD N. NELSON 
Cuicaco, Sept. 7—Edward N 
Nelson, 61, for many years media 
director of Wade Advertising 
Agency, Chicago, and later secre- 
tary of the agency, died yesterday 
at his summer home at Klinger 
Lake, Mich., of heart complica- 
tions. A native of Racine, Wis., Mr 
Nelson had been associated with 
, Wade Advertising for 38 years and 
retired March 31 


CBS Promotes Henry Flynn 


Henry R. Flynn, who has been 
with Radio Sales, the station rep- 
resentative division of Columbia 
Broadcasting System, New York. 
for two years, has been advanced 
to assistant sales manager of the 
department. 
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COFFEE TIME—Employes of John Folkner Arndt & Co., Philadelphia, now have their 

own coffee brewer since the agency purchased this Kwik-Kafe’ Bantam Coffee Cub 

machine. The new enterprise will be strictly an employe project. After the equip- 
ment is paid for, profits will accrue in an employe fund. 


Dealers Had 900,000-1,150,000 TV Sets 


in Stores on Aug. 1, Dun Survey Shows 
New York, Sept. 4—Concerned| 1951, between 900,000 and 1,150,000 


over the high inventory reports 
which have been widely circulated 
about the television manufacturing 
industry for some time, a group 
of TV set 
authorized Dui 
make a monthly 
subject. 

The first of these reports, based 
on a national sample of retail out- 
lets, put U. S. dealer stocks of 
new video receivers as of Aug. 1, 


& Bradstreet to 
survey on the 


and accessory makers has! 


units. Broken down, this figure 
includes from 350,000 to 450,000 
table models and from 550,000 to 
700,000 other models. 

Total U. S. retail inventory of 
new home radios was estimated 
at between 1,400,000 and 1,700,000 
units on Aug. 1. Also on hand in 
retail stores was a stock of new 
battery portable radios ranging in 
number between 375,000 and 450,- 
000 units. 


Thomson to Einson-Freeman 

Chester L. Thomson, who re- 
cently resigned as director of sales 
promotion for Calvert Distillers 
Corp., has been appointed v. p. and 
general sales manager of Einson- 
Freeman Co., Long Island City 
lithographer. Albert Hailparn, Ein- 
son-Freeman president, also an- 
nounced inauguration of a cus- 
tomers’ display merchandising 
service to be directed by Mr. 
Thomson, who will coordinate cre- 
ation, production and merchandis- 
ing of retail store and window dis- 
play material. 


‘Sunset’ Appoints Lerner 

Sunset Magazine has appointed 
Harry Lerner Associates, San 
Francisco, to handle its public re- 
lations and publicity. 


Pratt Names C. T. McKinnie 


Charles T. McKinnie, formerly 
chief of western field engineering 
for United Aircraft Service Corp., 
has been named assistant sales 
manager of Pratt & Whitney Air- 
craft division of United Aircraft 
Corp., East Hartford, Conn. John 
Craig Jr., assistant to the president 
of United Aircraft Service, has 
been named to succeed Mr. Mc- 
Kinnie. 


Goodmanson to Judson Burns 
Charles J. Goodmanson, former- 
ly eastern division sales promotion 
and ad manager of the Crosley 
Division, Cincinnati, has been ap- 
pointed to the same post with Jud- 
son C. Burns Co., Crosley distrib- 
uting agency. He succeeds James 
Hamilton, who resigned. 


FRanklin 2-585 


America’s finest 


photoengraving plant 


Collins, Miller & 


Hutchings wwe. 
207 North Michigan, Chicago 


WOO MAM ccceceeeee. 


| search,” he said. “ 
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Mutual Life 
Tells Why B&B 
Is New Agency 


New York, Sept. 5—Mutual Life 
Insurance Co. of New York has 
switched its account from Doremus 
& Co. to Benton & Bowles. 

Russell V. Vernet, Mutual's di- 
rector of advertising, told AA that 


| the job of selecting an agency be- 


gan last May. 

“We either talked or corre- 
sponded with approximately 25 
agencies during the course of our 
Many were elim- 
inated early in the game, however, | 
because we felt it would be best | 
not to seek the services of an 
agency already handling another 
life insurance account. 

“Many others were eliminated 
rather quickly,” Mr. Vernet said, 
“because we did not feel they had 
the facilities for giving us help} 
with the various activities in which 
we engage. 


@ “As the field narrowed, we ob- 
tained a great deal of written in- 
formation from the leading con- 
tenders which gave us a fairly} 
comprehensive picture of their 
operations. This information was 
augmented by personal discussions 
with the various agencies being 
considered. 

“Later, a group of us from the 
public relations division of our 
company made personal visits to 
six different agencies. This gave 
us an opportunity,” Mr. Vernet 
continued, “to view their physical 
layouts and thus give us some idea 
of the atmosphere in which they 
work. 

“Ultimately,” he said, “the field 
was narrowed down to three. At 
that point we took a group from} 
our sales department to visit those 
three. Although we had a prefer- 
ence at that time, we did not re-| 
veal it to the sales people. It 
seemed better,” Mr. Vernet ad-/} 
mitted, “to await their decision! 
and, fortunately, they confirmed | 
our own. 


e “Finally, we took the president 
of our company, together with the} 
executive v.p. and the v.p. in 
charge of sales, to visit Benton &| 
Bowles which, up to that point,| 

had been the unanimous choice of| 
all of us concerned. 

“These officers of the company,” 
Mr. Vernet said, “displayed an in- 
tense interest in the operation of} 
an advertising agency as_ such,| 
and asked many searching ques-| 
tions. Happily, after further dis-| 
cussions among ourselves, they ac-| 
cepted our recommendation. | 

“While I know that what we did! 
is not a completely new method 
for selecting an advertising agen- 
cy,” Mr. Vernet said, “I venture} 
to believe many others may be 
interested in what we actually did. | 

“Many of the agencies we visited 
expressed the opinion that the ulti- 
mate relationship between agency | 
and client should benefit from) 
giving such representative groups) 
within the company an opportun- 
ity to have some voice in the final 
selection.” 


Hugh L. Bills to Get Award | 

The annual Industrial Relations 
Achievement award of the Na- 
tional Metal Trades Assn. will be 
given to Hugh L. Bills, v.p. in 
charge of industrial relations of 
Acme Steel Co., Chicago, at the 
association’s 52nd annual conven- 
tion scheduled for the Blackstone 
Hotel, Chicago, Nov. 14-16. | 


Wisconsin to Klau Agency 


The Wisconsin state department 


of agriculture has appointed Klau- | 


Van Pietersom-Dunlap Associates, 
Milwaukee, to direct a national ! 
promotion of Wisconsin agricul- 
tural products. 
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- : Chicago ap 106 Rick Murbarger Named S.M. Connor Joins ‘Ladies’ Home’ 
ichita, Houston Department fores —— — oe = Rick E. Murbarger, director of Berenice F. Connor, formerly 
Milwaukee 110 16 distribution of Sealed Power radio-TV director of Buckley Or- 
a = - - St. Louls District Loe 1s Corp., Muskegon, Mich., has been ganization, Philadelphia, has 
L d N t G S 1947 Little Rock 107 107 promoted to general sales man- joined the ad promotion staff 
ea a 10n In alns ince Louisville 113 116 ager, succeeding George W. Da- of Ladies’ Home Journal as a con- 
Saeomanae dosnt = too Vies, who has been ill for several tact between the magazine's ad 
Cuicaco, Sept. 5—The nation’s ing no gains were in the following inneapetis District les tog Months. and editorial departments. 
happiest department store execu- few cities: St. Joseph, Mo., down Minneapolis 113 113 
tives must live in Wichita and 7%; Los Angeles area, down 6%; ~ Peng Be os = = Hurley Joins Alport Agency Packaging Show Set for L. A. 
Houston, judging by Federal Re- New York City, down 3%; New kansas Guay Bastotes a on Kathleen Hurley, formerly with The fourth Western Packaging 
serve Board reports on department Haven, down 2%, and Baltimore Denver 101 106 McGraw-Hill Publishing Co., San & Materials Handling Exposition 
store sales for the past few years. and St. Paul, each down 1%. Wichita : 14 130 Francisco, has joined Alport & has been set for Los Angeles in 
Those two cities, out of 50 major Taking first-half sales figures Kansas City 104 108 O'Rourke, San Francisco, as an the fall of 1952. Exact dates have 
“ gga a Pee St. Joseph ..... 93 % account executive. not been determined. 
markets covered by the board's only, since 1947, the same cities— Oklahoma City 108 110 
weekly sales reports since 1947, substituting Providence for New! Tulsa 110 117 
have shown the greatest gains in York—have shown slight sales de-! oe Sone = = 
department store dollar volume. clines over the four-year period. : 
New figures covering the first The following table, based on a — on L E T W Oo O D W | N H O O K U P S 
six months this year (shown on AA computations derived from San Antonio 114 118 
Page 20) put Wichita stores’ sales Federal Reserve Board reports SS yond = - L | G H T YO U R D | S P a AY S | 
at 23% over the same six months published since 1947, shows the Oakland 108 18 
last year, and Houston's are up changes in dollar volume of de- San Francisco 109 113 SPECIALISTS IN 
20% for the same period. (Augusta, partment stores in each of the 50 Portland 102 108 SIMPLE FLASHERS AND 
Ga., also up 23%, was not covered markets. First is the change for, Salt bake City 4 = ECONOMICAL Bion CORD SETS IN 
by board reports in previous full-year periods, 1950 over 1947, A eel 
ar pee ‘ DEPENDABLE yy QUANTITY 
years.) and second is the change for the 
As far as first-half sales figures first half of 1951 over the first Appoints Mac Wilkins Agency 
go, Houston and Wichita are also half of 1947 (1947 equals 100): Mac Wilkins, Cole & Weber has Cc. D. WOOD ELECTRIC coO., INC. 
far out in front of other cities’ been appointed agency for the 
stores since 1947. The Texas city’s Department Store Sales an Bank of Commerce, Seat- 70-17 83RD tc GLENDALE, a S N. Y. 
sales in the first half of 1950 were gow Federal Reserve districts and : 


39% up from the first half of 1947, 
and the Kansas market's depart- 


ment store sales were up 30% for since 1947. 
the same period. (1947 equals 100) FIRST 
reer 6'ha because uiis bes 

e Up to the end of 1950, this was Year 6 = eee 
almost but not quite the same pic- aim aoe a — 
ture. Houston department stores | Usted tee i a a FOR ADVERTISERS OF INFANTS’ AND CHILDREN'S WEARABLES, NURSERY FURNITURE AND ACCESSORIES, 
_— oe ang By ~ od ; gD - aang ce os pod FOODS, SHOES, TOYS, MATERNITY FASHIONS—FOUNDATION GARMENTS, TOILETRIES, BOOKS, MEDICINES. 
dollar volume ~ above Boston 105 102 
1947 sales, thus doing better than Springfield 104 102 
° . ‘ > s ‘ ate Providence 100 98 
stores in all other major marke ts. Sener tue Enda ron pe 
Wichita’s stores were up 14%, Sements 101 108 
which was 1% behind Fort Worth’s Buffalo 108 121 N EW RE( O RDS 
stores and was good for a third- ening h - on sets 
place tie with San Antonio’s de- eens. 108 s08 ' 
pariment stores. Philadelphia District mt 115 

Fort Worth sales for the first Philadelphia 107 110 - ’ 

. 5 , > yA sivi “‘levelan stric’ 
half of 1951 were up 13%, giving — tatetes 9 4 stands 
stores there only little more than Cincinnati 106 107 ' 
the average gain for all stores in Cleveland 109 118 A 
the 50 markets covered. San An- sami = +4 
tonio sales in 1950 were up 14% — Patcturgh ws i, AND YOUNG YEARS ST—A RECORD FOR SIZE 
over the full year of 1947; in the Richmond District 1065 110 = 

alf 5 its sales , Washington 108 113 - " 
— a = hat se ae eee Baltimore 99 99 September and October issues of MY BABY are hefty 64-pages and 
ae cee ped poe of Atlanta — ~ 14 cover issues—a record for size of any monthly baby magazine. 
only © OV airs é Birmingham ill 115 

0. Miami 11 121, Cc 
= Atlanta 104 117 EX LUSIVELY 
@ For the full-year periods, 1950 X*¥) Orleans ad — IN MY BABY! ST—A RECORD IN LINAGE 
over 1947, department stores show- Chicago District 105, 110 ° 


cities have changed in dollar vol- 
ume of department store sales 


, ARE YOU GIVING 
SPACE BUYERS THE RIGHT FACTS) => 


A publisher's executive recently told us, 


“Advertising 


Agency Space Buyers study very critically every survey 
and every piece of promotion material we present. 
Some Space Buyers refer all our presentations to their 
Market Research Department for thorough evaluation 
before giving them any consideration at all. We have 
decided to employ a professional firm to advise us f 


on all market surveys and presentations we make in 
selling space in our publications. 


our principal surveys and 


Also we will have 
presentation material pre- ¢ 


pared by an outside, impartial firm so that they will 
have the greatest possible acceptance." - 


This is excellent progress toward giving Advertising 
Agencies a better opportunity to employ their clients’ 


advertising money to the best advantage. 


Many experienced national adver- 
tisers choose MY BABY exclusively in 
the baby magazine field to carry their 
advertising messages 
Among them are these leaders— 


to mothers. 


@ GIBBS UNDERWEAR CO. 

@ GLENDALE KNITTING CORP. 

@ MINNEAPOLIS KNITTING WORKS 
@ MRS. DAY'S IDEAL SHOES 

@ PACIFIC MILLS 

@ NORTH STAR WOOLEN MILLS CO. 


@ DENTON SLEEPING GARMENT 
MILLS, INC. 


@ DR. A. POSNER SHOES, INC. 


September MY BABY carried 91 
October issue goes to press with 


% columns of paid advertising and the 
93% columns—-a volume never before 


attained by any monthly baby magazine. 


Ist-in YEAR-ROUND LEADERSHIP 


Year after year, MY BABY pub 
tional advertising in its field . . 
mail order advertising. 


lishes the greatest total volume of na 


. yet MY BABY alone refuses to accept 


Ist-in STORE CIRCULATION 


Only MY BABY’s circulation is 
store-paid for . . 


Ist-in MERCHAN 


(a) Shaw's Market News (trade 
promotion for advertisers, (c) 


. all premium circulation 


100% store-sponsored, store-distributed, 
undiluted, 


DISING SERVICE 


monthly), (b) MY BABY’s back-cover 
Many other marketing aids—put MY 


BABY at the top in the baby magazine publishing field for practical, sales- 


building merchandising service. 


MY BABY’'S CIRCULATION GUARANTEE MOVES UP? AGAIN BY 20,000 TO — 


200,000 copies rer month ror 1952 


— MORE THAN 600,000 READERS MONTHLY 


ane _ ra 
Are you giving Space Buyers and Advertising Man- =) FINAL ADVERTISING FORMS FOR THE DECEMBER, 1951, ISSUE WILL CLOSE IN NEW YORK, OCTOBER lor 
agers the information they need? Do they accept and f u 
act favorably on it? MY BABY 
—AND YounG Years * SHAW PUBLICATIONS, INC. 
/ 53 East 34th Street, New York 16, New York MUrray Hill 4-4030 
C. C. CHAPELLE COMPANY Z vidi 
N York Representatives: D. Minard Shaw, L. P. T rn Lucile K “ 
Management Consultants in Marketing ew Guglend [igonsencatiess B. F. Provaadie, 80 Deylnen Be. baie, Mese., Telephone: HAncock 6-583) 
/ South € eral Ropresent Dale Metatchee = , 154 East Erie St., Chicago, m., Telephone: SUperior 7-4468 
“ t U7 presentativ orman Claypoole, 1346 Tapoco Ave., Maryville, Ten 
308 W. Washington ® Chicago 6, lll. + CEntral 6-8814 / so ~ :L.G Meier & pater oo Whoa Merchants eT Dailes, Tex., Telephone: Prospect 7.2761 
Pacific Coast Dapeceamtenteens Duncan A. Scott & Co., 2978 Wilshire Bivd., Los Angeles, Calif., Telephone: DUnkirk 8-4151 
Duncan A. Scott & Co., Mille Building, Sen "Franc isco, Calif., Telephone: GArteld 1.7950 
= | Nerth Repr + Warren G. Shaw Associates, 107 Sherlock Bidg., 3rd and Oak Sts., Portland, Ore., Telephone: Beacon 99% 
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, Capitol Records Reports 
Capitol Records, Los Angeles, 
reports sales of $13,034,230 for the 
fiscal year ended June 30, as com- 
pared with $11,847,806 for the 
previous year. This year’s earn- 
ings of $419,414 or 74¢ per com- 
mon share topped last year’s $242,- 
370 or 35¢. 


22 MONUMENT SQUARE 
PORTLAND. MAINE 


BBB Holds Coupon 
Fraud Meeting for 


Execs, Law Officers 


New York, Sept. 6—Suggestions 
for preventing coupon frauds high- 
lighted a special luncheon meet- 
ing today at the Waldorf-Astoria 


ee ee ee eee gt tencied by about 300 executives 


Food Outlet says: 


RESULT OF NATIONAL 
COURIER. MY LOCAL COPY FEATURES ITEMS WHICH ! 
ARE BEING EMPHASIZED IN OUR HOME TOWN PAPER." 
Waterloo and the adjacent big, rich 16-county trade 
area are easy to reach, easy to sell—when you place 
j your advertising in THE COURIER. Contact us today. 


Waterloo Dailn Conrier 


LOREN THOMAS 


§ of companies using coupons, as 
LOREN THOMAS, Owner of §, well as prominent law enforce- 
g. ment officials. The Better Busi- 
BIG T SUPER MARKET ness Bureau of New York spon- 
Northeast lowa's Largest Volume i sored the mesting. 


Following a pledge on behalf of 
|the Grocery Manufacturers of 


“ADDED FOOD SALES IN MY STORE ARE A pirect §| America to help stamp out coupon 
ADVERTISING PLACED IN THE 8} frauds, given by William A. Do- 


jlan, a director of the manufac- 
| turers’ organization and president 
of Wilbert Products Co. A. F. 
| Guckenberger, secretary of New 
York State Food Merchants Assn., 
| declared that the retail grocers 
| were willing to cooperate in every 
way possible with the manufac- 
turers, but that in return the re- 
|tailers asked that manufacturers 
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allow retailers 2¢ for their work 
in tabulating and mailing coupons 
for redemption (AA, Feb. 8 and 
15). 


s “Retailers today, in the face of 
high costs,” Mr. Guckenberger 
said, “cannot handle coupons 
profitably at the usual 1¢ allow- 
ance many manufacturers still 
hold to. This is particularly true 
of soap manufacturers,” he said. 

Emphasizing that he was depart- 
ing from his prepared text to make 
this appeal, Mr. Guckenberger 


pointed out that perhaps one of, 


the reasons for coupon frauds that 
have developed during the last 
few months (AA, Aug. 27, Sept. 
3) has been manufacturers’ failure 
to allow retailers adequate han- 
dling costs in coupon redemption. 

Hugh R. Jackson, president of 
BBB, said that more than $10,000,- 
000 in redeemable coupons are dis- 
tributed in New York City an- 
nually, and that fraud involving 
illegal diversion and cashing of 
coupons had totaled about $1,- 
000,000 during the past 12 months. 


A million new households 


to furnish and equip =e 


7 Tete coe 


‘TODAYS Wo 


Ng 


A million young children to feed and clothe... 


That’s the important youthful market loos Woy delivers. 


A market so vital, so responsive that advertisers have given 


Tops Wow the greatest linage gain of any 


service magazine for 214 years in succession. 


First in linage gains 


1949, 
1950, 
1951 (first half) 
and FIRST AGAIN 
IN AUGUST. 


NEW YORK °* 


Topays WOMAN 


A FAWCETT PUBLICATION 


BOSTON © CHICAGO. * DETROIT 


LOS ANGELES * SAN FRANCISCO 


(Circulation guarantee: 1,100,000) 


the magazine 


young wives live by 


He revealed that the principal 
ways of diversion include con- 
spiracy by some post office em- 
ployes who handle the coupons; 
theft by some apartment house em- 
ployes; dishonest, organized clip- 
ping of unsold newspapers; and, 
in some instances, dishonesty by 
personnel of manufacturers, their 
distributing agencies or printers. 


a “The evidence indicates that 
there are organized middle men 
who make a living by trade in il- 
legal diversion of coupons,” Mr. 
Jackson said. “Somebody has to 
take them to the grocer, and, 
somewhere along the line, a dis- 
honest dealer is inevitably in- 
volved.” 

Mr. Jackson was optimistic about 
chances of stamping out the fraud. 
“With the cooperation of the man- 
ufacturers and their agents, of the 
| overwhelming majority of honest 
| dealers, of the consumer, and of 
law enforcement agencies,” he 
said, “I am sure it can and will be 
eliminated.” 


e Henry B. Montague, Post Of- 
fice inspector in charge of the 
New York division, said that a 
number of complaints are being 
| investigated indicating that the 

fraud may have national implica- 
| tions. 

“The chief inspector,” he said, 
“has alerted every inspector in 
}the country to this situation and 
complaints and reports are being 
coordinated at one point so that 
we will be kept advised of all 
schemes which may be in opera- 
tion.” 

Miles F. McDonald, district at- 
torney of Kings County, N. Y., em- 
phasized that prosecution is not 
the answer to the problem. “The 
| remedy lies in prevention,” he de- 
clared. “Every time a manufac- 
turer sends through the mails an 
open postal card as a coupon, or 
uses clip coupons in newspaper ad- 
vertisements, he is inviting trouble 
and is tempting crooks to com- 
mit larceny.” 


| 
| 
| 


e Mr. McDonald suggested that 
manufacturers limit coupon re- 
| demption to stores within specific 
| postal zones. “Spot check your re- 
turns,” he urged. “Make surveys 
to determine the percentage of re- 
turns you are receiving from par- 
ticular areas. Insist that returns be 
' checked regularly against dealers’ 
purchases. Interview customers 
who turn in coupons, and have 
your representatives call on house- 
wives immediately after a coupon 
mailing to find out whether they 
| have been received and used.” 

Among those at the speakers’ 
table, which included a number 
of public officials, both federal 
and municipal, were Reed E. Bart- 
lett, manager of field advertising, 
Procter & Gamble Co.; Herbert N. 
| Frank, manager of staff operations, 
General Foods Corp. sales division; 
Ralph L. Lochner, advertising 
manager, eastern division, Great 
| Atlantic & Pacific Tea Co.; David 
|L. Harrington, president, Reuben 
| H. Donnelley Corp.; Rolf H. Kiel- 
jland, attorney in charge, Federal 
Trade Commission; Marshall S. 
Lachner, general sales manager, 
soap department, Colgate-Palmo- 
live-Peet Co., and Harry Letsche, 
v.p., H. J. Heinz Co. 


Installs Liquor Windows 

Liquor Merchandising Co., 
Woodside, N. Y., in cooperation 
with several distilleries, has in- 
stalled “party bar” windows fea- 
turing cut-out facsimiles of cock- 
tails and whirling cocktail wheels 
in 500 New York City liquor stores. 
Timed to coincide with the tradi- 
tional party season, the promotion 
also attempts to offer a substitute 
for continually higher priced en- 
tertainment. 


Dean Ross to O'Connell 


R. T. O'Connell Co., New York, 
has been named to handle the 


radio-TV advertising of Dean Ross 
Piano Studios, New York. 
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Is Skelton Show 
Forecast of New 
Net AM Pattern? 


(Continued from Page 1) 
limited tailor-made network on 
which Norge will present the 
comedian—on stations which rep- 
resent 91.4% of the entire CBS 
network circulation, according to 
Columbia's ads. 


s (Norge piaced an order for 46 
stations to carry the Skelton show. 
About 36 or 37 of them are CBS af- 
filiates—the remainder are not. 
The selection was made to parallel 
the Norge distribution pattern and 
provide promotion in those mar- 
kets where it is most needed. Both 
Norge and Russel M. Seeds Co., 
Chicago, make it clear that they 
are not choosing sides in the CBS- 
radio representative dispute re- 
viewed in AA last week. Inciden- 
tally, it now seems unlikely that 
there will be local dealer cut-ins 
on the Skelton show—one of the 
items in dispute.) 

The price for a single week’s 
sponsorship is $23,500. This covers 
time and talent and merchandis- 
ing services. The latter is being 
offered as an integral part of the 
plan, which is designed to attract 
smal! advertisers with limited 
budgets, and large ones as a ve- 
hicle for special promotions. 

First sponsor set for the show 
is the Pontiac division of General 
Motors Corp., which has contracted 
for three one-time shots on the 
broadcast during 1951 (Dec. 5, 12 
and 19), through MacManus, John 
& Adams. 

Merchandising particulars of the 
Skelton plan still are being worked 
out, but CBS has allocated a siz- 
able fund to be used for dealer 
materials of various sorts, which 
will be distributed free or at cost. 


| of Park East, New York. 


e Howard S. Meighan, president 
of CBS Radio Division, makes it 
clear that this is the first of a 
series of sales innovations con-| 
templated by Columbia. He ex-| 
pects the one-time sponsorship | 
plan to be an “experience which 
will tell us a great many things,” 
though it will not necessarily be) 
extended to other available pro-| 
grams at this time. 

“The strength of the radio me-| 
dium is in its high-grade program- 
ming,” M:i. Meighan told ADvER-| 
TISING AGE. “We intend to main-| 
tain the CBS leadership in this} 
respect. We believe it is essential 
that big names and personalities | 
continue to supply the 96,000,000 
radio sets of this country with top} 
entertainment—in the interest of} 
the radio audience and sponsors | 
alike.” 

Mr. Meighan declined to give| 
any hints as to other sales gim-| 
micks he has up his sleeve. He did | 
say they would be different for 
the most part and designed to fit 
a particular show. 


“i 
e “We want to remind advertisers | 
that there are still some darn| 
good buys on some darn good pro- | 
grams on radio. The Skelton ap- 
proach is just one way of doing 
that. And we are happy to say it 
has certainly stirred up interest 
among advertisers and agencies,” 
he added. 

The CBS pitch for the Skelton 
show was made directly toward 
users of color-page magazine copy, 
with ads describing the cost as 
“appreciably less than a color page 
in a mass magazine.” The Skelton 
program will not be sold to a cig- 
aret company (Chesterfield’s Bing 
Crosby follows it) or to a hair 
tonic maker (Vaseline’s “Dr. 
Christian” precedes it), but other- 
wise CBS does not plan to re- 
strict the advertising list to non- 


| @ Bendix Home Appliances, South Bend, and Tatham-Laird, Chicago, 


| @ The World Series telecast will be carried by Gillette Safety Razor 


Last Minute News Flashes 


A&P Testing Magazine and Book Departments 

New York, Sept. 7—Selected stores in all divisions of Great Atlantic 
& Pacific Tea Co. are experimenting with magazine and book depart- 
ments. Comics, children’s books, 25¢ pocket books, and national maga- 
zines are being sold. Experiments started in a small way in Grand 
Rapids and Detroit about six weeks ago, AA was told. How long ex- 
periments will continue is undecided, and details of the plan were not 
disclosed. 


Nielsen Names Shearer to Radio-TV Sales Post 

New York, Sept. 7—T. Rodney Shearer, v.p. and manager of the 
client service section of the Nielsen radio and television indexes, has 
been named head of radie-TV sales and service for A. C. Nielsen Co. 
here. 


Straight Whisky Sales Have Doubled Since ‘47 

ATLANTIC City, Sept. 7—Sales of straight whisky brands have doubled 
since 1947 and now account for more than 25% of all whisky sold in 
the U. S., the national sales conference of Schenley Distributors Inc. 
has been told. Sales of straight whiskies bottied at less than 100 proof 
will rise this year to 10,000,000 cases, J. H. Hornsby, eastern division 
manager, predicted. He said during the past 12 months sales of straight 
brands have risen 123% in Connecticut, 77% in New York and 53% in 
New Jersey. H. T. Thomas, central division v.p., warned blended 
brands would continue to be the “breadwinners for the whisky in- 
dustry.” 


Hudson Pulp, Jones Account, Hasn't Picked Agency 

New York, Sept. 7—Hudson Pulp & Paper Co., an account which 
billed about $800,000 last year through Duane Jones Co., and which 
was thought a cinch to switch to Scheideler, Beck & Werner, has an- 
nounced it simply isn’t so. It was learned today that Hudson hasn't 
named SB&W or anyone else, and is still considering less than half a 


dozen agencies—the new company being among those still in the run-| 


ning. The Hudson account had been handled by Paul Werner at the | 
Jones Co. before he became a principal in the SB&W setup. 


‘Life,’ ‘Newsweek’ Rates to Go Up; Other Late News 

e Life will increase its bkw rates about 6% with the March 3 issue 
next year because of “higher publishing and production costs.” The 
magazine currently gets $16,750 per b&w page and $24,700 for four- 
colors. Color and fractional rates will be slightly higher than 6% more. | 
Newsweek's rates will go up 5% to 6% in July, 1952, because of higher | 
costs. 


e@ Reddi-Wip Inc., St. Louis, will run a unique coupon promotion ad 
in Life Sept. 24. The reader is asked to fill out the coupon, take the 
lock tab off a can of Reddi-Wip, and send them in to the company, 
and he will receive 25¢. Ruthrauff & Ryan, Chicago, is the agency. 


e Tom Allen, formerly of Grey Advertising, and Louis Kraus, last 
with Kudner Agency, have joined the copy staff of Ruthrauff & Ryan, 
New York. 


@ Milton Long, formerly with Parents’ Institute, has joined the ad staff 


have announced that they will sever their agency-client relationship 
about the middle of 1952. At that time Bendix plans to introduce an 
electric refrigerator and Tatham-Laird already has the Admiral re- 
frigerator account. Arthur Tatham declined to say why the agency had 
broken with Bendix rather than Admiral. 


Co., Boston, via Maxon Inc., over NBC, with radio coverage as usual on 
Mutual. (Mutual affiliates with TV outlets also may telecast the series.) 
NBC reportedly sewed up a four-year agreement on the top baseball 
event, which is said to be costing Gillette $1,000,000 yearly for TV 
rights, in exchange for assigning the razor maker sponsor rights to 
the Rose Bow! football game. CBS has aired the Rose Bow] classic the 
last few years, but NBC outbid Columbia for the 1952 broadcast (AM 
and TV) rights. 


competitive products. If, for ex- 
ample, another automobile man- 


OPS Rules Agencies 
facturer wants to buy a week on! 
the show, may do zo. |G PR Firms Exempt 
@ Meanwhile, the affiliates com- from Price Control 


mittee on economic study of the (Continued from Page 1) 
National Broadcasting Co. has that no practical good could be 
been discussing various new for-) accomplished by requiring agen- 


| ed for 


mulas for selling radio, but so far) cies to file price schedules with 
they have been marked merely as jocal OPS offices. 
projects for further study, with no 


definite decisions expected until » Agency spokesmen came — 
the stations convene for their an-| 


; . after Max Feinberg, chief of the! 
nual convention late this year. 


| division, told ApvERTISING AcE| 
, >| 7 
For the moment, at least, NBC that agencies were among the! 


reportedly has abandoned -— PrO- | businesses covered by CPR 34, the | 
posed new avenue for netw ork ra-| general OPS order freezing rates 
dio sales—the insertion of a six-| for services. 

second spot with the NBC chimes.| ‘The exemption is in the form of | 
The network decided against this), amendment to general over-| 


iden because it na unable t0| riding Regulation 14, which is a 
agree on a way © equitably 4P~' list of services taken out from un- 
portioning the time to advertisers! ger the services order. Agencies 
who wanted to buy all of it. Sta-| 444 public relations services are 
tion reaction, despite rumblings of two of several services which are 
disapproval from representatives, | 


sos aati tn thes ic Geen | decontrolled in today’s action. 
was said to be mostly favorable. Though the exemption has been 


pending in the OPS clearance 
committee for more than a month, 

- : a few agencies had reported that 
peg OD ;~ Rg —- local OPS offices were question- 
ark. A business paper schedule is| ing their failure to file price sched- 
being prepared. | ules under CPR 34. 


Stonco Electric to Lewis 
Stonco Electric Products Co., 


BETTER (langer sronger) WITH 


FOR MILK—This Americon Dairy Assn 
“milk rich” lunches will run in 
October issues of Ladies’ Home Journal, 
McCall's ond Porents’ Magazine, and in 
Good Housekeeping in November. Camp- 
bell-Mithun is the agency 


Hollywood Admen 
Hail Opening of 
Coast-to-Coast TV 


HoLLywoop, Sept. 4—The Holly- 
wood Advertising Club held a spe- 
cial meeting today to mark the first 
use of the microwave relay in the 
transcontinental telecast of the 
Japanese Peace Treaty Conference 
at San Francisco. 

Those present were given a cer- 
tificate to commemorate “Golden 
Aerial Day,” and a panel of speak- 
ers viewed the importance of the 
linking of Hollywood with the 
East with mingled feelings. 


@ Neil Reagan, McCann-Erickson, 
president of the Advertising Assn. 
of the West, observed that more 
important than the coast-to-coast 
network will be the lifting of the 
FCC freeze on construction of new 
stations. Present complicated con- 
ditions facing time buyers will not 
be smoothed out until then, he de- 


| clared. 


“Actually,” Mr. Reagan said, 
“the commercial worth of trans- 
continental television will not be 
known until advertising men can 
evaluate it in terms of all media. 
When that time comes, then we 
will see the use of network tele- 
vision on the basis of television's 
proper place in the over-all ad- 
vertising picture.” 


@ He also ventured the tongue-in- 
cheek opinion that perhaps topical 
programs might now reach the 
West Coast a little more promptly, 
i.e., Christmas programs by Easter, 
instead of July 4. This will make 
it easier for 
tie in with national advertising for 
the two religious holidays, Christ- 
mas and Easter. 

Norman Blackburn, NBC's 
western division TV program man- 
ager, said the linking of the East 
and the West should result in some 


| relief of the tight New York situa- 


tion. This fall, about 75% of the 
“Colgate Comedy Hour” and “All- 
Star Revue” programs will ema- 
nate from Hollywood, he estimated 
The Red Skelton and Dinah Shore 
shows will also originate here. 


@ Klaus Landsberg, v. p. of Para- 
mount Television and head of 
KTLA, predicted a much more im- 
portant role for independent sta- 


| tions in the TV picture, as com- 


pared with radio. In view of pres- 
ent network television costs, he 
said, it is clear that the challenge 
is to independents to do a good 
local job for loca] advertisers. 

On the talent side, when the 
heralded name stars, who want to 
live in Southern California, move 
here, there will be a similar move 
by minor and supporting names, 
he said. Hollywood will be able 
to use this talent just as effective- 
ly as New York, and probably at 
less cost, in Mr. Landsberg’s opin- 
ion. 


local merchants to) 
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Senate Passes 
Postal Boost; 
j a - 
Magazines Hit 
(Continued from Page 1) 
step 20-20-20% increase for all 


second class mail, the lawmakers 
passed an amendment proposed by 
Sen. Russell Long (D., La.) apply- 
ing the 20-20-20% jump only to 
magazines 

When Senate debate on the rate 
bill came to a halt late Thursday 
evening, a handful of senators had 
put through an amendment hold- 
ing the third class increase to 
1%e¢. The bill reported by the 
committee had proposed 1%4¢, with 
a further increase to 1%¢ one year 
after the bill went into effect. 

In proposing to chop off the 
second increase in third class, Sen. 
Dennis Chavez (D., N. M.) pointed 
out that the two-step plan was 
a 50% increase. 

“As every business man knows, 
one cannot produce revenue 
merely by jacking up prices,” he 
said. “Third class mail exists be- 
cause it is an economizer. 


e “If it ceases to be such, then 
we find an immediate falling off 
of the utilization of third class and 
a transfer to the use of other mai 
such aS magazine and newspa 
advertising, door-to-door circula 
radio, TV, etc. : 

While there was some discuss 
sion of the Chavez amendmen 
debate came to a halt when thé 
postal committee chairman, Sen 
Olin Johnston (D., S. C.), axreed 
to accept the amendment 

Before turning to the rate bill, 
the Senate passed special legislae 
tion reducing the maximum sizé 
and weight of parcel post which 
can be received in large city post 
offices. Designed to drive big pars 
cels back to Railway Express, thé 
bill is considered unworkable by 
the Post Office Department, and 
|} will be vetoed if it reaches thé 
White House. 
. The debate on the postal raté 
bill centered on two amendmentg 
| Thursday: 
| The first, by Sen. Edwin Cj 
| Johnson (D., Colo.), proposing te 
| retain 6¢ airmail and 4¢ airmail 
postcards, was overwhelmingly de- 
feated by roll call vote. 
| The second, by Sen. Richard 
Russell (D., Ga.), wiping out a 
| section of the committee bill which 
would have restored two-a-day 
deliveries to residential sections, 
went down by voice vote. 

Throughout the Thursday de- 
bate, there was no mention of 4¢ 
first class, 2¢ postcards, or the in- 
creases in the second class, parcel 
| post and special services which are 
included in the bill 


@e Other major features of the 
committee's original bill are: 
Second class—a series of three 
10% increases on nationally dis- 
tributed newspapers and maga- 
| zines, but no increase for weekly 
newspapers, local delivery, or for 
publications of non-profit organ- 
| izations 
Third class—Increases on all 
book mailing, with a special ex- 
emption retaining existing rates 
for mailings by non-profit groups. 
Fourth class—Rescinds catalog 
and parcel post increases which 
are to be effective Oct. 1 under 
a schedule approved by the Inter- 
state Commerce Commission and 
substitutes less drastic schedules. 
Special services—-Increases reg- 
istered mail, C.O.D., and insured 
services. Raises special delivery 
from 15¢ to 20¢. 


Appoints Grant & Wadsworth 
Continental Arms Corp., New 
York gun importer, has named 


Grant & Wadsworth as its agency. 
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Macaroni Makers Going All-Out 
Next Month to Push Sales Higher 


(Continued from Page 2) | 
sumption is estimated at about 80 
lbs. per capita.) } 


e There were 226 macaroni prod-| 
ucts manufacturers in the U.S. in 
1947, according to the Bureau of 
Census, but Mr. Green estimates | 
that there are probably fewer than | 
that today, placing the total at/ 
“something more than 200.” Of 
these, the Census Bureau estimates 
that about 70 employ only from 
one to four persons. 

There is little likelihood that the 
number of manufacturers in this| 
country will increase, Mr. Green|} 
told AA. Fifty years ago you could | 
start a macaroni plant on a shoe- 
string, he said, but today you would} 
need “a bare minimum of $100,- 
000 for equipment and another 
$100,000 to develop brand accept- 
ance.” A macaroni press, he added, 
costs about $30,000; a drying setup 
is another $20-$30,000, and you 


@ Now reaches 78,984 
hotels and restaurants 


throughout America . . 
(See Standord Rate & Data Service) 


2132 FORDEM AVE. MADISON 4. WIS. 


would have to add to that a pack- 
aging setup and several other 
smaller items. 


@ There are 32 manufacturers that 
can be classed as “the largest vol- 
ume producers of macaroni prod- 
ucts in the U. S.,” Mr. Green told 
AA. Despite their volume, how- 
ever, most of these are regional 
operators who sell only 
local markets. Those boasting 
wider distribution are noted in the 


following tabulation and their dis-| 
tribution area is listed in the foot-| 


notes: 
WEST COAST-—Globe Mills (subsidiary 
of Pillsbury Mills}, Los Angeles; Grocery 
Store Products Co., Los Angeles ‘Golden 
Age brand) and Libertyville, Ill. (Fould’s 
brand); American Beauty Macaroni Co., 
plants in Los Angeles, Salt Lake City, 
Denver, 
Grain Macaroni Co., San Francisco and 
Seattle; Mission Macaroni, Seattle 
MIDWEST—*Skinner Mfg. Co., Omaha; 
Gooch Food Products, Lincoln; Ravarino 
& Freschi, St. Louis; Viviano Bros., St 
Louis; *Creamette Co., Minneapolis; 
Quaker Oats Co., Chicago; John B. Cane- 
pa (Red Cross brand), Chicago; Weiss 
Noodle Co., 


Co., St. Paul-Minneapoiis; I. J. Grass| 
Noodle Co., Chicago 

SOUTH—Delmonico Foods, Louisville; | 
Ronco Foods, Memphis; National Food 
Products, New Orleans 

EAST—V. Arena & Sons, Norristown, 
Pa., Buitoni Macaroni Co., New York 
City ‘also the largest manufacturer in 


Italy); Prince Macaroni Co., Lowell, 
Mass.; Vimeco Macaroni Products, Car- 
negie, Pa.; Keystone Macaroni Co., Le- 


banon, Pa.; La Premiata, Connellsville, 
Pa.; Megs Macaroni Co., Harrisburg; Pro- 
cino-Rossi, Auburn, N. Y.; Gioia Macaroni 
Co., Buffalo; A. Goodman & Sons, Long 
Island City; #A. Zeraga’s Sons, Brooklyn; 
**Mueller Macaroni Co., Jersey City; **V 
La Rosa & Sons, Brooklyn, Hattsboro, 
Pa.. and Danielson, Conn.; **Ronzoni 


L: 
L ‘ 
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on Worcester’ 


3 


i 


ae 


Rising 
Bank Debits 


Conclusive evidence that Worcester is 


last year. 


a beehive of business activity may be 
found in the current Federal Reserve Bank 
figures. Worcester’s bank debits for the 
first six months of 1951 added up to 
$1,106,921,000 — a $258,303,000 
crease, or 30.4% over the same period 


in- 


WorcesteR’s WONDROUS TWINS ~~ 


Cash in on sales to this active, pros- -— = 
perous Central New England Market * ~ye] 


through consistent 


advertising in the 


newspapers that blanket the area, the 


Worcester Telegram 


over 100,000. 


-Gazette. Daily cir- 
culation in excess of 150,000. Sunday 


th TELEGRAM -GAZETTE 


‘WORCESTE R, MASSACHUSETTS 


ee 
MOLONEY, REGAN & SCHMITT, 


GeorGE F Bootn Publsher- 
INC., NATIONAL REPRESENTATIVES 


OWNERS OF RADIO STATION WTAG and WTAG-FM 


in their) 


Kansas City and St. Louis; Golden | 


Cleveland; Quality Macaroni | 


"| **These three 


—4 
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PLANNING TIE-IN DISPLAYS—Bob Green (left), secretary of the National Macaroni 
Institute, and A. Irving Grass, president of Gross Noodle Co., show Fred Bamberger 


(right), 


. 
Macaroni Co., 


Long Island City. 

+ *Skinner distributes throughout the 
Southeast; Creamette goes as far south 
as Miami and west to Seattle and Port- 
| land 

=Zeraga's is the oldest commercial maker 
of macaroni products in the U.S., dating 
| back to 1848 

are known as the “big 
three” in the East; Mueller has distribution 
from the East Coast to the Mississippi 
River, (exclusive of Chicago); La Rosa 
products are found throughout the East; 
Ronzoni concentrates most of its dis- 
tribution near metropolitan New York 


e Creamette is probably the larg- 
est user of newspaper advertising 
space among macaroni products 
manufacturers, spending $160,000 
in 1950, according to Bureau of 
Advertising figures. The eastern 
manufacturers tend to place more 
advertising dollars in radio and 
TV than do midwestern or western 
manufacturers, according to Mr. 
Green. 
| Mueller has been using 15-min- 
jute news broadcasts in some 14 
markets for many years, and gives 
these programs much of the credit 
| for doubling its sales in nine years. 


ls Macaroni manufacturers—with 
some notable exceptions—nave not 
|been extensive advertisers over 
{the years. Many of them were 
| family operations, and they either 
didn’t know about advertising or 
didn't care. 

In 1937 the National Macaroni 
Institute was formed by M. J. 
Donna, one of the “grand old men” 
of the industry, who preceded Mr. 
Green as secretary of the institute 
and has been associated with the 
industry for more than 30 years. 
At present he is editing the Mac- 
aroni Journal and is secretary 
emeritus of NMI. 

For the first ten years NMI ex- 
isted solely on the contributions of 
industry members, and thus was 
severly limited in the amount of 
industry promotion it could carry 
on. 


e What industry members needed 
to be shown, Mr. Green told AA, 
was the importance to them of 
industry-wide promotion, as well 
as promotion of individual brands 
by each manufacturer. 

To get this across to manufac- 
turers NMI put together a package 
showing what other industry 
groups had done, and how success- 
ful such promotions had been; e. g.. 
American Meat Institute, Ameri- 
can Dairy Assn., American Bakers’ 
Assn., etc. 

This was exhibited to manufac- 
turers from October, 1948, through 
January, 1949. The institute agreed 
that if it could get manufacturers 
representing 70% of the industry’s 
production to back the program, 
they would appoint an organiza- 
tion and set up a regular promo- 
tion program—this time with a 
workable budget. 


e Manufacturers representing 


manager of a Chicago Del Farm store, how he can boost sales of both 
macaroni products and related food items by displaying them together during 
National Macaroni 


Week. 


about 75%-80% of total produc- 
tion agreed to participate in the 
plan when the group met for its 
annual winter meeting in January, 
1949 (approximately the same per- 
centage as back it today). At the 
meeting Theodore R. Sills & Co., 
New York, was named to handle 
promotion for NMI, effective 
March, 1949. 

Each participating manufacturer 
agreed to pay into the promotion 
fund 1¢ per 100 lb. bag of flour 
that he used. (A rule of thumb in 
the industry is that each 100 lb. 
bag of flour produces 96 lbs. of 
finished product. At the current 
rate of production, AA figures this 
should produce a budget somewhat 
in excess of $80,000 per year for 
promotion.) 


@ The annual promotions are di- 
rected primarily at getting food 
editors and radio and TV home 
program producers to use material 
prepared by the Sills organization. 
In addition, the institute sends its 
representatives to home economics 
conferences, and takes an active 
part in the annual North Dakota 
Durum Show (about 90% of the 
high-protein durum wheat used by 
the nation’s macaroni industry is 
grown in North Dakota, whose cool 
temperatures and Barnes loam are 
particularly suited to growing this 
type of wheat). 

During Macaroni Week NMI al- 
so urges manufacturers to get dis- 
tributors (and they in turn re- 
tailers) to boost the week by 
building displays with other food 
products, posting shelf talkers and 
posters, etc. 

Recipes play a big part in any 
macaroni products promotion, Mr. 


Green says, because the institute 
believes that most people don’t use 
macaroni products merely because 
they don’t know of the many dif- 
ferent ways in which they can be 
prepared. 


ge The recipes stress the products 
as complementary to the main dish, 
whether it be fish, fowl, meat, veg- 
etable, dairy food, etc. They can 
even be served with fruit, Mr. 
Green said, telling of one recipe 
which calls for brown sugar, rai- 
sins and noodles. 

National Macaroni Institute has 
a sister organization, National 
Macaroni Manufacturers Assn., 
which operates as a trade asso- 
ciation. Its principal functions are 
to elevate the level of macaroni 
manufacturing; maintain represen- 
tatives in Washington, and work 
with the nation’s durum wheat 
farmers. 

Fred Mueller, C. F. Mueller Co., 
is president of the association. C. 
W. Wolfe, Megs Macaroni Co., is 
committee chairman of the insti- 
tute and Mr. Green is secretary of 
both organizations. 


Shrimp Association 
of Americas Formed 

The Shrimp Assn. of the Ameri- 
cas has been formed by the Texas 
Shrimp Assn. and Camara Nacion- 
al de la Industria Pesquera S. A. 
of Mexico. 

Virgil Versaggi has been named 
president of the Brownsville, Tex., 
organization, which will conduct 
cooperative ad campaigns and 
formulate standards of quality and 
packaging for the shrimp industry. 
An estimated $75,000 will be 
available for these purposes the 
first year from an assessment of 
4¢ per pound for all shrimp pro- 
duced by association members. 


Sees More Synthetics 
in Fabrics of Future 

“The fabric of the future is a 
combination of synthetics and 
natural fiber,” Elmer Ward, presi- 
dent of Goodall-Sanford Co., told 
the annual Cincinnati sales con- 
vention of Goodall and its Palm 
Beach Co. subsidiary. 

Men's clothing prices will prob- 
ably advance slightly, Mr. Ward 
said. Greater use of color is also 
anticipated. 


Marilyn Ledwich to Dancer 

Marilyn Ledwich, formerly with 
Batten, Barton, Durstine & Os- 
born, San Francisco, has joined 
the media department of Dancer- 
Fitzgerald-McDougall, San Fran- 
cisco. 


United Television Moves 

Chicago offices of United 
vision Programs Inc. have 
moved to 360 N. Michigan 
and its New York offices have 
been moved to 444 Madison Ave. 
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specialists 
in fine 
photo engraving 


REVERE PHOTO ENGRAVING CO. 


712 FEDERAL STREET - 


CHICAGO 5, itt 
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Austerity Is Here; 


51 


Predicted Pinch 


in Raw Materials Becomes a Reality 


WaAsHIncTon, Sept. 6—The big 
fourth quarter pinch in raw mate- 
rials for appliances, automobiles 
and other consumer-type goods ar- 
rived with a rush today as the Na- 
tional Production Authority an- 
nounced that steel, copper and 
aluminum supplies have been cut 
below earlier estimates. 

Allotment of steel for consumers 
is pegged at 58% of base usage 
(either the first half of 1950 or 
the last half of 1949). This is a 
cutback of about 12% from the 
third quarter, and involves a par- 
ticularly heavy reduction in sup- 
plies of stainless steel. Copper 
allotments are 54% of base, and 
aluminum only 46% of base. 

In announcing the fourth quarter 
decisions, the NPA chief, Manly 
Fleischmann, expressed confidence 
that the fourth quarter allotments, 
plus raw materials still in the 
hands of manufacturers and sup- 
plies of finished products at man- 
ufacturing, wholesale and retail 
levels, will be sufficient to meet 
“normal” need. 


s At the same time, however, he 
pointed out that the outlook for 
basic materials, particularly cop- 
per, does not suggest any relief 
until 1953. 

NPA officials estimated that the 
allotments will be sufficient to 
produce 1,100,000 automobiles dur- 
ing the final quarter. However, 
auto industry sources expressed 
doubt that production will exceed 
900,000 units. 

In making allotments of materi- 
als for consumer goods, NPA tried 
to avoid decisions of “essentiality,” 
Mr. Fleischmann said. Certain 
items used for industrial purposes 
—for example electric bulbs, 
where half the production is used 
by industry—were treated more 
generously than others. But ap- 
pliances and comparable products 
were given equal treatment. 


JUST ASK FOR MARIE: 

Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
graph. mimeograph, addressing or 
mailing job. Quick pick-up and de- 
livery, fast and accurate work, plenty 
of experienced personnel, charges 
always in line. THE LETTER SHOP, 
Inc., 431 S. Dearborn St., Chicago 5. 
(Now in our 23rd successful year.) 


During World War II, the gov- 
ernment did not allot any mate- 
rials for consumer goods. Until re- 
cently, production of appliances 
had been subject to a quota re- 
striction, but manufacturers were 
free to go into the open market for 
their materials. 


es Under NPA’s Controlled Mate- 
rials Plan, total demands for all 
purposes are balanced against the 
anticipated supply of steel, copper 


, district judge. 


"TUBILEE 


oct. 7-13 


and aluminum. Each program, and | 


subsequently each manufacturer, 
is assigned a specific amount of 


material to support proposed pro-| 


duction schedules. 

In cutting back fourth quarter 
demand to equal supply, NPA gave 
high allotments to those industries 
which have a heavy share of mili- 
tary orders, or which are producing 
goods essential to defense indus- 
tries. Other products, important to 
public welfare, health and safety, 
also received preferred treatment. 

Demands for structural steel 
were so far beyond supply that 
all commercial and industrial con- 
struction, other than military, 
atomic energy and aluminum ex- 
pansion, was cut back. 

Mr. Fleischmann said construc- 
tion demands for the first quarter 
of 1952 are already known to be 
200% of supply, so far as structural 
steel is concerned. He indicated 
that commercial and less essential 
industrial construction will be held 
to a minimum until well past the 
middle of the year. 


McCann Shifts Frank Brady: 
Stock Joins Chicago Office 


Frank Brady, formerly director 
of media and researc in the Chi- 
eago office of McCann-Erickson, 
has been transferred to the agen- 
cy’s New York office as manager 
of local markets and media. 

He will be succeeded in Chicago 
as of Oct. 11 by J. Stevens Stock, 
who has been serving in Washing- 
ton as research consultant and co- 
ordinator of research on the con- 
sumer price index of the Bureau 
of Labor Statistics, and was pre- 
viously survey director of Opinion 
Research Corp. John Klatt, who 
has been assistant director of me- 
dia in Chicago, has been named 
manager of the media department. 


FOR GLASS JUBILEE—This 11x20” three- 
color display piece wil! be furnished to 
| retailers by the eight leading glassware | 


manufacturers sponsoring American Glass- 
ware Jubilee Oct. 7-13. 


Court Rules Paper 
Has Right to Turn — 
Down Ads at Will 


New Or.eEans, Sept. 4—A news- 
paper’s right to accept or reject 
any copy submitted to it was up- 
held here last week by Judge 
Rene A. Viosca of the district 
court. 

Judge Viosca ruled that the New 
Orleans Times-Picayune and 
States were under no compulsion 
to accept advertising offered them. 
The New Orleans Diamond Ex- 
change had filed the suit in an at- 
tempt to force the New Orleans 
Better Business Bureau to approve 
its copy and the Times-Picayune 
Publishing Co. to print it. 

The Times-Picayune and the 
New Orleans BBB contended that 
the Diamond Exchange had no 
grounds for the suit. They argued, 
for example, that the exchange 
had no right to ask for a manda- 
mus writ, since such writs can only 
be obtained for the purpose of 
enforcing the performance of a 
ministerial duty. 


e Since the plaintiffs are not 
members of the bureau and thus 
have no contractual rights, the 
attorneys contended, they have 
no right to bring suit against the 
bureau and its manager, James 
Barr. 

Judge Viosca asked the plaintiffs 
| if they could point out a law which 
| required a paper to publish adver- 
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MULTI-BILLION 


TEXTILE INDUSTRY 


BECAUSE IT IS... 


E to me 
DOLLAR 


Ast IN HOME DELIVERY - 38.5% 
o~ Assurance of long reading time by top executives 
fs IN RENEWALS -74.01%* 
ei Guaranteed stable continuing audiences 
fs IN 1-YEAR SUBSCRIPTIONS —73.1%* 
% An annual vote of confidence—"no deadwood” 
Rr ~ 
: Fit IN DIRECT MAIL SUBSCRIPTIONS-—64.2%* 
ia Proof of a large voluntary subscriber group 
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MERICAN 
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| tising submitted to it. Their attor- 
| neys admitted that no such statute 
exists in Louisiana but maintained 
| that the bureau and the newspaper 

were engaged in a _ conspiracy 

against the Diamond Exchange—a 
| charge which both defendants de- 
| nied. 


In that case, the plaintiff had 
been a wholesale diamond dealer 
which decided to offer its mer- 
chandise to the public because of 
the current economic situation. 


30,000 Ask tor American 
Brake’s Testing Block 

A recent giveaway by American 
Brake Shoe Co., Cleveland, of a 
slotted wooden block which, when 
inserted under a depressed auto 
pedal, serves as a gauge to deter- 
mine whether brakes need adjust- 
ment, brought in 29,713 requests 
for the device. 

Most requests came from garage 
men who used the gadget’s tacit 
salesmanship to convince custom- 
ers who were in need of brake 
work. Fuller & Smith & Ross, 
Cleveland, is the company's agen- 
cy. 


Names William Salstrom 


William Salstrom, formerly as- 
sociate research director of Biow 
Co., has been named head of the 
marketing research division of 


Psychological Research Center for 


Business & Industry, Los Angeles. 


| Panagra Uses Magazines 

| Pan America-Grace Airways 
(Panagra), New York, will launch 
a special advertising campaign to 
promote the “world’s friendliest 
airline” with a color spread in 
Time Sept. 17 followed by a se- 
ries of four-color pages in a still 
undetermined number of maga- 
zines in North and Latin America. 
The campaign, through J. Walter 
Thompson Co., will continue into 
1952 with an extra budget of $100,- 
000. 


Merritt Joins DuMont 

Bill L. Merritt, formerly a West 
Coast TV director, has joined the 
DuMont Television Network and 
its New York Station WABD as 
an account manager. He will act 
as a liaison between the network 
and its sponsors and their agencies. 


~pawwen-Ft y/ 


© WITE NEON-FLYING 
© SKY- BROADCASTING 
AMERICAN SKY ADVERTISING CO 


9333 NO MICHIGAN AVE NEW YORK O 
CHICAGO} ILLINOIS 224 EAST 38TH, 5 
PHONE 512.7487 mu 7.647 


Markets Gr 


Population Increa 


any list. WTAR, WTAR-TV, or 
every home in the area. 


| The attorneys for the Diamond 


| to order the acceptance and pub- 
| lication of the ads or to require | 
| the defendants to set forth reasons | 
| for their disapproval. 

| “My appreciation,” Judge Viosca | 
| declared, “is that newspapers are 
still private industries and that 
they can accept or refuse to accept | 
and publish advertising as they 
see fit.” 

e He said further that “I know 
}of no duty that either the Times- 
| Picayune or the Better Business 

Bureau owes to you [the plaintiff], 

therefore the suit is dismissed as 

to both parties.” 

The Diamond Exchange, a 
wholesale diamond dealer, prom- 
| ised that it would appeal the case 
to the state supreme court. 

Philip E. James, who represented 
the bureau and its manager, 
pointed out that a similar suit, 
which sought a mandamus writ to 
require the bureau manager to ap- 
prove copy or let the plaintiffs 
know what was wrong with pro- 
posed ads, had been dismissed in 
‘July by Luther E. Hall, another’ 


| Exchange asked the court either) 


ow Fast, too 


Norfolk Metropolitan Sales Area 


ses 60% Since 1940 


When you consider your markets for fall advertising the Norfolk, 
Portsmouth, Newport News Metropolitan Sales Area is a must for 


both will bring your message to 


Population is up 60% since 1940*, making this the fastest grow- 


ing market in the top 30 of the U. S. In fact, it is now 29th in 


the Nation in population. In Norfolk-Portsmouth total retail sales 
are up,8.2%, food sales up 4.5%. furniture, household, radio sales 


up 19.2%, automotive sales up 44.2%. 


In Newport News, total 


sales are up 14.1%, food sales up 5.5%, furniture, household, radio 


sales up 20.0%, automotive sales up 66.1% 


Check any Hooper and you'll see that WTAR is the preferred 
station in Norfolk, Portsmouth, and Newport News. In fact, WTAR 
delivers more listeners per dollar than any other station or combina- 


tion. 


Ask your Petry man for availabilities to cash in on this growing 


market. 
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NBC Affiliate 
5,000 watts Day & Night 


Nationally Represented by 
EDWARD PETRY & CO., Inc. 


162 Cream Markets—J. Welter Thomp- 
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Uncertain times are no time to muffle your drums — 
not when it comes to trade relations. 


That’s when it’s even more important for your dealers to 
be kept advised about your products — your prices — your 
promotion aids. They need your help with their problems. 
Now, as always, the dealer sells best for the manufacturer 
who serves him best! 


In the 10 retail fields covered by Haire Merchandising 
Publications, thousands of retailers sell billions of dollars’ 
worth of goods! It’s easy for your line to get lost in the 


HIGH TIME TO START BEATING THE DRUM 


shuffle, especially if no one knows you’re there! 


Keep your dealers informed through the Haire Merchan- 
dising Publication of your particular field. Your message 
in your Haire Publication commands attention because 
buyers know that every page — every column — every 
word — concerns them! 


Naturally, it pays best for you to advertise your merchandise 
and merchandising aids — your company policies and pro- 
grams—in the specialized Haire Publication that helps your 
retailers buy, sell, advertise, promote — build business! — 


| A | Fe | =e f it’s a Haire Trade Paper, it’s “Tops” in its Trade 


MERCHANDISING PUBLICATIONS 


HOUSEWARES REVIEW - HOME FURNISHINGS - LINENS & DOMESTICS - CROCKERY & GLASS JOURNAL - CORSET & UNDERWEAR REVIEW 
INFANTS’ & CHILDREN’S REVIEW - NOTION & NOVELTY REVIEW - LUGGAGE & LEATHER GOODS - HANDBAGS & ACCESSORIES - COSMETICS & TOILETRIES 
The Haire Publishing Company, 1170 Broadway, New York 1, N.Y. 
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